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Abstract. The rise of the Industry 4.0 revolution has greatly impacted the
Communication and media sector. The adaptation of artificial intelligence among
public relations practitioners in Malaysia has shown an interesting phenomenon
to study. Accordingly, this study seeks to explain the phenomenon and challenges
of Al among public relations practitioners. A total of 12 public relations
practitioners were interviewed and data were analysed using thematic analysis
technique. Generally, Al has been practiced in public relations. However,
individual skills, ethics, organisational and financial policies, and infrastructure
were found to become the obstacles. In addressing those challenges, some
suggestions are proposed to increase support for Al adaptation for public
relations practitioners.
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1 Introduction

Public relations (PR) are essential for ensuring organizations deliver the right message
at the right time and place to their target audience [1]. Increasingly, organizations are
developing intelligent solutions to meet their goals, signifying a major trend: the inte-
gration of artificial intelligence (AI) in public relations [2]. This shift is not just incre-
mental but a paradigm shift, set to fundamentally change how PR professionals operate
and engage with audiences.

According to Panda, Al enhances operational efficiency and reshapes the strategic
framework within public relations, enabling real-time media trend monitoring, predict-
ing public responses, and crafting resonant messages for diverse audience segment [3].

Despite Al’s recognized potential, a significant gap remains between its perceived
value and its actual integration into everyday practices. The rise of Al in PR raises
important ethical questions and technical challenges, including data privacy, potential
bias in Al algorithms, and the authenticity of Al-generated content. Guthrie and Rich
highlight those emerging technologies like Al present new challenges and risks in crisis
communication and management [4]. Additionally, AI’s potential misuse in disinfor-
mation campaigns underscores the need for careful integration and monitoring.
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2. Literature Review

A key milestone in Al adoption in PR was the development of automated sentiment
analysis algorithms. These tools enabled organizations to monitor and gauge public
perception of their brand or messaging with greater accuracy and speed than manual
methods [5][6]. This technology allowed PR professionals to make more informed de-
cisions, tailor campaigns, and respond to emerging issues in real time.

The integration of Al into the PR industry has been shaped by broader socioeco-
nomic trends, particularly the rise of neoliberalism. According to Bourne, the PR pro-
fession’s ‘habitus’, characterized by a relentless focus on optimism and futurity, has
made it crucial for navigating crises and promoting new growth strategies to stakehold-
ers [7]. As 21st century neoliberal capitalism increasingly incorporates artificial intel-
ligence, the PR industry will continue to play a vital role in championing and shaping
the integration of these technologies.

Although there are many benefits and Al tools that provide advantages in PR work,
there are issues related to the transparency and accountability of Al. Galloway and
Swiatek [8] argue that the roles of Al and automation in public relations might lead to
a decreased perception of transparency and authenticity. They emphasize that public
relations are fundamentally about managing reputation which is closely tied to trust
since trust is typically established between humans [9].

The literature review underscores the transformative potential of Al in PR, the ob-
stacles to its adoption, and the ethical considerations involved. Addressing these issues
will enable PR professionals to harness Al’s benefits while upholding ethical standards
and enhancing strategic capabilities

3. The Methods

This study adopts an interpretivist paradigm, which focuses on understanding the social
world from the perspectives of those who experience it. This approach is suitable for
exploring how PR practitioners perceive and interact with Al technologies, as it em-
phasizes the meanings and interpretations that individuals assign to their experiences.

In-depth interviews conducted through online platforms, with the option for follow
up communication via phone or WhatsApp, offer a flexible, adaptable, and nuanced
approach to data collection. This method is well-suited to explore the complex and sub-
jective nature of Al integration in PR, providing rich and detailed insights into the per-
ceptions, experiences, and challenges faced by PR professionals.

A total of 12 informants from public relations practitioners will be initially selected,
with the possibility of increasing the number based on the information gathered. Par-
ticipants will be recruited through professional networks and industry contacts to obtain
a diverse sample of PR professionals with varying levels of Al experience and famili-
arity. Data collected from the in-depth interviews will undergo thematic analysis, a
well-established method for identifying, analyzing, and reporting patterns within qual-
itative data [10].
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4. Findings

The major focus of this study is to identify challenges among the public relations prac-
titioners. In addition to that, in overcome those encounters, what are actions and strat-
egies can be adopted by the practitioners. Analysis from the in-depth interview using
NVivo software reveals themes or ideas that explained about the challenges and pro-
spects discussed in the following sections.

4.1 The Challenges

The integration of Artificial Intelligence (AI) into public relations (PR) has encountered
several perceived challenges, as revealed by the informants and illustrated in the corre-
sponding diagram. These challenges are revealed by the informants and illustrated in
Figure 1. These challenges arise from various factors, such as skepticism on Al, finan-
cial constraints, lack of knowledge and expertise, and anxiety about the potential
changes Al might bring to the industry. These obstacles impede Al adoption in PR
practices and reflect deeper issues within the industry as it grapples with the complex-
ities of embracing new technologies. The diagram depicts the primary six (6) obstacles
identified by PR practitioners, linking each challenge to specific informants, which
highlights the prevalence and significance of each issue across different practitioners.
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Fig. 1. Themes of perceived obstacles to Al adoption.

Knowledge and Expertise Gap in adopting Al in public relations (PR) highlights
several critical challenges that hinder effective integration. Most of the professionals
feel unprepared and hesitate to adopt Al due to concerns about usability and potential
drawbacks. Change Anxiety was identified as the second challenges. This analysis
demonstrates the anxiety and resistance toward Al adoption. Many PR professionals
worry that Al might take over roles traditionally performed by humans, leading to fears
of job replacement. Adaptation challenges was analysed as other challenges expressed
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by the practitioners. The analysis reveals various challenges that professionals encoun-
ter when incorporating new technologies into their workflows. A significant number of
PR practitioners are reluctant to depart from traditional practices. This preference for
conventional methods has led to a general reluctance to adopt Al. Financial con-
straints pose significant barriers to the adoption of Al in Public Relations (PR), espe-
cially for smaller agencies and firms with limited budgets. The primary challenge is the
high cost of implementing Al tools, which can be prohibitive for many organizations.
Confidentiality concerns pose a significant barrier to the adoption of Al in Public Re-
lations (PR) due to critical issues related to data privacy, security, and ethical infor-
mation use. The final sub-theme concerning challenges to Al adoption in PR is Al
skepticism. A major issue involves the difficulty of convincing management about the
benefits of Al, as they often question the need to invest in advanced technology when
human workers are available to perform the tasks.

4.2 The Prospects

Figure 2 illustrates the strategies for overcoming barriers to Al integration and connects
these strategies with various informants who provided input on each area. Six strategies
were identified: cost-effective Al implementation, strategic Al utilization, ethical and
privacy safeguards, Al awareness and capacity building, brand integrity and Al, and
cultural and organizational integration
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Fig. 2. Themes of strategies to overcome challenges to Al integration.

Al Awareness and Capacity Building: These are crucial areas where stakeholders
recognize the need for action. This sub-theme underscores the importance of ongoing
education, training, and hands-on experience with Al technologies to facilitate their
effective integration into PR practices. Cultural and organizational integration is the
second subtheme with the most connections, indicating that a significant number of
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informants emphasize the importance of aligning Al with organizational culture and
practices to ensure a smooth and effective integration. Ethical and Privacy Safe-
guards focuses on the strategies needed to ensure that Al is used responsibly. It
strongly emphasizes protecting sensitive information, ensuring data privacy, and main-
taining ethical standards in content creation. Cost-effective AI Implementation fo-
cuses on strategies that allow organizations to adopt Al technologies without incurring
prohibitive costs, making Al accessible even for small businesses or those with limited
budgets.

Strategic Al Utilization emphasizes the importance of using Al as a support tool
rather than relying on it exclusively. This concept suggests that Al should not be de-
pended on entirely, but can be effectively used as a preliminary guide or foundational
tool. This indicates that while Al has its place in PR work, human oversight and verifi-
cation are crucial. The sub-theme Brand Integrity & Al focuses on strategies to ensure
that integrating Al does not compromise a brand's identity. Informant 10 suggests that
to maintain brand integrity while integrating Al, it is crucial to test various Al platforms
to find those that align well with the business's specific needs. This strategy ensures
that Al tools are effective and compatible with the brand's identity and operations

5. Discussion and Conclusion

The integration of Al in public relations is a complex and ongoing process, uptight with
both opportunities and challenges. This study's findings, interpreted through the lens of
Social Cognitive Theory (SCT) and Resource Dependency Theory (RDT), highlight
the dynamic interplay between individual perceptions, organizational resources, and
the successful adoption of Al. Al is widely recognized as a transformative force that
improves efficiency, personalizes communication, and facilitates data-driven decision-
making. However, this study's findings align with other research indicating that its
adoption faces various obstacles [11].

By investigating Al literacy, fostering a culture of innovation, and prioritizing ethi-
cal considerations, PR professionals and organizations can navigate the evolving land-
scape of Al-driven communication and harness its transformative power to enhance
their practices and achieve their goals. The future of PR lies in a collaborative approach
where human expertise and Al capabilities work in tandem, creating a new era of ef-
fective and impactful communication.

The study is based on SCT and RDT. These theories help us understand the findings.
SCT emphasizes that practitioners' views on Al's abilities, their confidence in using it,
and their expectations of its results significantly affect their willingness to use it [12].
The lack of Al knowledge and the perceived difficulty of learning to use Al tools can
reduce confidence and hinder adoption, which aligns with SCT's predictions [13].

The main challenges of integrating Al in PR, as shown by research, are closely re-
lated to the theories of SCT and RDT. Financial limitations and the need for resources
highlight the reliance organizations have on external factors, as emphasized by RDT.
Meanwhile, concerns about Al's effectiveness and reluctance to change reflect how in-
dividual beliefs and perceptions influence technology adoption, which is central to
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SCT. Understanding these connections enables PR professionals and organizations to
develop strategies that directly tackle these obstacles, paving the way for smoother Al
integration.
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