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Abstract: The rapid development of artificial intelligence has significantly changed the professional practice of 
public relations by transforming the ways in which organizations create, adapt, distribute and evaluate 
communication content. AI-assisted content creation is no longer limited to the automation of technical writing 
tasks; it now influences media relations, stakeholder engagement, reputation management, crisis communication, 
internal communication and digital storytelling. This article examines the impact of AI-assisted content creation 
on PR effectiveness from a conceptual and analytical perspective. The findings show that AI-assisted content 
creation can increase PR effectiveness by accelerating content production, improving message personalization, 
supporting data-based decision-making, enhancing multilingual communication and strengthening real-time 
campaign adaptation. At the same time, the use of AI creates risks related to authenticity, trust, misinformation, 
ethical transparency, algorithmic bias and over-standardization of organizational voice. The article argues that AI 
improves PR effectiveness only when it is integrated into a human-centered communication strategy, supported 
by editorial control, ethical disclosure and outcome-based evaluation. A conceptual model and analytical table 
are proposed to explain the relationship between AI-assisted content creation and PR performance indicators.     
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Introduction: Public relations has always depended on 
the ability to create meaningful, timely and trustworthy 
communication between organizations and their 
publics. In classical PR theory, effectiveness is 
associated not only with publicity or media visibility but 
also with mutual understanding, trust, reputation, 
dialogue and long-term relationships between an 
organization and its stakeholders. In the digital 
environment, this understanding has become more 
complex because publics interact with organizations 
through multiple channels, including news media, 
social networks, corporate websites, messengers, 
search platforms, video services and online 
communities. As a result, PR specialists are expected to 
produce a large volume of accurate, relevant and 
audience-oriented content within a very short time. 

Artificial intelligence has entered this professional field 
as a technological response to growing communicative 

complexity. AI-assisted content creation refers to the 
use of intelligent systems to support the production, 
adaptation, editing, translation, personalization and 
evaluation of texts, images, audio, video and 
interactive messages. In PR practice, such tools can be 
used to draft press releases, prepare social media 
posts, summarize media monitoring reports, generate 
campaign ideas, adapt messages for different publics, 
create frequently asked questions, support crisis 
response and analyze audience reactions. Therefore, AI 
does not simply automate writing; it changes the whole 
communication cycle from planning to measurement. 

The relevance of this topic is connected with the fact 
that PR effectiveness is increasingly measured through 
a combination of speed, reach, engagement, 
sentiment, reputation, behavioral response and 
organizational impact. Traditional PR activity often 
focused on outputs such as the number of publications 
or media mentions. Contemporary standards of 
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communication evaluation, however, emphasize 
outcomes and impact, including changes in awareness, 
understanding, trust, attitude and behavior. AI-assisted 
content creation can influence all these levels because 
it affects not only how quickly content is produced, but 
also how precisely it is targeted and how consistently it 
reflects organizational values. 

At the same time, the use of AI in PR raises serious 
questions. If an organization publishes AI-generated 
content without adequate human review, the result 
may include factual mistakes, stylistic uniformity, weak 
emotional sensitivity or reputational risk. If AI tools are 
used to simulate authenticity or manipulate public 
opinion, they may reduce trust in the organization and 
in the PR profession. Thus, the impact of AI-assisted 
content creation on PR effectiveness is not 
automatically positive. It depends on how AI is used, 
what ethical standards guide its application, how 
human professionals control the final message and 
how communication results are evaluated. 

The purpose of this article is to analyze the influence of 
AI-assisted content creation on PR effectiveness and to 
identify the main opportunities, risks and evaluation 
indicators connected with its use. The research 
question is formulated as follows: how does AI-assisted 
content creation affect the strategic, operational and 
reputational effectiveness of public relations activity? 

The article is based on a qualitative conceptual 
research design. The materials of the study include 
academic literature on public relations theory, strategic 
communication, PR evaluation, artificial intelligence in 
public relations, generative AI, AI-mediated 
communication and digital marketing communication. 
The works of J. Grunig and T. Hunt, S. Cutlip, A. Center 
and G. Broom, T. Watson and P. Noble, J. Macnamara, 
C. Galloway and L. Swiatek, G. Panda, A. Upadhyay and 
K. Khandelwal, M. Wiesenberg, A. Zerfass and A. 
Moreno, as well as recent studies on generative AI and 
AI-mediated communication, form the theoretical basis 
of the article. 

The methodological approach combines literature 
analysis, conceptual synthesis and comparative 
interpretation. Literature analysis was used to identify 
the main scientific views on PR effectiveness, AI 
adoption in public relations and the role of digital 
technologies in strategic communication. Conceptual 
synthesis was applied to connect these views into a 
unified model explaining the relationship between AI-
assisted content creation and PR performance. 
Comparative interpretation was used to distinguish 
between the benefits and limitations of AI in content 
creation and to show under what conditions 
technological assistance improves or weakens PR 

effectiveness. 

The research does not present experimental statistical 
data. Instead, it develops a theoretical framework that 
may be used for future empirical studies. Such an 
approach is appropriate because the field of generative 
AI in PR is still rapidly developing, and many 
organizations are only beginning to establish formal 
rules for responsible AI use. The article therefore 
focuses on the logic of influence: how AI changes the 
content creation process, how this change affects 
communication outputs and outcomes, and how these 
outcomes can be evaluated in relation to PR 
effectiveness. 

The analysis shows that AI-assisted content creation 
affects PR effectiveness through several 
interconnected mechanisms. The first mechanism is 
operational efficiency. AI tools can reduce the time 
required for drafting, editing, summarizing and 
adapting communication materials. For PR 
departments working with limited resources and high 
information pressure, this speed can be strategically 
important. A press release, social media text, 
backgrounder or media response can be prepared 
more quickly, allowing specialists to focus on message 
accuracy, stakeholder sensitivity and strategic 
alignment rather than routine formulation. 

The second mechanism is personalization. AI systems 
can help adapt the same core message for different 
audiences, channels and formats. For example, one 
organizational announcement may be transformed 
into a formal press release, a short social media post, 
an internal newsletter item, a speech draft and a 
question-and-answer document for journalists. This 
increases the relevance of communication and makes 
it possible to address stakeholders according to their 
expectations, knowledge level and media habits. In PR, 
such adaptation is important because stakeholders do 
not respond equally to the same language, tone and 
channel. 

The third mechanism is consistency of organizational 
voice. AI can support the maintenance of unified 
terminology, tone and message structure across 
multiple communication products. This is valuable for 
reputation management because inconsistency in 
public communication may create confusion or weaken 
institutional credibility. However, consistency should 
not become mechanical uniformity. PR effectiveness 
depends on the ability to combine recognizable 
organizational identity with human sensitivity, 
contextual understanding and ethical judgment. 

The fourth mechanism is data-based communication. 
AI-assisted content creation can be connected with 
media monitoring, sentiment analysis, social listening 
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and audience analytics. In this case, content is not 
produced only according to intuition but also according 
to evidence about public expectations, dominant 
narratives, emotional reactions and information gaps. 
This connection between analytics and content 
creation strengthens strategic communication because 
messages can be adjusted before, during and after 
campaigns. 

The fifth mechanism is crisis responsiveness. During 
crisis situations, organizations need to communicate 

quickly, clearly and responsibly. AI can support the 
rapid preparation of draft statements, media responses 
and internal instructions. Nevertheless, crisis 
communication requires high ethical responsibility, 
empathy and factual precision. Therefore, AI-
generated crisis content must always be reviewed by 
human PR professionals and decision-makers. In crisis 
contexts, speed without accuracy can damage 
reputation more seriously than delayed 
communication. 

Table 1. 

Influence of AI-assisted content creation on PR effectiveness indicators 

AI-assisted 
content function 

PR effectiveness 
indicator 

Positive impact Possible risk 

Drafting press 
releases and 
announcements 

Speed and 
productivity 

Faster preparation 
of materials 

Factual or 
contextual 
inaccuracies 

Adapting content 
for different 
channels 

Audience 
relevance 

Better fit between 
message and 
platform 

Loss of strategic 
depth 

Translating and 
localizing 
messages 

Multilingual reach 
Wider access for 
diverse publics 

Cultural or 
semantic 
distortion 

Generating social 
media content 

Engagement and 
visibility 

More frequent 
and timely 
interaction 

Repetitive or 
artificial tone 

Supporting media 
monitoring 
summaries 

Decision-making 
quality 

Faster 
understanding of 
public reaction 

Overreliance on 
automated 
interpretation 

Preparing crisis 
communication 
drafts 

Responsiveness 
Rapid first 
response 

Reputational 
damage if not 
reviewed 

Creating 
personalized 
stakeholder 
messages 

Relationship 
management 

More targeted 
communication 

Privacy and 
manipulation 
concerns 

Editing tone and 
style 

Message 
consistency 

Unified 
organizational 
voice 

Excessive 
standardization 

The table shows that AI-assisted content creation has a 
dual character. It can strengthen PR effectiveness when 
it supports professional judgment, but it can weaken 

effectiveness when it replaces human responsibility. In 
other words, AI is most useful as an assistant, not as an 
autonomous communicator. 
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Figure 1. 

Conceptual scheme of AI-assisted content creation and PR effectiveness 

  

This scheme demonstrates that AI-assisted content 
creation should be placed inside a complete PR 
management cycle. The process begins not with 
technology but with communication goals and 
stakeholder knowledge. AI then supports content 
generation, but human review remains necessary 
before publication. After distribution, effectiveness 
must be evaluated through both quantitative and 
qualitative indicators. Feedback from evaluation 
should return to the planning stage and improve future 
communication. 

The results indicate that the main contribution of AI-
assisted content creation to PR effectiveness lies in the 
combination of speed, scale and adaptability. In 
traditional PR practice, content creation often required 
significant time for drafting, editing and formatting. AI 
reduces this technical burden and allows PR specialists 
to produce several versions of a message within 
minutes. This ability is especially important in digital 
communication, where public attention changes 
quickly and organizations must respond to emerging 
issues in real time. 

However, speed alone cannot be considered a 
sufficient measure of PR effectiveness. A quickly 
generated message may be ineffective if it does not 
reflect stakeholder concerns, organizational values or 

the emotional tone of the situation. PR is not only the 
transmission of information; it is the management of 
relationships. Therefore, AI-assisted content creation 
becomes effective only when it supports relationship-
oriented communication. This means that messages 
must be not only grammatically correct and well 
structured but also credible, respectful, transparent 
and socially responsible. 

Another important aspect is personalization. AI can 
analyze audience segments and help create content 
that corresponds to different stakeholder groups. For 
example, investors may need concise financial 
explanations, employees may need internal clarity, 
customers may need practical guidance, and journalists 
may need verified facts and quotations. Personalization 
can improve engagement because publics receive 
information in a form that is meaningful to them. 
Nevertheless, personalization must be ethically 
controlled. If AI is used to manipulate emotions, exploit 
personal data or create hidden persuasion, the short-
term communication effect may turn into long-term 
reputational damage. 

The discussion of trust is central to the topic. PR 
effectiveness is closely connected with public 
confidence in the organization. Studies of AI-mediated 
communication show that people may evaluate 
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messages differently when they believe that they were 
produced or modified by artificial intelligence. This 
does not mean that all AI-assisted content is 
unacceptable. It means that transparency, authenticity 
and human accountability are essential. Organizations 
should avoid presenting automated content as a purely 
human expression when this distinction is ethically 
relevant. In sensitive communication, especially crisis 
communication, health communication, public policy 
communication and social responsibility campaigns, 
the human source of responsibility must remain visible. 

AI also changes the professional role of PR specialists. 
Routine writing tasks may become less central, while 
strategic thinking, editorial judgment, ethical analysis, 
data interpretation and creative direction become 
more important. The PR practitioner of the AI era must 
be able to formulate effective prompts, evaluate 
generated content, detect factual errors, adapt tone, 
verify sources and align communication with 
organizational strategy. Thus, AI does not eliminate the 
need for PR professionals; it changes the structure of 
their competence. 

The impact on creativity is also complex. AI can 
stimulate creativity by offering alternative headlines, 
metaphors, formats, campaign ideas and content 
variations. It can help overcome the blank-page 
problem and support brainstorming. At the same time, 
if specialists rely too heavily on AI-generated patterns, 
organizational communication may become 
standardized and stylistically similar to the 
communication of other organizations using the same 
tools. In PR, originality and authentic voice are 
important because publics recognize and value 
communication that reflects real organizational 
identity. Therefore, AI should be used as a generator of 
possibilities, not as the final author of meaning. 

Measurement is another key issue. To evaluate the 
effectiveness of AI-assisted content creation, 
organizations should not focus only on the number of 
generated texts or reduced production time. These are 
output-level indicators. Real PR effectiveness requires 
outcome and impact indicators, such as stakeholder 
understanding, engagement quality, sentiment, trust, 
reputation, media accuracy, crisis de-escalation and 
relationship strength. For example, if AI helps produce 
more social media posts but public trust decreases 
because the messages sound artificial, the overall PR 
effect is negative. Conversely, if AI helps produce fewer 
but more relevant and timely messages, the 
effectiveness may be higher. 

The ethical dimension must be integrated into 
evaluation. AI-generated content can unintentionally 
reproduce bias, produce inaccurate statements or 

create misleading impressions. PR professionals are 
responsible for preventing such outcomes because 
public relations is based on trust and social 
accountability. Responsible AI use in PR should include 
human review, fact-checking, source verification, data 
protection, disclosure policies and clear institutional 
rules. Ethical control should not be treated as an 
obstacle to innovation; it is a condition for sustainable 
effectiveness. 

In the context of organizational communication, AI-
assisted content creation can be especially useful for 
small PR teams, public institutions, educational 
organizations and non-profit organizations that need to 
communicate actively but lack large communication 
departments. AI can help such organizations prepare 
basic content, translate messages and maintain regular 
stakeholder contact. However, these organizations 
may also face greater risks if they lack professional 
editorial control. Therefore, the introduction of AI tools 
should be accompanied by training in media literacy, 
prompt literacy, fact-checking and communication 
ethics. 

Overall, AI-assisted content creation has a positive 
influence on PR effectiveness when it is used within a 
strategic framework. The strongest effect appears 
when AI supports human intelligence, not when it 
replaces it. The future of PR will likely belong to hybrid 
communication systems in which AI provides speed, 
data processing and content variation, while humans 
provide judgment, responsibility, empathy, cultural 
understanding and ethical direction. 

AI-assisted content creation is becoming an important 
factor in the transformation of public relations practice. 
It influences PR effectiveness by increasing the speed 
of content production, expanding personalization, 
supporting multichannel communication, improving 
analytical responsiveness and helping organizations 
adapt messages to different publics. These advantages 
can strengthen media relations, stakeholder 
engagement, crisis communication and reputation 
management. 

At the same time, the effectiveness of AI-assisted 
content creation cannot be measured only by 
productivity. PR is a relationship-based field, and its 
success depends on trust, credibility, ethical 
responsibility and meaningful dialogue. AI-generated 
or AI-supported messages may create reputational 
risks if they contain inaccuracies, sound artificial, ignore 
cultural context or hide the real source of 
communication responsibility. Therefore, AI should be 
considered a professional assistant rather than an 
independent substitute for PR specialists. 

The article concludes that the impact of AI-assisted 
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content creation on PR effectiveness is conditional. It is 
positive when AI is integrated into a human-centered 
PR strategy, supported by editorial review, ethical 
transparency, stakeholder analysis and outcome-based 
measurement. It is negative when AI is used 
mechanically, without professional judgment or 
responsibility. Future empirical research may examine 
how different publics perceive AI-assisted PR content 
and which disclosure practices best preserve trust. For 
contemporary PR, the main task is not simply to use AI, 
but to use it responsibly, strategically and transparently 
in order to create real communicative value. 
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