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Abstract: With the rapid development of artificial intelligence technology, its application is 

more and more extensive in the field of public relations and advertising. However, a series 

of ethical considerations will follow. This paper explores the main ethical issues of AI in 

the field of public relations and advertising, such as data privacy, prejudice and 

discrimination, and authenticity, and makes corresponding practical suggestions. The 

in-depth analysis aims to provide the industry with a frame of reference on how to ensure 

ethical principles while pursuing technological innovation. 

1. Introduction 

In the field of public relations and advertising, the application of artificial intelligence (AI) has 

gradually become the mainstream, and the technological innovation it brings has brought huge 

opportunities for the industry. However, with the further application of AI technology, ethical issues 

have become more prominent. How to use AI to improve the effectiveness of public relations and 

advertising while ensuring that it complies with ethical norms has become the focus of the industry. 

This paper will discuss the ethical considerations of AI in the field of public relations and 

advertising, and make practical suggestions for these considerations, in order to provide reference 

for the healthy development of the industry. 

2. The application and influence of artificial intelligence in public relations and advertising 

2.1 The rapid development of artificial intelligence technology 

With the rapid progress of science and technology, artificial intelligence (AI) technology has 

gradually penetrated into various fields, especially in the public relations and advertising field has 

had a profound impact. In recent years, artificial intelligence technologies such as deep learning, 

machine learning, and natural language processing have made breakthroughs, bringing 

unprecedented opportunities and challenges to the public relations and advertising industry. 

Artificial intelligence technology is increasingly widely used in the field of public relations and 

advertising. Through data mining and analysis, AI can provide a deep understanding of consumer 

needs and behaviors, providing precise targeting for advertising and public relations campaigns. At 

the same time, the application of AI in content generation, image recognition, speech synthesis and 

other aspects also make advertising and PR content more rich and personalized. For example, the 
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intelligent voice assistant can provide customers with personalized voice responses, and intelligent 

image recognition can help companies accurately identify and promote products on social media. 

However, the rapid development of artificial intelligence technology has also raised a series of 

ethical issues. First, data privacy protection has become an important ethical consideration. With the 

wide application of AI technology, a large amount of personal information is collected and 

processed, and how to ensure the security and legal use of data has become an urgent problem to be 

solved. Secondly, avoiding prejudice and discrimination is also an important ethical consideration. 

AI algorithms may inadvertently reinforce social bias when processing data, leading to unfair 

negative effects of advertising or PR content on certain groups. In addition, ensuring the 

authenticity of the content is also an important ethical requirement. As AI technology are 

increasingly able to generate content, ensuring the authenticity of advertising and PR content is a 

challenge[1]. 

In view of these ethical problems, there are some valuable measures in practice. First of all, 

enterprises should formulate strict privacy policies, clearly inform users of the scope and purpose of 

data collection, and adopt effective technical means to ensure the security of user data. Secondly, 

enterprises should enhance the fairness of the algorithm and reduce the bias and discrimination in 

the algorithm through diversified data training and verification. At the same time, strengthening the 

content audit and management is also an essential measure. Enterprises should formulate strict 

content standards, and use technical means to check the authenticity and compliance of the 

generated content. In addition, the establishment of ethical review mechanism is also very necessary 

measures. Companies can set up special teams or committees to conduct regular ethical review of 

the use of AI in public relations and advertising to ensure compliance with industry standards and 

laws and regulations[2]. 

The rapid development of AI technology in the field of public relations and advertising has 

brought great commercial value to the industry, but it has also brought many ethical challenges. 

Only by deeply understanding and solving these ethical issues can we ensure the ethical principles 

while pursuing technological innovation and application, so as to better serve the society and 

consumers. 

2.2 The application of artificial intelligence in public relations and advertising 

With the progress of science and technology, artificial intelligence (AI) is becoming more and 

more widely used in the field of public relations and advertising, bringing innovation and change to 

the industry. AI not only improves the production efficiency of advertising and PR content, but also 

provides strong support for precision marketing[3]. 

AI has played a huge role in content generation. With natural language processing technology, 

AI is able to quickly generate high-quality text content, such as press releases, social media posts, 

etc. In addition, AI can also recommend personalized pr content, such as email marketing and 

customized news feeds, to users according to their interests and behaviors. 

AI also has significant advantages in data analysis. Through data mining and machine learning 

technologies, AI can deeply analyze consumer behavior and needs, providing precise targeting for 

advertising and public relations campaigns. Enterprises can use AI to conduct market research, 

competitive product analysis, so as to better understand customer needs and market trends. 

AI also plays an important role in social media management. Through intelligent recognition and 

emotion analysis technology, AI can automatically identify and analyze user comments and 

feedback on social media, providing real-time feedback and warning for enterprises. This helps 

enterprises to timely adjust their public relations strategies and advertising, and improve customer 

satisfaction. 
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The application of artificial intelligence in public relations and advertising has achieved 

remarkable results. With the continuous development of technology, the application of AI will be 

more extensive and in-depth, injecting new vitality into the sustainable development of the industry. 

2.3 Impact of AI on public relations and advertising 

The rapid development of artificial intelligence (AI) technology has had a profound impact on 

the public relations and advertising fields. The application of AI has not only changed the 

traditional working mode, but also brought unprecedented opportunities and challenges to the 

industry. 

AI technology has improved the production efficiency of advertising and PR content. With 

intelligent content generation tools, enterprises can quickly produce high-quality text, images and 

video content. This greatly reduces the time of content creation and improves the work efficiency. 

At the same time, AI technology also provides a strong support for personalized marketing. 

Through data analysis and mining, AI can have a deep understanding of consumer needs and 

behaviors, providing accurate targeting for advertising and public relations campaigns. Enterprises 

can push personalized advertising and public relations content to users according to their interests 

and needs to improve the marketing effect. 

However, the application of AI technology in public relations and advertising has also brought 

some ethical problems. First, data privacy protection has become an important ethical consideration. 

With the wide application of AI technology, a large amount of personal information is collected and 

processed, and how to ensure the security and legal use of data has become an urgent problem to be 

solved. Secondly, avoiding prejudice and discrimination is also an important ethical consideration. 

AI algorithms may inadvertently reinforce social bias when processing data, leading to unfair 

negative effects of advertising or PR content on certain groups. In addition, ensuring the 

authenticity of the content is also an important ethical requirement. As AI technology are 

increasingly able to generate content, ensuring the authenticity of advertising and PR content is a 

challenge[4]. 

To sum up, the impact of AI on the public relations and advertising field is profound and 

extensive. 

3. Ethical considerations of AI in the field of public relations and advertising 

3.1 Avoid prejudice and discrimination 

In the field of public relations and advertising, avoiding prejudice and discrimination is an 

important ethical consideration. With the wide application of artificial intelligence (AI) technology, 

the problem of algorithm prejudice and discrimination has gradually become prominent. In order to 

avoid unfair negative effects on some groups, the industry and enterprises need to take a series of 

measures to respond. 

Data is the cornerstone of the AI algorithm. To avoid prejudice and discrimination, businesses 

need to ensure the diversity and fairness of their data sources. This means that the data collected 

should come from a variety of different backgrounds and groups, rather than being limited to a 

specific population. At the same time, enterprises need to clean and remove weight data to ensure 

the accuracy and reliability of the data. 

The fairness of the algorithm is the key to avoid prejudice and discrimination. Companies need 

to use unbiased algorithms and treat all users alike. This means that the design and implementation 

of the algorithm should reduce any form of bias and discrimination as much as possible. In addition, 

companies need to regularly review and adjust the algorithms to ensure their fairness and 
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effectiveness. 

Enterprises also need to establish a sound supervision mechanism. Regular review and 

evaluation of AI applications in public relations and advertising through the establishment of 

independent monitoring bodies or teams. These institutions or teams should have the professional 

knowledge and experience to conduct in-depth analysis and evaluation of bias and discrimination in 

algorithms[5]. 

Strengthening public education and awareness is also an important measure to avoid prejudice 

and discrimination. Through media publicity, training and other ways to improve the public 

awareness of AI ethical issues, and guide consumers to rationally view and use AI technology. At 

the same time, consumers and enterprises are encouraged to participate in the supervision and 

feedback mechanism to provide more support and guarantee to avoid prejudice and discrimination. 

To ensure fairness and impartiality, industry and businesses need to take a series of measures to 

respond, including ensuring data diversity and fairness, adopting unbiased algorithms, establishing 

monitoring mechanisms, and strengthening public education and awareness. Only in this way can 

we better serve the society and consumers and achieve sustainable development. 

3.2 Ensure the authenticity of the content 

In the field of public relations and advertising, ensuring content authenticity is an important 

ethical requirement. With the widespread application of artificial intelligence (AI) technology, the 

generation and dissemination of false content has become a great concern. In order to maintain a 

good public relations and advertising environment, enterprises need to take a series of measures to 

ensure the authenticity of the content. 

Companies need to set strict content standards. In the production process of advertising and 

public relations content, enterprises should clearly stipulate the authenticity and compliance 

requirements of the content. All produced content must be strictly reviewed to ensure that there is 

no false, misleading or exaggerated information. At the same time, enterprises should establish a 

complete set of content management system, clear division of responsibilities and operation process, 

to ensure the authenticity and accuracy of the content. 

At the same time, the establishment of a third-party authentication mechanism is also an 

effective measure to ensure the authenticity of the content. For some important or sensitive 

information, enterprises can invite a third-party organization to verify or audit. These institutions 

can conduct independent evaluation of the authenticity and compliance of the content to provide 

reliable guarantee for enterprises. In addition, strengthening the cooperation with the media and 

opinion leaders is also an important way to ensure the authenticity of the content. By establishing a 

good partnership with the media and opinion leaders, enterprises can gain more trust and support, 

and improve their own image and credibility[6]. 

4. Conclusion 

Data privacy protection is one of the most important ethical issues in AI applications. In order to 

ensure the safe and legal use of data, enterprises should formulate strict privacy policies to clearly 

inform users of the scope and purpose of data collection. At the same time, effective technical 

means are adopted to ensure the security of user data and prevent data leakage and abuse. 

Avoid prejudice and discrimination are also ethical issues that need to be concerned about in AI 

application. Algorithmic bias and discrimination may lead to unfair negative effects of advertising 

or PR content on certain groups. To ensure fairness and impartiality, enterprises need to adopt 

unbiased algorithms, and regularly review and adjust the algorithms. In addition, strengthening data 

diversity and public education are also important measures to avoid prejudice and discrimination. 
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The ethical considerations and practice of artificial intelligence in the field of public relations 

and advertising are a complex and important issue. Enterprises need to pay attention to the ethical 

issues such as data privacy protection, avoiding prejudice and discrimination, and ensuring content 

authenticity, and take corresponding practical measures to deal with them. At the same time, it is 

also crucial to strengthen the cooperation and exchanges with industry organizations, government 

departments and all sectors of society, and jointly promote the standardized development of AI 

ethics. Only in this way can we achieve the healthy development of AI in the field of public 

relations and advertising, and create more value for the society and consumers.  
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