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UTILIZING Al FOR INNOVATION WITH RESPONSIBLE ADOPTION,
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Executive Summary

Artificial Intelligence (Al) is reshaping how
brands communicate, interact with
stakeholders, and build reputational equity.
For public relations professionals, Al presents
an opportunity to transform traditional
approaches, offering new levels of speed,
personalization, and insight. Yet with
innovation comes responsibility. This white
paper from PRAXIS offers a balanced,

strategic look at the current and future role
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of Al in PR and Marketing, outlining where it i
creates value, where it poses risk, and how to

move forward with intention. £

Al is transforming the PR industry by
boosting efficiency, personalization, and
creativity across key areas. While enhancing
processes in Media Relations, Influencer
Marketing, and Experiential Campaigns, Al
complements rather than replaces the
human touch essential for managing
stakeholders.

By automating routine tasks, Al frees up

time for refining strategies, driving

creativity, and building relationships. We
will explore how Al supports these areas
with real-world examples and case studies.
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Meets Pressure
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The State of Al in PR

Al is rapidly transforming PR and marketing with new tools and

trends. This chart outlines emerging innovations, any or all of which

can help you stay ahead and enhance your PR strategies.

Summary

Key Tools/Platforms

Generative Al
(Text, Images,
Audio, Video)

Creates content (text,
images videos) using
machine learning for high-
quality, scalable outputs.

OpenAl GPT-40: Generates human-like text for various applications. Includes
DALL-E (image generation) and Sora (Video).

Anthropic Claude 3: Prioritizes prose and style to create human-like, well
written copy.

DeepSeek: Major emerging competitor to OpenAl, creates copy faster and
more efficiently.

MidJourney v6: Produces unique, Al-driven images.

Synthesia: Creates Al-generated videos with lifelike avatars.

Al Copywriting
Platforms

Uses NLP to produce SEO-
optimized, compelling
content, saving time and
providing drafts for various
needs.

Jasper Al: Writes high-converting copy for blogs, ads, and emails.
Copymatic: Generates content tailored to a brand's voice.
Writesonic: Creates Al-driven content for articles and landing pages.

Image
Recognition &
Computer Vision

Interprets and analyzes
visual data, automating
tasks like tagging and
enhancing AR experiences.

Google Cloud Vision: Analyzes and understands image content.

Clarifai: Automates image moderation and tagging.

Amazon Rekognition: Provides facial and object recognition for marketing
insights.

Al Personas &
Digital Clones

Helpful Al Tools in

Creates digital personas for
marketing and customer
interaction without human
intervention.

Marketing / PR

Al technologies are revolutionizing
Marketing and PR, boosting efficiency
and effectiveness across key tasks.
Here are practical examples of how
agencies and brands are leveraging
these tools to reshape the industry

today.

Synthesia: Develops personalized Al video avatars.
Soul Machines: Creates lifelike Al humans for customer engagement.
Replika: Builds virtual assistants for meaningful interactions.

CONTENT GENERATION

First draft press releases, pitches, social copy, images & videos

DATA ANALYSIS

Media monitoring, audience insights

AUTOMATION

Templating and data population for mail outreach, social
media posting, reporting

LIST GENERATION

Updating / maintaining media lists & influencer lists




Do

- Be Specific: Define key message, audience, and outcome.
- Include Context: Provide relevant background info.
- Set Directives: Specify tone, style, and length.
- Personalize: Tailor prompts to the journalist or publication.
- Iterate: Refine prompts based on feedback.
Don’t
Be Vague: Avoid unclear or generic language.

Skip Details: Omitting key info reduces effectiveness.

Leave It Open-Ended: Lack of direction leads to irrelevant content.

Prompting for Media Relations

Generalize: Generic prompts reduce engagement.

Expect Perfection: Assume first outputs won't need refinement.

Sometimes a prompt falls flat. The output feels generic, uninspired, or just misses
the mark. When that happens, try giving your Al a little more personality to work
with — or a little more emotion from your side. This is where emotive prompting
comes in.

Instead of robotic instructions, try prompts that add tone, urgency, or playfulness.
You're not “tricking” the Al — you're giving it clearer direction through human
nuance. Here are just a few examples:

e Relax: tell the Al to take a break

¢ “Tell me what you know”: ask the Al to summarize what it does know about a
topic

¢ Monetary reward: offer a tip (you won't have to pay up!)

¢ Flattery: you know the request is tough, but you're confident the Al can do it

¢ Beg for a good result: or beg the Al to listen to the nuances of your prompt




Al for creative ideation isn't meant to replace human
creativity but to complement it by expanding beyond
traditional thinking. Acting as a brainstorming facilitator, Al
helps overcome writer’s block, disrupt familiar patterns, and
spark fresh ideas. Humans then refine and align these ideas
with briefs, adding real-world knowledge to create richer,
more innovative outcomes.
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Al as a Creative Partner
N

Diverse
Inputs

Enhancing " Building on
Creativity Foundations

Al generates diverse ideas Like collaborative Analyzing vast d atasets, Al
and perspectives beyond brainstorming, Al expands inspires innovative
traditional brainstorming. creative foundations for solutions from varied
deeper exploration. insights.
Speed and Refining and
Efficiency Perfecting
Al overcomes creative Use Al as a starting point,
blocks by quickly refining id eas with human
generating multiple id eas. expertise and intuition.
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Navigating Al Risks in the PR & Marketing Landscapes
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McAfee Advisory! No, That's Not Taylor Swift Promoting Le
Creuset Cookware.

If you see this video in your social media feed, we can
confirm that it is a #deepfake scam generated through #Al.
McAfee's Project Mockingbird technelogy announced at
#CES2024, is designed to empower... Show more
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Al-generated synthetic media
mimics real people, creating highly
realistic but false statements.

Al-powered tools rely on extensive user data, raising
concerns about privacy, security, and compliance with
data laws like PIPEDA.

Lack of Transparency in Al-Powered Information

Al in communications can lack transparency, undermining public
trust in Al-generated insights. Without clear disclosure,
organizations risk spreading misinformation or obscuring Al’s role

in content creation.

Al systems can inherit and amplify biases from the
datasets they're trained on, reflecting inequities. This may

lead to biased recommendations, misdiagnoses, and
unequal access to credible information.




PR leaders must treat Al like any reputational risk or
opportunity: proactively managed with a structured plan.

Establish Al usage and ethics guidelines.

Be transparent about where and how Al is used.
Educate internal teams and external audiences alike.
Conduct regular audits of Al outputs for compliance
and bias.
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Reactive Readiness

e Create Al-specific crisis plans with protocols for deepfakes,
disinformation, and data breaches.

e Be ready to issue clear responses refuting misinformation and
reinforcing ethical Al practices.

¢ Leverage Al tools to analyze sentiment and identify potential
concerns early.

e Work with regulators to uphold ethical Al standards.
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Responsible Al: Compliant, Ethical and Innovative

Adopting Al isn't just
about technology—it
requires ethical standards,
human oversight, and
transparency. Brands that Ensure human oversight in all
prioritize responsible Al Al-driven PR and Marketing
use will not only avoid processes. Use Al as a tool to
risks but also lead in an Al- augment, not replace, human
driven industry. judgment.

MAINTAIN HUMAN OVERSIGHT

EDITORIAL REVIEW PROCESSES

< T
,_.'__!,_,,,_\- b | Implement stringent editorial
| review processes for Al-generated
-

. content. Regularly review and
: ' < approve Al-generated outputs
before publication.

Adoption of Al in PR must align with evolving legal standards.
Teams should:

Comply with relevant privacy legislation (e.g., PIPEDA, CASL).
Address intellectual property in Al-generated assets.

Stay informed on regulatory shifts tied to data use and
synthetic media.

Embed compliance from the outset avoids retroactive
cleanup—and reputational damage.




Moving Forward Responsibly

Al is neither a threat nor a saviour - it is a tool. The organizations that lead will be
those that approach Al adoption with curiosity, caution, and commitment.

This requires:
e Investing in training and
exp erimentation
e Building internal policies around Al

ethics
¢ Prioritizing transparency with

audiences and partners

PRAXIS encourages brands to take the
leap, but to do so with their eyes open and

values intact.

For an in-depth look at Al, and how it PR & I?\EP{JTATION MANAGEMENT

applies to your business, book a 4 ’ SOLUTIONS

complimentary 1-hour PRAXIS U
session for your team. We'll bring the

classroom to you, for engaging case
studies, real-world examples and
lively discussion.

To book your session, email

erin@praxispr.ca and we’ll even treat
you to lunch!
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