Modern Scientific Research International Scientific Journal 2025
Volume 3 Issue 11 Impact Factor-10.9
THE IMPACT OF ARTIFICIAL INTELLIGENCE
TECHNOLOGIES ON PUBLIC RELATIONS
PROCESSES
Akbarova Sadoqat
University of Journalism and Mass Communications of
Uzbekistan

Abstract: This article examines the influence of artificial intelligence (Al)
technologies on public relations (PR) processes. In the era of digital transformation,
Al has become an essential tool in PR activities, enabling the analysis of information
flows, identification of audience needs, automated content creation, and the
prediction of potential crises. The paper explores the practical use of Al-based
communication strategies, chatbots, media monitoring systems, and data analytics
platforms. Furthermore, it emphasizes the importance of Al in enhancing efficiency,
transparency, and credibility in PR practices while underlining the need to preserve
the human factor in communication management.
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Annomayun: B oannoil cmamve paccmampusaemcs 8IusHue mexHolo2ull
uckyccmeennoz2o unmennekma (MHU) na npoyeccol cesazeil ¢ 00wecmeeHHOCmbio
(PR). B snoxy yughposoii mpancgopmayuu MU cman eaxcheiiuium uHCmpymeHmom
6 PR-desmenvnocmu, nozeonss awnanuzuposams uHGOpMayUOHHblE NOMOKLU,
6blABIAMDb nompe6nocmu aydumopuu, asmomamu3upoeanio co30aHue KOHmenma u
npocHosupoeams nNONMeHYyUuadlbHsvle KPUSUCHL. B cmamuve paccmampueaemcs
npakmuiecKkoe npumeHeHue KOMMYHUKAYUOHHBIX cmpameeud HA OCHOoe6€E HPI, yam-
bomos, cucmem monumopurnea CMHU u nramgpopm ananuza oannsix. Kpome moeo,
noouépkusaemcs  eaxchocms MM ons noeviwenus — sghpexmusnocmu,
npospaunocmu u 0osepus 8 PR-npaxmuxax, a maxaice Heob6x00UuMoCmb COXpAHEeHUs.

yenoeeveckozo QbCZKWIOpCl 6 YnpaejieHuu KOMMYHUKAYUAMU.
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yugposas kommynukayus, mouumopune CMU, wam-6om, ananuz oannolx, PR-
MmexHon02UU, Yupdpoeas mpanc@hopmayusi.

In the modern information environment, one of the most significant directions
of technological advancement is the deep integration of artificial intelligence (Al)
technologies into various spheres of life. Particularly, in communication and public
relations, these technologies are being increasingly implemented.

Today, organizations actively use digital tools to shape their image, establish
effective interaction with audiences, and manage their information policies. In this
process, Al systems have emerged as mechanisms that not only support but, in some
cases, replace certain human functions.

The role and importance of artificial intelligence in PR

Acrtificial intelligence refers to a complex of technologies that automate
human-like processes such as learning, analysis, and decision-making. In PR, it is
applied in several directions:

Information analysis and monitoring: Al algorithms can process millions of
posts and comments across social networks, media platforms, and blogs, allowing
the measurement of public opinion.

Content creation: Al-based tools (e.g., ChatGPT, Jasper, Copy.ai) assist in
producing press releases, articles, and advertising materials.

Audience segmentation: Through data analysis, Al helps identify audience
clusters and design tailored communication strategies.

Chatbots and automated response systems: These technologies provide 24/7
communication with users, contributing to the improvement of organizational
reputation and engagement.

Enhancing efficiency and reliability through artificial intelligence

The integration of Al technologies into PR processes significantly increases

operational efficiency. For instance, during crises, Al can analyze public reactions
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and assist in selecting the most effective communication strategy. It also reduces

human error, automates repetitive tasks, and supports data-driven decision-making.
However, its potential is not limitless. Al cannot fully replicate human creativity,
emotional intelligence, and ethical judgment. Therefore, maintaining the role of
human participation in PR activities remains essential.

Possible risks and ethical considerations

The use of Al also entails certain risks, including:

the spread or manipulation of inaccurate information;

potential breaches of personal data privacy;

a decline in trust due to emotionless automated responses.

Thus, adherence to ethical standards, data security, and transparency
principles is crucial when utilizing Al technologies in communication and PR.

In conclusion, artificial intelligence technologies are elevating the field of
public relations to a new stage of development. They provide organizations with
unprecedented opportunities to optimize communication policies, analyze
information flows, and establish more efficient public engagement. Nevertheless, it
is vital to balance technological advancement with the human element, follow
ethical norms, and maintain social trust to ensure sustainable development in the PR
sphere.
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