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Abstract
The use of artifi cial intelligence (AI) in public relations (PR) is a fascinating development in the history 
of communication. PR has evolved alongside society and technology over the centuries, with the goal of 
managing relationships between organizations and stakeholders. In today’s cultural and technological 
context, AI is becoming a key tool that brings signifi cant changes to the way PR activities are conducted. 
This paper aims to present the ways in which AI is used in public relations and to understand its 
impact on the industry’s development. Desk research includes an analysis of the most current reports, 
press and academic articles relating to the use of AI tools in public relations activities in Poland. It is 
also important to understand AI-related challenges and ethical issues.

Streszczenie
Rozwój i wykorzystanie sztucznej inteligencji (AI) w dziedzinie public relations (PR) to niezwykle interesujący 
etap w historii komunikacji. Przez wieki, PR ewoluowało wraz z rozwojem społeczeństw i technologii, mając na 
celu zarządzanie wizerunkiem i relacjami między organizacjami a ich interesariuszami. Obecnie, we współcze-
snym kontekście kulturowym i technologicznym, AI staje się kluczowym narzędziem, które wprowadza istotne 
zmiany w sposobie prowadzenia działań PR. Celem artykułu jest przedstawienie sposobów wykorzystania AI 
w działaniach public relations i zrozumienie jej wpływu na rozwój tej branży. Desk research obejmuje analizę 
najbardziej aktualnych raportów, artykułów prasowych i naukowych odnoszących się do wykorzystania narzędzi 
AI w działaniach public relations w Polsce. Ważne jest także zrozumienie związanych z AI wyzwań i kwestii 
natury etycznej. 

INTRODUCTION

The use of artifi cial intelligence (AI) in public relations (PR) is a fascinating development in the 
history of communication. PR has evolved alongside society and technology over the centuries, with 
the goal of managing relationships between organizations and stakeholders. In today’s cultural and 
technological context, AI is becoming a key tool that brings signifi cant changes to the way PR activities 
are conducted. In order to understand the importance of AI in public relations, it is useful to look at 
the history of the industry.
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The first PR activities can be traced back to ancient Egypt and Greece, where rulers and leaders 
sought to shape public opinion through the use of speech, the art of rhetoric and symbolism. In later 
centuries, public relations developed alongside the emergence of newspapers, political propaganda, 
and marketing activities. The emergence of mass media, including radio, television, and the Internet, 
has had a significant impact on the communication and conduct of PR activities.

The anthropology of communication is closely connected to cybernetics, which was initiated by Norbert 
Wiener and developed by Claude Shannon. Wiener described closed systems within technological solutions 
in which information forms loops when referring to the concept of management. In contrast, Shannon’s 
communication model (called telegraphic) requires a person’s thoughts, feelings, and intuitions to be 
processed into a verbal code to be spoken or written down during the communication process. Therefore, 
communication begins and ends in the human mind, which emphasizes the importance of the human 
element in communication [Trzcińska, 2021].

Today’s digital and technological society has opened up new opportunities for public relations with 
artificial intelligence playing a key role in this context. The advancement of machine learning algorithms, 
data analytics, and natural language processing has enabled organizations to collect extensive amounts 
of information, identify trends and public opinions, and personalize customer communications. Artificial 
intelligence allows for the quick and efficient processing and analysis of data, providing valuable 
insights into consumer preferences and behavior. Additionally, cultural context plays a crucial role in the 
development of AI in public relations. Modern society is becoming more and more reliant on technology 
and the Internet. Social media have emerged as a primary source of information and communication 
for many individuals. In this context, AI is not only being used for data analysis but also for reputation 
management in the virtual world. Organizations must engage effectively with social media users and 
respond to their needs. AI can assist in automating this process.

The development of AI in PR is heavily influenced by the technological context. Technological 
advances, such as the increase in computing power, the development of network infrastructure, and 
the availability of data, are facilitating the development of advanced AI systems.

This allows organizations to benefit from tools for data analysis, task automation, and customer 
interaction. It is important to note that all evaluations presented are objective and free from bias. AI can 
enable the development of intelligent chatbots that effectively communicate with users and provide 
real-time information. The question that arises is to what extent AI is capable of revolutionizing PR as 
we currently know it.

Research shows positive attitudes of practitioners toward the possibilities offered by artificial intelligence 
in the implementation of their professional tasks. Therefore, it is necessary to mention the tools already 
used in PR that have been developed thanks to AI. Desk research involves analyzing the most current 
reports, press articles, and scientific papers related to the use of AI tools in public relations in Poland. 
It is important to note that these studies are preliminary and require further exploration, including the 
addition of other tools (in-depth interviews with PR professionals and their opinions) to obtain source 
data for further research. Introducing AI into PR can streamline communication processes and image 
management. It is also important to understand the associated challenges and ethical issues.

DEFINING ARTIFICIAL INTELLIGENCE

The term artificial intelligence (AI) was first coined by John McCarthy in 1956 during a conference at 
Dartmouth College. This event is widely regarded as the symbolic beginning of the formal field of 
research into artificial intelligence [Manning, 2020].

Many authors have written about the definition of this phenomenon. Therefore, explanations of the 
concept may vary significantly depending on the context and purpose. Two commonly cited definitions 
of AI come from John McCarthy, as well as Stuart Russell and Peter Norvig. McCarthy, often referred 
to as the father of AI, defined artificial intelligence as the science and engineering of creating intelligent 
machines, especially intelligent computer programs [McCarthy, 2007].

According to Stuart Russell and Peter Norvig, authors of the book Artificial Intelligence: This is 
a broad explanation encompassing any machines or programs capable of performing tasks that typically require 
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human intellect. A Modern Approach, AI is the design and construction of intelligent agents that receive 
perceptions from the environment and take actions that affect that environment. This perspective on 
artificial intelligence combines several distinct subfields of computer vision, speech processing, natural 
language understanding, reasoning, knowledge representation, learning, and robotics so as to achieve 
machine performance [Rao, 2016]. Both of the above definitions emphasize a key aspect of AI, namely 
the attempt to imitate or surpass human intelligence using machines. For Tomasz Zalewski, AI can be 
defined as a system that performs tasks requiring a learning process and considers new circumstances 
while solving a given problem. Depending on the configuration, it can act autonomously and interact 
with the environment to varying degrees [Lai, Świerczyński, 2020, p.14]. In terms of the communicative 
aspects, AI is designed to perform specific tasks in the communication process that were previously 
associated with humans [Guzman, Lewis, 2020, p. 71].

The beginnings of artificial intelligence date back to the second half of the 20th century when the British 
mathematician Alan Turing published an article titled ‘Can Machines Think? ’ in which he introduced 
the concept of the ‘Turing test’ as a measure for a machine to determine whether it is ‘intelligent’ [Turing, 
1950, pp. 433‒576]. The early years of AI development were dominated by a symbolic approach which 
attempted to model and simulate thought processes as a set of rules and symbols [Russell, Norvig, 2009]. 
Despite initial successes, this period encountered numerous problems, particularly related to hardware 
limitations and lack of access to large amounts of data. A breakthrough occurred in the 1980s and 
1990s when new methods, such as neural networks that mimic the structure and processes of the brain 
[McClelland, Rumelhart, Hinton, 1988], began to be explored. The use of these tactics, combined with 
the rapid increase in computing power and access to data, has led to significant progress in the field 
of artificial intelligence [LeCun, Bengio, Hinton, 2015, pp. 436‒444]. Since the beginning of the 21st 
century, AI has been increasingly integrated into various aspects of daily life, from autonomous vehicles 
to recommendation systems on websites. Although artificial intelligence plays a crucial role in today’s 
world, it is still in the developmental stage despite impressive achievements. Further research is necessary 
to understand its full potential and the challenges it may face, including in the public relations industry.

THE USE OF AI IN PUBLIC RELATIONS

In today’s globalized world, communication plays a crucial role in the success of organizations. Public 
Relations (PR) is the field that deals with building a favorable brand image, managing reputation, and 
effective communication with various target audiences [Verčič et al., 2001]. Artificial intelligence (AI) has 
become an increasingly significant part of many aspects of our lives, including public relations [Bourne, 
2019]. Artificial intelligence provides new opportunities and tools that can significantly impact the way PR 
campaigns are conducted, data is analyzed, communication is personalized, and reputation is managed1.

The use of artificial intelligence in public relations was first addressed in 2018 in the report ‘Human 
Steel Needed’ drafted by CIPR2 (Chartered Institute of Public Relations), which sought to assess the 
impact of artificial intelligence on the public relations industry over a 5-year period.

As a result of the very rapid development of artificial intelligence and its application in the public 
relations industry, further studies and reports have emerged. According to the State of AI in PR survey3, 
64% of PR professionals reported that they have already used generative artificial intelligence. Most 
PR professionals report an increase in the quality of their work and admit to completing projects more 
quickly using AI. 74% of respondents say they feel artificial intelligence has improved the quality of 
their work, and 89% of them state artificial intelligence helps them complete projects somewhat or 
much faster [Muck Rack, 2024].

1 The use of Artificial Intelligence in public relations not only potentially affects the given enterprise but is also an import-
ant element of political and social development in a given region. Therefore, it can be inferred from the outset that Artificial 
Intelligence and its use in PR also affects individuals, which raises ethical concerns.

2 The Chartered Institute of Public Relations (CIPR) is a professional body in the United Kingdom for public relations prac-
titioners. Founded as the Institute for Public Relations in 1948, CIPR was awarded Chartered status by the Privy Council of 
the United Kingdom in 2005 and added “Chartered” to its name. As of late 2012, CIPR had 10,095 members.

3 The survey was conducted on a sample of 1001 public relations professionals between 2 November and 14 December 2023.
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The widespread adoption of AI by public relations professionals and its effective use is also confirmed 
by The State of PR Technology research, according to which AI is used by 67, 8% of respondents. Notably, 
as many as 61.4% of first-time users of AI in communications report increased efficiency and productivity 
in all areas. In turn, 76.6% of PR professionals use PR Intelligence tools to automate all tedious, repetitive 
tasks. This saves huge amounts of time, which then can be allocated to more strategic planning. 58.7% 
say they use them to speed up research on social media and other platforms and 42.2% claim they use 
AI-based communication tools to streamline or automate content creation [Barryman, 2024].

According to a survey conducted by Sandpiper and PROvoke Media 86% of communications 
professionals worldwide view artificial intelligence (AI) as an opportunity rather than a risk, despite 
predictions of job takeovers and loss of control. With rapid advances in AI technology nearly two thirds 
(65%) of those surveyed predict the global public relations industry to face major change within the next 
three years [Davies, 2024].

The report “AI in Communications – Industry Opportunities and Risks” states that 86% of respondents 
have a positive outlook on advances in generative artificial intelligence. Additionally, only 29% of 
respondents are worried about the possibility of their roles being reduced or replaced in the future due 
to the development of generative AI. It is worth noting that those over 45 are half as likely to be concerned 
as those under 35, with 21% and 40% respectively [Sandpiper and Provoke, 2024].

A survey carried out in Poland by the Dfusion Communication agency called “Is AI dreaming of 
public relations?”, conducted in the first half of 2023 with a sample of 85 public relations executives in 
companies and public institutions, shows that 69% of respondents are positive or even very positive 
about introducing AI tools at work, and nearly 30% have already introduced them. Another 41% plan 
to do so. On the contrary, 53% want to put AI to work immediately, and slightly fewer (48%) only 
after regulations are in place. Importantly, most of the respondents (93%) assign AI a supporting role, 
3/4 say that AI will help with copywriting, nearly half (48%) admit that it will help generate creative 
ideas, and more than 35% pointed to building media messages using AI. Almost all survey participants 
(almost 98%), indicated that PR agencies and professionals should develop competencies using AI 
tools. Most of the respondents (67%) would like to allocate additional budget to introduce and learn AI 
tools to support PR team work [Malczewski, Jamrogiewicz, Cieślewska, 2023, pp. 4‒17].

ARTIFICIAL INTELLIGENCE TOOLS USED IN PUBLIC RELATIONS

Artificial intelligence tools can be divided into the following groups: a) media monitoring and analysis, b) 
creative content development, c) selection and matching of infiltrators and influencers for PR activities, d) 
crisis management, e) measuring the effects and effectiveness of campaigns, f) personalizing journalists and 
editors, g) creating reports and analysis, h) personalizing content, i) analyzing market trends, j) analyzing 
reactions and statements, k) visualizing content.

It should be emphasised that this is only part of the categories that can be pointed out. According 
to Chiefmartec (a database of tools, software, and applications), there are 18 categories that cover 585 
tools applicable to the public relations industry [CIPR, 2023]. According to the State of AI in PR report, PR 
professionals use AI for various writing tasks. However, 64% of them use it for social writing, while 58% 
use it for researching and writing press releases, and 54% use it for creating pitches [Muck Rack, 2024].

In contrast, the State of PR Technology 2023 report says that over 42.2% of AI respondents benefit 
from improved and automated content creation, enhanced media monitoring and analysis (27.9%), 
and better measurement and reporting of PR activities [Barryman, 2024].

1.	 Media monitoring and analysis
AI can improve the process of monitoring and analyzing what is currently happening in the media. 

With the help of algorithms, data can be analyzed and allow practitioners to better understand the 
existing situation in the media market. The big advantage of this situation is that algorithms can track 
multiple media areas at once, such as the latest articles, social media platforms, blogs, and mentions 
of a specific brand, product, or even campaign appearing in these media spaces. This ensures that 
information is collected in real time. PR practitioners are thus given access to data that allow them 
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to discern the mood of the public and allow them to understand prevailing trends and the issues 
by which the public lives at any given time. This allows for economization of practitioners’ efforts and 
saving their time [Mohamed, Bayraktar, 2022, p. 2]. In addition, the risk of overlooking an issue that 
may prove to be important is reduced.

A similar issue is the recognition of patterns that accompany certain slogans and issues. The use of 
machine learning algorithms makes it possible to analyze big volumes of content in a relatively short 
time. By being able to isolate key buzzwords, PR professionals can better understand the needs of both 
their clients and the group they need to reach. In this way, they can offer the best possible solution for 
a particular situation. Similarly, as with keeping abreast of changes in the media sphere, PR professionals 
and specialists again can save much time that allows them to deal with other topics.

Media analysis and monitoring tools are available on the market thanks to such organizations as the 
Institute of Media Monitoring, Newspoint, Press Service, Brand24, Brandwatch, Meltwater, Factiva, 
and many others.

2.	 Developing creative content
Creating content is noteworthy and, above all, allows to engage the viewer, which is extremely 

important nowadays. The process is not easy because the material must be well and interestingly 
prepared to break through the plethora of information and content found on the Internet and, most 
importantly, to grasp the attention of the target audience. This area can be aided by artificial intelligence. 
With its help, content is generated that can be broadcast to press conferences, blogs or sent via social 
media platforms [Bitner, Smoleń, 2023]. Algorithms responsible for natural language processing can 
be helpful in editing or revising content. In addition, they can detect potential grammar errors, check 
the coherence of the speech, and tailor the whole thing to the target audience so that the message is 
relevant and understandable to them. Available tools include, among others: Smodlin.io and ChatGPT.

3.	 Selection of influencers
Currently, social media are teeming with various influencers. The era when an influencer was chosen 

based only on his/her popularity is long gone. What matters now is that the person is as authentic as 
possible and that he/she reaches the target audience that the client has in mind. In addition, PR specialists 
are also turning to the so-called micro-influencers, which further expands the field of searching for the 
right person to work with. For example, following influencers in only one industry would require a lot 
of effort and time from the employee. Here again, the analytical capabilities of artificial intelligence come 
to the rescue. Algorithms can collect data on female and male representatives of a particular niche on 
social media. Based on this information, PR practitioners can choose the person who best captures the 
spirit of a particular brand, and thus can invite him or her to a collaboration that has a good chance of 
proving beneficial. Once again, artificial intelligence contributes to the economization of PR practitioners’ 
efforts.

An example of an influencer marketing tool is HypeAuditor. This is a platform which finds and 
analyses activities of influencers on Instagram, YouTube, and TikTok. It allows users to search for creators 
based on demographics, topics, and quality of the account. As a result, this lets users reach creators who 
mention their brand or search for a new talent. HypeAuditor helps to reach the right audience and avoid 
fake influencers. The platform offers innovative tools and the ability to create influencer lists, which is 
a comprehensive solution for influencer marketing.

4.	 Crisis management
A very important aspect in the PR industry is crisis management. This is a difficult field for which 

really specialized people are needed. This is also where artificial intelligence can be applied. With the 
help of social media or news monitoring, an algorithm can detect information in advance that indicates 
a potential crisis or a negative public attitude towards a particular issue. AI tools will be able to inform 
PR specialists, who will have more time to take the right steps, and thus react faster. Of course, there 
are situations that cannot be prevented. The question remains: with the use of AI tools, will there be 
fewer such cases? Purely theoretically, one could venture to say yes. AI can be more accurate in its 
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analysis than humans and can pick up certain patterns that in other similar situations would end in 
a crisis.

The effectiveness of AI in detecting problems and crises based on available data is confirmed 
by a scientific study conducted by a Stanford University research team. The researchers focused on using 
AI to monitor social media and detect potential threats to brands, and developed sophisticated AI models 
that analyzed user content, comments, and interactions to identify negative signals and early signs of 
crisis [Stanford HAI, 2023].

The Yoono system, which scans the Internet and all information on the website, checking the reputation 
status of a person, helps manage the crisis. Yoono users can easily navigate through the information 
stored in their web browsers and social networks, and instantly check the status in a report delivered 
by e-mail.

5.	 Measuring the effects and effectiveness of campaigns
Measuring the effects and impact of communication campaigns is an important issue in PR activities. 

A study conducted by a team of researchers at Stanford University used AI to analyze data on advertising 
campaigns, such as demographics of the audience, type of content, distribution channels and outcome 
metrics. On the basis of these data, AI was able to assess the effectiveness of the campaign and suggest 
specific changes that could increase its potency. For example, if a campaign was not achieving its intended 
goals, AI could suggest adjusting content, changing the target audience, or using other communication 
channels [Stanford HAI, 2022].

Importantly, artificial intelligence can identify trends, audience preferences, and pinpoint campaign 
elements that yielded the best results. The use of machine learning algorithms can help analyze data 
related to campaigns and is able to catch patterns that may be difficult for humans to pick up.

In addition to analyzing the effectiveness of different campaigns, AI can become a kind of advisor 
on the effectiveness of a campaign and can also provide important suggestions for making changes 
if, in its judgment, some aspect could be improved. Algorithms can analyze selected passages, so 
a more accurate picture of a particular campaign is obtained. We also learn which elements are worth 
improving, and which ones bring the intended results. This way feedback for future use is obtained. 
It may turn out that there is only a certain part to be improved and that the overall idea was good. For 
example, the campaign was misaligned and the target audience should be changed or other information 
channels should be used. The tools available are as follows: Brand24, Google Analytics, GetResponse.

6.	 Personalization of journalists and editors
Personalization is a word that closely characterises the AI tools used in public relations. After 

analysing the data, using artificial intelligence, the practitioner is able to prepare a list of journalists or 
editors who may be interested in the story he/she wants to transmit. This increases the likelihood of 
the story being published in the media. Ultimately, journalists and editors decide whether the story is 
worth publishing.

Research conducted on the subject confirms the potential of AI in identifying journalists interested 
in a particular story. For example, a project conducted by a team of Stanford University researchers 
used artificial intelligence to analyse journalists’ preferences based on the content they published in 
various media outlets. The results showed that AI was able to accurately identify journalists with similar 
preferences and interests [Stanford HAI, 2021].

With quick and accurate analysis of machine algorithms, artificial intelligence can create a media list 
for a specific publication or interview. This streamlines the work of journalists and editors in selecting 
the appropriate mass media instrument. In addition to streamlining the work, artificial intelligence allows 
to select the most relevant audience for a particular publication or interview topic. These analyses 
enable more efficient and relevant cooperation between different media.

An available tool for journalists’ personalization is the ID search engine, which can be used to search 
for information in documents that concern a specific topic, but also people of interest in a given 
project. The data come from the press, institutional documents, illegally disclosed documents, court 
documents, and grey literature.
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7.	 Personalising content
AI can analyse large volumes of demographic data, social interactions, shopping preferences, or online 

behaviours. Based on this data, artificial intelligence can create personalised content tailored to preferences 
and deliver it to the right target audience. A McKinsey&Company report shows that personalised content 
increases audience engagement by as much as 20% [McKinsey & Company, 2022]. In PR, personalised 
content enables the delivery of messages that are more relevant and interesting to a particular audience. 
This valuable tool for PR professionals enables them to identify patterns, analyze data and preferences, 
resulting in the creation of customized content for individual audiences.

Tools such as Brandwatch, Talkwalker, Mention, and Semantria help to evaluate different behaviours. 
Customer sentiment analysis investigated by AI will both indicate errors in the project implementation 
and reveal positive aspects. In case of negative reactions, the practitioner can quickly take action and 
prevent a possible crisis. Good customer relations will also be ensured by proper communication. 
Here, artificial intelligence can help also to personalize the messages and tailor them to the right target 
audience. It will check their preferences and expectations.

8.	 Analysis of market trends
Artificial intelligence also analyses market trends and creates competitive analytical reports, based 

on which it can generate analytical insights and provide recommendations for communication 
activities. AI provides recommendations on various aspects of communication management, such as 
optimizing content, identifying key topics to address, selecting appropriate communication channels, 
as well as planning campaigns. With the use of such analysis tools, PR professionals are able to make 
strategic decisions that are more informed and effective, which then has an impact on achieving the 
intended communication goals. However, it is worth recalling that artificial intelligence acts more as 
an assistant to the PR professional, not as his/her substitute. According to a Dfusion study on AI in PR, 
93% of the respondents believe that artificial intelligence acts as an assistant, not a mentor [Malczewski, 
Jamrogiewicz, Cieślewska, 2023, p. 13].

AI cannot determine, for example, human factors, the context of a given message or industry knowledge. 
That is what an experienced professional does, while AI can perform simple analytical and research 
tasks for them to streamline their work. The available tools to analyze market trends include Google 
Trends.

9.	 Analysis of reactions and statements
How can one best understand one’s audience? By studying their reactions and statements on a given 

topic. Such possibilities are also offered by artificial intelligence. By collecting data on websites, blogs, 
on-line forums, or social media, AI can capture statements, reactions, comments, and opinions on a topic 
set by a PR professional. With such research tools, professionals can guide the image in the desired 
direction. This allows the PR department to deeply understand its audience and tailor trends having 
their preferences in mind. AI’s automatic monitoring of communications on blogs or social media can 
also show the interest of a particular audience in a particular topic, company, product, or brand. Using 
these data, PR professionals can tailor trends and brands for their audience. For example, in the sales 
department, such an analysis increases the relevance of the proposed products to the audience and, as 
a result, the demand for the product increases. The same is true in the PR department, where professionals 
with such data can see how a brand or company is perceived and can react more quickly to potential 
crisis situations.

Brandwatch uses artificial intelligence to monitor written references. Their advanced text analysis 
tools can also provide information whether a user’s comments about a particular brand are favorable, 
unfavorable, or neutral and make it easy to track all these metrics.

10.	Data visualization
In order to enhance PR materials, professionals use infographics and data visualization. With the 

ability of artificial intelligence to collect and analyze data, professionals can delegate such tasks to AI. 
These tasks streamline the work on such infographics and allow PR professionals to focus on tasks that 
require more creativity and critical thinking.
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Midjourney is one of the best artificial intelligence image generators because of its powerful capabilities 
and fast image synthesis.

PROBLEMS AND CHALLENGES ARISING FROM THE USE OF AI IN PR

Ethics and data privacy

Artificial intelligence in the PR industry brings both benefits and challenges related to ethics and data 
privacy. In the context of conducting analytics and monitoring, there is a risk of data privacy violations, 
so organizations must comply with relevant regulations, such as the General Data Protection Regulation 
(GDPR), and use appropriate technical4 and organizational safeguards to guarantee information security.

Implementing ethical principles and responsible use of AI in the public relations industry are crucial. 
This includes considering moral, social and legal aspects when designing, implementing and monitoring 
systems using artificial intelligence [Bourne, 2019, pp. 109–125]. Organizations should follow the 
principles of transparency, honesty, integrity, and respect for human rights to ensure responsible and 
ethical use of artificial intelligence in PR. It is very important for organizations to realize the potential of 
AI, but also its limitations and implications. When implementing artificial intelligence in public relations, 
ethical considerations must always be taken into account, and sustainable development must be pursued 
to benefit both companies and society as a whole.

Data quality and bias problems in AI

Artificial intelligence, especially machine learning methods, is dependent on the quality of the input 
data. If the data are incomplete, outdated, or contain errors, AI output predictions may not be reliable. 
Furthermore, AI may inadvertently propagate and amplify existing biases if the input data is biased. 
For example, a PR algorithm could favor certain stakeholder groups over others if the input data is 
unevenly distributed [Danks, London, 2017, pp. 4691‒4694].

These risks associated with the use of AI in the PR industry are corroborated by the Dfusion agency 
survey, where respondents cited misinformation (85.9%), lower quality of work (63.5%) and biased content 
generation (56.5%) among the risks associated with the introduction of AI [Malczewski, Jamrogiewicz, 
Cieślewska, 2023, p. 11].

Human and technical resource challenges

Introducing artificial intelligence into PR requires significant human and technical resources. Companies 
need to invest in new technology and train their teams to use artificial intelligence and interpret the results. 
There is also the risk that some roles and skills may become obsolete, which can cause anxiety among 
employees [Bughin et al., 2018]. However, a survey by the Dfusion agency found that PR employees are 
not worried about losing their jobs:: The threat to jobs was cited by a little more than a third of respondents 
and was the least frequently cited concern [Malczewski, Jamrogiewicz, Cieślewska, 2023, p. 11].

SUMMARY

The use of artificial intelligence continues to be a novelty in the PR market. So far, many companies, 
brands and professionals are not convinced to use artificial intelligence at work. Artificial intelligence, 
however, has a much better and greater ability to study and analyze market data, which humans are 
often unable to do or need a long time to do. Using AI at work allows PR specialists to focus on tasks 
that require more creativity, human interaction, and critical thinking. According to the Dfusion report, 

4 The question for another essay is how specifically this data can be secured and what exactly are the appropri-
ate technical safeguards. With the current development of both AI and Internet crime, it is difficult to catch up 
on specific issues and safeguards.
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many tasks can be entrusted to artificial intelligence to improve PR processes such as research, analysis 
of large volumes of data, automation of repetitive tasks, ability to create graphics independently with 
ease, and much more.

Although artificial intelligence has numerous benefits, it also poses several challenges that require 
informed and responsible implementation.

One of the risks associated with automatically generated content is the possibility of errors, 
misinformation, plagiarism, and even offensive material. AI relies on a wide range of online resources, 
which makes it susceptible to manipulation and fake news. Therefore, it is essential to exercise caution, 
maintain control, and verify information. The European Parliament has acknowledged the possibility 
that AI’s intellectual capabilities may surpass those of humans in the long term. Some argue that 
distinguishing between AI and human actions could become increasingly challenging, stressing the 
need to regulate the ethical and legal boundaries of artificial intelligence and control its development.
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