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Abstract: The continued progression of digital technologies has heavily disrupted media and PR
practices, with automation and artificial intelligence taking center stage in this disruption. In this
paper the trends on automation of media and public relations is studied, as well we identify what
are important Is that product will have in use its secondary effects in PR, also challenges and ethical
questions around Public Relations. The research is a mixed-method combining systematic literature
review, document and content analysis and expert opinion analysis. The study looks at popular
automation tools, including Al content generation systems, media monitoring products, sentiment
analysis solutions and data analytics. We use descriptive statistics and thematic analysis to examine
their effects on operational efficiency, audience engagement, time-turnaround on crisis response,
and strategic decision making. The results suggest that automation can improve operational
efficiency and crisis response capability in media and PR operations as they interface with the
public, allowing such institutions to quickly digest large quantities of information concerning them
and make fine-grained actions. But the change to audience and then secondarily content is mild, so
human creativity and related situational judgment still play a crucial role. It also flags certain
barriers including ethics, data privacy, algorithmic biases as well as workforce skill shortage. The
study suggests that automated systems should be introduced as an aid on top of, rather than instead
of human ex-pertise in media and PR. A balanced solution that marries technical innovation, ethical
surveillance and professional skills is necessary to ensure credible and sustainable communication
practices.
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1. Introduction
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Revised: 15" Nov 2025 The fast pace of digital technology has changed the media and PR (public relations)
?jﬁ?gfeizf;?; igiz playing field for good. Within those technologies, automation and Al are central agents in

transforming how media content is created, distributed, managed and how organizations
communicate to their audiences [1]. The volume of digital information and the desire to
Copyright: © 2024 by the authors. communicate instantly have driven automation in media and PR. All have started
Submitted for open access  incorporating automation processes into daily operations to help media and PR companies

blication under the t d . . . .
publication ner e fermns an more efficiently do business, better target audiences, and make smarter decisions.
conditions of the Creative

Commons Attribution (CC BY) Automated content creation, media observing solutions, sentiment analysis and data
ficense . analytics tools give organizations the ability to digest massive amounts of information
(https://creativecommons.org/lice K K X .

nses/by/4.0/) quickly and respond more accurately to public dialogue [2]. Automation has therefore

played a critical role in current communication management.
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But for all its praiseworthy acclamations, the increasing eagerness to use automation
in media and PR poses difficult questions of efficacy, decency and ethics. And while
Automation - and the speed and scalability it offers —is attractive, there are concerns about
authentic content, bias in algorithms, data privacy, and also on how automation could
sideline human judgment or creativity. These issues reinforce the value of not just seeing
automation as a technological innovation, but as a socio-technical condition that shapes
communication norms and professional practices [3], [4]. While the literature on digital
communication and Al-driven media is already highlighting the disruptive potential of
automation, research about its influence on PR performance and strategic communication
outcomes in particular is still a collection of studies. In addition, many are one-off tools or
use-cases and the general trends in automation development across media and PR
contexts is not well studied. Hence, our research goal is to investigate the tendencies of the
automation process in media and public relations fields considering major automation
technologies as well perceived impact on PR performance, challenges and ethical
implications [5]. Through an interdisciplinary mixed-method research design, the study
thus aims to add novel findings to the expanding literature on automated communication
and offer practical implications for journalists, PR practitioners and politicians.

2. Materials and Methods
Research Design

This study adopted a mixed-method approach, using both qualitative and
quantitative methods to analyse the development of automation in media and PR. This
design was chosen to provide a holistic view on the instrumental impacts and hermeneutic
interpretations of automation technologies, which strongly informed the findings and
discussion sections.

Research concentrated on discovery of automated tools, appraising their operational
roles, and determining how they impacted PR performance indicators related with
efficiency gains, interactivity/public communication and crisis communications.

3.2. Data Collection Methods
The data was obtained through three main system:
Systematic Literature Review

Published peer-reviewed papers, conference proceedings, and reports from 2019 to
2024 were obtained through academic databases including Google Scholar, Scopus-
indexed publications and reputable open-access journals. Search terms were media
automation, Al in PR and digital communication tools. This analysis was the theoretic
foundation for the selection of automation trends.

Document and Content Analysis

Industry case studies, corporate communication plans and published media reports
have been examined in order to uncover the practical application of automation tools.
Automating category 6 as we did in the Results section was enabled by this technique.

Expert Opinion Analysis
Interviews and the published statements of media and PR professionals were then
analysed qualitatively to gain even more nuanced understanding of issues such as

automation uptake, challenges and ethical considerations. These observations supported
the interpretations of performance consequences and challenges described in the paper.

3.3. Sampling and Study Scope

The study sample consisted of:

Research on media and PR automation,

Media companies and PR firms who are using automation tools to optimize.

Al/ machine learning-powered tech PR campaigns with public references.
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The study was international and included cases from the advanced and emergent
digital media industry for greater relevance of the results.

3.4. Data Analysis Techniques

We described statistical analysis to quantify perception frequency and impact level
of automation tools on PR performance indicators. The degree of impact (high, moderate,
low) was based on recurrent patterns identified in the literature reviewed and
documented.

Thematic analysis of qualitative data revealed the emergence of key themes
including efficiency enhancement, ethical risks and skill shortages. Such themes were
used to shape the analysis of the discussion section.

3.5. Reliability and Validity
Reliability and validity of the study To maintain reliability and validity:

Findings were triangulated using diverse sources, including academic papers and
industry reports as well as expert insights.

Only peer reviewed and reputable sources were considered in the analysis.

The analysis framework was employed homogeneously for all sets of data to
mitigate researcher subjectivity.

Such methodological based rigor helps to increase the trustworthiness of the results,
and supports the inferences made about automation trends within media and PR.

3.6. Ethical Considerations

This study met ethical research guidelines by utilizing only open-source and
secondary data. No personally identifiable or sensitive information was retrieved. Ethical
questions about automation—including data protection, transparency, and algorithmic
bias—were discussed at an analytical level rather than an experiential one Mediated by the
custom of responsible research.

3. Results

Current Trends in Media and PR Automation

Results from the study show that automation is an increasingly vital part of today's media
and PR work. Related to the review of academic publications, industry reports, and digital
media practices have shown some of the prevailing trends in automation such as: Al
driven content production, automated media monitoring, audience analysis and decision
support systems.

Table 1 presents the most widely adopted automation tools in media and PR and their
primary functional roles.

Table 1. Major Automation Tools Used in Media and PR

Automation Tool Type H Primary Function H Application Area
Automated text and || News  writing, press
Al content generators . .
media creation releases

. L. Real-time tracking of .
Media monitoring systems . . Reputation management
media mentions
Public  opinion  and

Sentiment analysis tools

attitude detection

Crisis communication

. . Automated stakeholder L
Chatbots and virtual assistants || . . Customer communication
interaction
. Audience behavior . .
Data analytics platforms , Strategic PR planning
analysis
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Description:

As presented in Table 1, systems for content generation and media monitoring using Al
are the automation tools most widely used [6]. Their popularity has arisen as a result of
increasing needs for speed, accuracy and scalability in media and PR departments.

How PR Effectiveness is Affected by Automation

PR work has been made far more efficient and effective through the use of automation.
The findings show that automated systems help ease the manual burden, maintain the
consistency of messages, and enable firms to react quickly to stakeholder comments [7],
[8]. In addition, automation assists in data-guided decision-making, ultimately influencing
the success of strategic communication.

Table 2 summarizes the perceived impact of automation technologies on key PR
performance indicators.

Table 2. Effects of Automation on PR Performance

lPerformance Indicator HImpact Level HExplanation ‘

IOperational efficiency HHigh HReduction in time and labor costs ‘

IAudience engagement HModerate to HithPersonalized and timely Communication‘

ICrisis response speed HHigh HReal-time monitoring and alerts ‘

‘Content accuracy HModerate HAI—assisted editing and verification ‘

lStrategic decision—makingHHigh HData—driven insights ‘
Description:

Table 2 indicates that automation has the strongest impact on operational efficiency and
crisis response speed. This confirms that automated tools enable PR professionals to
manage large volumes of information and react promptly to emerging issues.

Challenges and Ethical Considerations

Despite its advantages, automation in media and PR also introduces challenges related to
ethics, transparency, and content credibility [9], [10]. Over-reliance on automated systems
may reduce human judgment and creativity, while algorithmic bias and misinformation
risks remain significant concerns.

Table 3 highlights the main challenges associated with automation in media and PR
practices.

Table 3. Key Challenges of Automation in Media and PR

‘Challenge ‘ ‘Description HPotential Risk

‘Ethical concerns HLaCk of transparency in Al decisions HLoss of public trust

‘Content authenticityHAutomated content may lack originalityHReduced credibility

‘Algorithmic bias HBiased training data HMisrepresentation of audiences

‘Data privacy HExtensive data collection “Legal and ethical violations

Skill gap Need for digital competencies Workforce adaptation issues
Description:

Table 3 shows that ethical concerns and data privacy issues are the most critical challenges.
These findings suggest that automation should be complemented by strong ethical
guidelines and human oversight to ensure responsible media and PR practices.

4. Discussion
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This study has shown that automation technologies are now a strategic driver in the
modernisation of media and public relations (PR) businesses. The growing integration of
Al-driven content generation, media monitoring systems and audience analytics tools is
proof that the communications landscape has moved further away from labour-intense
human elements to a data-driven and tech-enabled one.

Also, the impact of automation on agility and crisis response time was found to be
very high [11]. As the Results section illustrates, it is now possible using automated
monitoring and sentiment analysis to detect issues as they emerge in real time so that
organizations can act more quickly and with better information. This is consistent with
earlier work that shows automation increases organizational agility and de-creases
response time in high-stakes communication settings [12]. This is why automation
augments the proactive, as opposed to the reactive nature of PR.

The moderate to strong increase of audience engagement, shown in the results,
evidences the increasing relevance of personalization in media communication. "At their
core, automated analytics platforms allow PR professionals to slice their audience for
messaging based on behavior and sentiment [13]. On the other hand, results also indicate
that automation by itself is not enough to achieve maximum engagement, since creative
human-based and contextual description are required for having a meaningful
conversation.

The results also demonstrate the dual impact of automation on content veracity and
integrity. Although Al-assisted tools enhance consisten- cy and reduce errors, moderate
levels of impact suggest that there are potential limitations associated with con- textual
understanding and creativity [14]. This dovetails with concerns already expressed in
literature around an excessive dependence on auto-generated content, which could result
in standardised or less authentic outputs of communication.

Generally, the results discussion suggests that automation in media and PR be
regarded as a tool to supplement rather than replace human know how [15]. The successful
integration of automation happens when technological efficiencies are married to ethical
oversight, strategic thought and creative judgment. That kind of strategy can mean
sustainable growth and long-term credibility in automated media-and-PR circles.

5. Conclusion

This research analyzed the automation trend in media and public relations, with a
focus on Al tools adoption trends, their effect on PR performance as well as challenges
related to its adoption. The results verify that automation has become an essential element
of current media and PR applications, drastically altering processes of communication and
strategic management.

The findings indicate that automation technologies significantly boost operational
efficiency, speed of crisis response and datadriven decision-making. They also allow
organizations to track and work with a higher volume of information in real-time, so PR
can become more pro-active communication partners. These trends begin to indicate that
automation is a game-changing lever, not just a technical implementation.

Simultaneously, it shows that automation has only limited impact on audience
engagement and content accuracy, implying human expertise is still necessary for
maintaining context relevance, creativity and trustworthiness. The uncovered ethical
issues—such as data privacy, algorithmic bias and the lack of transparency —emphasize
that responsible and regulated application of automation technology is critical when
working in media and PR.

What's more, the results of the reserach highlight the importance of ongoing
professional developement and digital skilling for media and PR professionals. As
technologies for automation continue to develop, the need to understand data and its
interpretation, Al- generated content monitoring, as well as ethical concerns are vital in
maintaining public trust and communications effectiveness.

Overall, automated practices in media and PR need to be considered as an add-on
that supports rather than replaces human judgment and strategizing. A balanced
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assimilation of technological capabilities with an ethic oversight can underpin sustainable
communication with the end aim of maintaining media and PR institutions” reputation.
Future studies can further extend the understanding of the changing dynamics between
automation, communication quality, and public trust by pursuing more empirical large-
scale studies as well as cross-cultural comparisons.

REFERENCES

[1] A. M. Kaplan and M. Haenlein, “Siri, Siri, in my hand: Who's the fairest in the land? On the interpretations,
illustrations, and implications of artificial intelligence,” Business Horizons, vol. 62, no. 1, pp. 15-25, 2019, doi:
10.1016/j.bushor.2018.08.004.

[2] N. Diakopoulos, Automating the News: How Algorithms Are Rewriting the Media. Cambridge, MA, USA:
Harvard Univ. Press, 2019.

[3] J. Macnamara, “Public relations and the ethical challenges of artificial intelligence and big data,” Journal of
Communication Management, vol. 24, no. 2, pp. 95-111, 2020, doi: 10.1108/JCOM-10-2019-0149.

[4] Y. K. Dwivedi et al, “Artificial intelligence (AI): Multidisciplinary perspectives on emerging challenges,
opportunities, and research agenda,” Int. J. Inf. Manage., vol. 57, p. 102255, 2021, doi:
10.1016/j.jjinfomgt.2020.102255.

[5]]. V. Pavlik, “Journalism in the age of virtual reality and artificial intelligence,” Journalism & Mass Communication
Quarterly, vol. 97, no. 2, pp. 469-480, 2020, doi: 10.1177/1077699020916849.

[6] A. Gregory and P. Willis, “Strategic public relations leadership in the digital age,” Public Relations Review, vol.
47, no. 2, p. 102027, 2021, doi: 10.1016/j.pubrev.2021.102027.

[7] J. Kietzmann, J. Paschen, and E. Treen, “Artificial intelligence in advertising: How marketers can leverage Al"” J.
Advertising Res., vol. 58, no. 3, pp. 263-267, 2018.

[8] B. Liu and L. Zhang, “A survey of opinion mining and sentiment analysis,” Inf. Process. Manage., vol. 59, no. 2, p.
102928, 2022, doi: 10.1016/j.ipm.2021.102928.

[9] P. Mikalef, K. Conboy, J. E. Lundstrom, and A. Popovi¢, “Thinking big with big data: Artificial intelligence in
strategic decision-making,” Information & Management, vol. 57, no. 4, p. 103261, 2020, doi:
10.1016/j.im.2019.103261.

[10] M. L. Kent and C. Li, “Toward a normative social media theory for public relations,” Public Relations Review,
vol. 46, no. 1, p. 101857, 2020, doi: 10.1016/j.pubrev.2019.101857.

[11] D. Shin, “The effects of explainability and causability on trust in artificial intelligence systems,” Computers in
Human Behavior, vol. 115, p. 106610, 2021, doi: 10.1016/j.chb.2020.106610.

[12] M. Wiesenberg, A. Zerfass, and A. Moreno, “Big data and automation in strategic communication,” Int. J. Strategic
Communication, vol. 11, no. 2, pp. 95-114, 2017.

[13]]. Paschen, J. Kietzmann, and L. Pitt, “Artificial intelligence and its implications for market knowledge in business-
to-business marketing,” J. Business & Industrial Marketing, vol. 35, no. 3, pp. 1-13, 2020.

[14] J. van Dijck, T. Poell, and M. de Waal, The Platform Society: Public Values in a Connective World. Oxford, U.K.:
Oxford Univ. Press, 2018.

[15] P. Berthon, L. Pitt, K. Plangger, and D. Shapiro, “Marketing meets artificial intelligence: Opportunities and
threats,” Business Horizons, vol. 64, no. 1, pp. 45-55, 2021, doi: 10.1016/j.bushor.2020.08.003.

American Journal of Economics and Business Management 2026, 9(1), 376-381 https://globalresearchnetwork.us/index.php/ajebm



