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SUMMARY

Artificial intelligence chatbots have become more popular for PR communication purposes, but there is
not much data available about their persuasive abilities relative to human PR communication
professionals in various forms of communication. A descriptive comparative research methodology was
used in this study in order to measure the perceptions of people about the Al chatbots and human PR
professionals. The data was collected from 150 respondents living in Kuala Lumpur, Malaysia, with the
help of a structured questionnaire, which included 12 questions. The data was analyzed through IBM
SPSS Statistics Version 29.0 by calculating the frequencies and percentages. As per the results, Al
chatbots emerged as more persuasive with regard to communication characteristics (89.3%), organization
of the contents (89.3%), presentation (80.0%), creation of multimedia (78.7%), creativity and innovation
(79.3%), quick responses (74.7%), and the economic aspect of communication (76.0%). In addition,
chatbots are more preferred by respondents when it comes to communication on personal issues (68.0%),
social issues (60.0%), and technical support (62.7%). On the other hand, human public relations
professionals scored high in psychological/emotional interaction (72.0%), ethical communication
(68.0%), political issues (65.3%), religious issues (76.0%), and flexibility of communication. The results
indicate that the success of Al chatbots and human public relations in persuasion relies on the goals of
communication. The use of Al chatbots is more appropriate in terms of delivering efficient and
informative communication. In contrast, humans play a crucial role in conveying emotional, ethical, and
trust-based communications. The research indicates the appropriateness of using hybrid public relations
strategies.
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INTRODUCTION

The integration of Al technology has altered the interactions and communications among organizations,
particularly in the area of public relations (PR) [6]. The use of technologies such as chatbots, virtual
assistants, and language modeling has provided new ways through which organizations can
communicate in real time with their stakeholders [4]. Unlike other conventional forms of communication
channels that depend solely on humans for interaction, Al allows organizations to engage continuously,
provide instant answers, facilitate multilingual communication, and provide personalized information
[5]. The adoption of Al in customer service, crisis communication, corporate reputation management,
and stakeholder engagement is creating a pertinent question about whether Al can persuade as much as
human PR professionals do [8][9].

As one of the primary goals of public relations, persuasion continues to be an integral element of
communication as the process does not just aim at sharing information, but also forming attitudes and
changing behavior [15]. Though Al chatbots show their efficiency in such areas as speed, consistency,
information processing, and availability, human professionals still outperform machines when it comes
to empathy, ethical decision-making, emotional intelligence, and relationship building [16]. In order to
achieve optimal results in communication and maintain credibility at the same time, understanding the
way in which the audience perceives the persuasiveness of both of these sources of communication
becomes crucial. There is still a lack of research that compares human practitioners and Al chatbots in
terms of their persuasive power through various elements of communication from the perspective of the
general public living in multicultural societies [19].

This research bridges this knowledge gap through the comparison of audience perceptions of persuasion
between interactions with public relations professionals and Al-driven chatbots. Through the analysis
of survey data gathered from Kuala Lumpur residents in Malaysia, the research investigates differences
in perceptions of cognition, emotion, behavior, ethics, economics, and different areas of topics, as well
as methods of persuasion. This research helps provide an enhanced perspective on how both human
expertise and artificial intelligence work complementarily in the realm of public relations. Instead of
presenting Al technology as a replacement for public relations practitioners, this research offers
justification for an effective communication model where technological efficiency and human-centered
communication work hand in hand.

This research is important since it deals with the increasing use of Al technology in public relations and
tries to understand whether the communication done by means of chatbots can be equally effective as
that of humans in terms of persuasion. The results of this research can serve as grounds for creating an
efficient communication strategy based on both technical and human resources.

Key Contributions

e Comparison of the persuasive effectiveness of Al chatbots and human PR practitioners through
empirical analysis in various communicative dimensions.

e Determination of the preference of the target audience towards communication using chatbots
versus humans on political, social, economic, religious, personal, technical, and scientific issues.

e Analysis of the effects of technical and persuasive features of communication, such as the speed
of response, organization of messages, credibility, emotions, and ethics.

e Evaluation of the complementary nature of the usage of Al and human practitioners in public
relations and suggestions for their integration in PR practice.

Research Questions

RQI1: How does the persuasive effectiveness of Al-powered chatbots differ from that of human public
relations practitioners across cognitive, emotional, behavioral, ethical, and economic dimensions?
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RQ2: How do audience preferences for interacting with Al chatbots and human public relations
practitioners vary across different communication topics (e.g., political, social, economic, religious,
personal, technical support, and scientific)?

RQ3: Which persuasive communication techniques and technical characteristics contribute most to the
perceived persuasive effectiveness of Al chatbots and human public relations practitioners?

RQ4: To what extent does the integration of Al technologies into public relations activities enhance the
perceived effectiveness and persuasiveness of organizational communication?

The paper will be divided into seven sections. Section II is an overview of the related literature. The
methodology section III covers issues like study design, sampling technique, data collection process,
validation of instruments, conceptual framework, and data analysis methods. Section IV covers the
theoretical framework. Results and discussion are covered in Section V. The practical implications,
limitations, and recommendations for further research are covered in Section VI. Section VII is the
conclusion.

RELATED WORKS

It has recently been revealed through studies that artificial intelligence has brought a revolution to the
field of public relations, which can enable businesses to automate their communication, engage with
people, and even give personalized responses through conversation agents. Another finding is that the
design of a chatbot influences trustworthiness, satisfaction, and the effectiveness of communication
because of social cues, response quality, and conversation intelligence [1][3]. Artificial intelligence
chatbots can also enhance user compliance and the efficiency of communication through timely and
informative responses [2].

In the field of public relations, the uses of Al go further than customer service to include organizational
listening, content creation, managing audience relationships, and campaign optimization. In research
literature, there is evidence that social interactions via chatbots increase transparency and
organization-public relationships as long as communication approaches are thoughtfully formulated
[7][12]. Likewise, research studies have indicated that Al can help in communication processes by
generating multimedia, framing messages, and organizing content, thus leading to better communication
and efficiency [17][18]. Nevertheless, regardless of these technological benefits, humans are still better
at communication in terms of emotional intelligence, ethics, empathy, and relationship-building.

The increased usage of generative Al has contributed further to the role played by Al in the strategy of
public relations through aiding campaign creation, communication, and decision-making [10][11][14].
However, it is noted that ethical considerations, transparency, authenticity, and governance continue to
be key issues in the responsible use of Al in public communications [13][20].

Though there have been studies done on artificial intelligence implementation, chatbots' design, and
organizational communication, very little has been empirically conducted on the comparison between
the persuasiveness of Al chatbots and human public relations professionals from the point of view of
the public across various communication perspectives. This research is one such effort to investigate the
differences in persuasive communication, topic preference, technological aspects, and Al-assisted public
relations activities from surveys done among the Malaysian population.

RESEARCH METHODOLOGY
Research Design

The study used a quantitative, descriptive, and comparative research approach to investigate the
differences in the persuasiveness of communication by the use of Al-powered chatbots and human public
relations practitioners. A cross-sectional survey research approach was utilized to collect data on how
the public viewed the effectiveness of communication through different dimensions of persuasion. The
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comparative approach allowed for the comparison of similarities and differences between human and
Al-mediated communications.

Study Area

The study was carried out in Kuala Lumpur, Malaysia, an urban city that is known for its multi-ethnic
populace, technologically equipped nature, and use of internet-based communication channels. Kuala
Lumpur was chosen because it is one of the most technically developed urban cities in Southeast Asia,
where residents regularly communicate using Al-based applications, online customer support, and
communication tools. Data was collected from residents who lived in the central, north, and south
regions of Kuala Lumpur.

Population and Sampling

Participants of this research were residents of Kuala Lumpur, Malaysia. There were 150 respondents
who took part in the research. Respondents were chosen through a purposive sampling method, where
only people who satisfied the requirements of this study were taken into consideration.
These requirements were that they were the residents of Kuala Lumpur, their age was 13 or older, and
they had previous experience of interacting with both Al chatbots and human public relations specialists.
If respondents were less than 18 years old, then informed consent from their parents was required.
The questionnaires were distributed from January 2 to January 15, 2026.

Data Collection

Primary data was gathered through a structured, self-administered questionnaire from 2 January 2026
until 15 January 2026. Respondents meeting the requirements of this study were given the questionnaire
only after obtaining their informed consent. Respondents answered the questionnaire on their own and
all answers were gathered in an anonymous manner. Completed questionnaires were screened for
completeness prior to entering them into IBM SPSS Statistics (Version 29.0).

Research Instrument

In the study, a questionnaire was used as an instrument. It consisted of two parts. In part A, demographic
data were recorded, that is, the variables such as gender, age, and education qualifications. Part B of the
questionnaire involved structured questions divided into five different dimensions, which include

I.  Communication attributes and persuasion efficiency,
II. Favorite communication subjects,

III. Dimensions of persuasive communication,

IV. Techniques of persuasive communication, and

V. Technical communication attributes.

Validity and Reliability of the Instrument
Validity

The questionnaire was then validated through face validity to find out whether it is an appropriate tool
to fulfill the study aims. This has been accomplished by sending the tool to five experts in the field of
media and PR who have independently assessed the questionnaire for its relevancy, clarity,
completeness, and appropriateness. After considering the advice of the experts, some minor changes
were done in the wording of the questions in order to develop the final version of the questionnaire.
It had obtained a face validity index of 88%.

Reliability

Test-retest reliability approach was used to measure the reliability of the questionnaire by checking how
stable the tool is over time. A pilot study using 15 respondents was carried out before the actual survey.
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The same questionnaire was administered twice to the same respondents with an interval of two weeks
between the two times. The results from the two times were compared, and the reliability coefficient was
measured at 0.94, which means that the questionnaire was very reliable and therefore could be used in the
actual study.

Conceptual Framework
The conceptual framework is based on the premise that the communication source (Al chatbot or human

public relations professional) affects the persuasive effectiveness of the message through certain
communication traits.

\ Capability /

Figure 1. Conceptual framework of the comparative persuasive effectiveness of Al chatbots and human public
relations practitioners
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Figure 1 highlights the associations being investigated in the study. The communication source
(chatbot or public relations professional) is the independent variable that influences the effectiveness of
the persuasion. Communication features, persuasion techniques, topics of interest, and use of Al tools
are the evaluation criteria that influence the persuasion criteria, which include cognitive, affective,
behavioral, ethical, and economic dimensions of persuasion, which determine overall preference of
audiences.

Data Analysis Model

The data were coded and analyzed using IBM SPSS Statistics (version 29.0). Descriptive statistics
formed the core of the analysis in describing perceptions held by the respondents about the Al chatbots
as well as human public relations practitioners. Percentages and frequency distributions were calculated
to help describe the demographic characteristics of the respondents and compare their preferred means
of communication for different persuasive dimensions, communication themes, persuasion methods,
characteristics of technical communication, and roles performed by Al-based public relations.
The findings were tabulated to allow comparisons between Al chatbots and human practitioners directly.
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As such, no mathematical modeling techniques or inferential statistics were employed in analyzing the
data since the study aimed at describing and comparing public perceptions.

THEORETICAL FRAMEWORK

The theoretical foundation for this research is the set of persuasive models, namely, the theory of
persuasion, theory of communication, and human-computer interaction model, which will be applied to
clarify the distinctions in the degree of persuasiveness between Al-driven chatbots and PR human
specialists. According to the Elaboration Likelihood Model (ELM), persuasion can happen through the
process of a central route when people examine the quality of arguments and evidence, and a peripheral
route when they pay attention to the characteristics of the source and other cues.

Additionally, Source Credibility Theory postulates that the acceptance of the message will be dependent
on perception about the credibility, expertise, and trustworthiness of the communicator. The PR
communicators are credible because of their experience, ethics, and empathy, while Al chatbots can
establish credibility by sending correct, consistent, and evidence-based messages. CASA theory claims
that people have tendency to stick to social norms when communicating with intelligent systems and
consider chatbots as social communicators, which influence human attitudes and behavior.

According to Media Richness Theory, communication is considered successful only if it is conducted
using rich media, which can provide rich information and avoid ambiguity. As compared to human
communication, Al communication is deficient in media richness, but it possesses immediacy,
accessibility and better information processing. Finally, according to TAM theory, users will accept
technology-based communication due to perceived usefulness and ease of use.

Each of these theories gives a comprehensive background to explore how the nature of the source of
communication, the characteristics of the message, credibility, acceptance of technology, and quality of
interaction affect the efficiency of Al Chatbots as well as human PR professionals as communicators.
At the same time, each of these perspectives gives a rationale why Al can do good in cognitive and
instrumental communication, while human beings excel in ethical and affective persuasion.

RESULTS AND DISCUSSION

This section will present the findings of the survey which was conducted among 150 people in Kuala
Lumpur, Malaysia. The findings have been divided into two parts. First, the demographic information
of the respondents such as their gender, age, and educational qualification has been presented. Second,
the views of the respondents about the persuasion ability of Al chatbots and human public relations
practitioners in different aspects of communication have been discussed. This includes the effectiveness
of communication, preferred area of communication, persuasion strategies, technicalities of
communication, and the possible public relations activities that can be done using Al technology.
The analysis has been done using descriptive statistics such as frequency and percentage.

Information on demographics of the participants is critical in analyzing the public's perception of Al
chatbots compared to human public relation officers. The survey incorporated demographic information
like gender, age, and education level of the participants.

Table 1. Distribution of respondents by gender

No. | Gender | Frequency (Repetitions) | Percentage (Ratio)
1 Male 82 54.7%
Female 68 45.3%
Total 150 100%

Gender Distribution of Respondents is reflected in table 1. In all, out of the total 150 respondents, 82 of
them were men, accounting for 54.7% of the total number, whereas the remaining 68 of them were
women, contributing to 45.3% of the total number of respondents. Since there is an equal number of
both male and female respondents, it makes the analysis less biased.
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Table 2. Distribution of respondents by age

No. Age Group Frequency (Repetitions) | Percentage (Ratio)
1 13-18 years 25 16.7%
2 19-29 years 45 30.0%
3 3040 years 38 25.3%
4 41-49 years 23 15.3%
5 | 50 years and above 19 12.7%
Total 150 100%

The respondents had diverse ages varying from 13 years to more than 50 years, hence giving room for
perception data collection from different age groups, namely adolescence, youth, middle age, and old
age.

Table 2 and figure 2 provide the age distribution of the respondents. The largest age group was made up
of people who were 19-29 years old (45 respondents, 30.0%), followed by the group of respondents aged
30-40 years (38 respondents, 25.3%). People aged 13-18 years made up 25 respondents (16.7%), while
respondents aged 41-49 years made up 23 respondents (15.3%). Age 50 years and above made up the
smallest age group of 19 respondents (12.7%).

Prevalence of youth indicates the demographic group that has more experience in using digital
communication technologies and Al applications. However, surveying the people from various age
categories allows acquiring knowledge about the public attitude to chatbots and communication via PR.

Age

Age Groups

— = NN W W A B~ W
hNn O L O L ©O W © W O

Number of Respondents (Frequency)
o

m[3-18 ®19-29 m30-40 m41-49 mover 50

Figure 2. Age distribution of respondents

Table 3. Distribution of respondents by educational qualification

No. | Educational Qualification | Frequency (Repetitions) | Percentage
1 University Degree 70 46.7%
2 Preparatory 34 22.7%
3 Secondary education 25 16.7%
4 Primary education 13 8.6%
5 Postgraduate Studies 8 5.3%
Total 150 100%

Table 3 provides the educational profile of the respondents. University-level education was the most
popular form of educational qualification among the respondents (70 respondents, 46.7%), followed by
preparatory-level education (34 respondents, 22.7%). Respondents with secondary level education were
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25 in number (16.7%), while those with primary level education were 13 in number (8.6%).
The postgraduate degree holders comprised the least number of respondents, which were 8 (5.3%).

Table 3 clearly shows that the majority of respondents were well educated, and it can be said that many
respondents must have been acquainted with digital technologies and the Internet. The inclusion of
diverse educational qualifications ensures the validity of the results through the opinions of people with
diverse academic backgrounds.

Table 4. Comparative persuasive effectiveness of Al chatbots and human public relations practitioners

Communication Chatbots Chatbots Human Human
No. . . Practitioners Practitioners
Dimension Frequency | Percentage
Frequency Percentage
j | Response format and 97 64.7% 53 35.3%
information volume
2 Psychological and 42 28.0% 108 72.0%
emotional interactions
3 Calls and emoticons 38 25.3% 112 74.7%
4 Social consequences 122 81.3% 28 18.7%
5 Credibility of 87 58.0% 63 42.0%

information provided
6 Comfort in 1nterz}ct10n 95 63.3% 55 36.7%
and conversation

Accuracy and efficiency

7 98 65.3% 52 34.7%
of results
Suitable communication
8 and connection 134 89.3% 16 10.7%
characteristics

Table 4 demonstrates the results of respondents' perception concerning the effectiveness of Al chatbots
and human public relations specialists in eight communication attributes. From the analysis of the results
presented above, it is possible to state that respondents believed that chatbots were more persuasive than
human public relations specialists in many communication attributes. Specifically, respondents regarded
Al chatbots as more persuasive in relation to response format and information quantity (64.7%), social
implications of the conversation (81.3%), information credibility (58.0%), conversation comfort
(63.3%), response efficiency and accuracy (65.3%), and communication attribute appropriateness
(89.3%).

However, human public relations specialists demonstrated superiority to chatbots in attributes of
communication that require interaction with a person. Specifically, respondents stated that human public
relations specialists had better skills of interpersonal interaction (72.0%) and using body language and
emotive communication (74.7%).

Hence, one may state that respondents consider Al chatbots to be more effective and systematic
communicators with structured information, while human specialists are regarded as better performers
in developing an emotional connection with the interlocutor. Therefore, perceptions of people
concerning persuasive power are different depending on the context of communication.

Table 5 reflects the preferences of the respondents in relation to the choice of Al chatbots vs human
public relations professionals in respect of different communication topics. It is evident from the results
that there is some dependence between the preferences in communication and the sensitivity of the
communication topic.

In particular, the preference of the human public relations practitioners for political topics (65.3%),
economic topics (58.0%), religious topics (76.0%), and scientific topics (55.3%) is evident from the
findings. It is clear that the respondents associated their trust in human public relations practitioners with
the sensitivity of the communication topic.
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Table 5. Public preferences for communication topics between Al chatbots and human public relations practitioners

Topic Chatbots Chatbots | Human Practitioners | Human Practitioners
No.
Category Frequency | Percentage Frequency Percentage
1 Political Topics 52 34.7% 98 65.3%
2 Social Topics 90 60.0% 60 40.0%
3 Economic Topics 63 42.0% 87 58.0%
4 Religious Topics 36 24.0% 114 76.0%
5 Personal Topics 102 68.0% 48 32.0%
6 | Technical Support Topics 94 62.7% 56 37.3%
7 Scientific Topics 67 44.7% 83 55.3%

On the other hand, the Al chatbots were preferred for the social topics (60.0%), personal topics (68.0%),
and technical support (62.7%). It indicates that the respondents valued the ability of Al chatbots to
respond quickly and to provide accessible information.

In summary, the findings indicate that the preferences of the public are determined not by the preferences
of one of the communication tools, but by the communication context. The Al chatbots were preferred
mostly for information exchange, while the human public relations practitioners were the preferred ones

in ethical discussions and topic-specific discussions.

Table 6. Dimensions influencing the persuasive effectiveness of Al chatbots and human public relations

practitioners
. . Chatbots Chatbots | Human Practitioners | Human Practitioners
No. | Dimension Category
Frequency | Percentage Frequency Percentage
1 Cognitive Dimension 99 66.0% 51 34.0%
2 Emotional Dimension 53 35.3% 97 64.7%
3 | Behavioral Dimension 81 54.0% 69 46.0%
4 Ethical Dimension 48 32.0% 102 68.0%
5 Economic Dimension 114 76.0% 36 24.0%

Table 6 provides an overview of how respondents evaluated the contribution of various dimensions
towards persuasive communication. Chatbots had been rated higher on the cognitive dimension (66.0%),
behavioral dimension (54.0%), and economic dimension (76.0%). Thus, respondents considered
chatbots as an efficient means of providing information and assisting in making decisions by saving the
time and money spent on communication.

However, human practitioners were assessed as more persuasive in the emotional dimension (64.7%)
and ethical dimension (68.0%). Therefore, human communication is linked to the ability to show
empathy, ethics, and interpersonal relations.

Thus, it can be seen that persuasive effectiveness depends on communication dimensions. The chatbot
was considered to be more persuasive on cognitive, behavioral, and economic dimensions, while humans
have a clear advantage in emotional and ethical dimensions of communication. It is possible to say that
both types of communication have their unique strengths, and it is crucial to use the right source
depending on the goal of persuasion.

Table 7 shows the scores on the evaluation of persuasive communication techniques used in Al chatbots
and human public relations practitioners. Al chatbots were rated highly in communicating their
communication objectives clearly (59.3%), giving evidence and arguments (64.7%), communicating
complete information (68.7%), and generating persuasive communication messages (61.3%). Human
public relations practitioners were rated highly in making their communication relevant to audience
requirements (55.3%), communicating the views of the majority of the public (58.0%), and repeating
messages for emphasis (52.7%). This is an indication that respondents felt that Al chatbots were good
at creating structured and evidence-based communication, while human practitioners were good at
customizing persuasive messages according to audience requirements and creating emphasis through
repeated communication. The findings demonstrate the significance of merging technology and human
communication skills.
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Table 7. Persuasive communication techniques used by Al chatbots and human public relations practitioners

Message Communication Chatbots Chatbots Hu.n.lan Hu.n.lan
No. . Practitioners Practitioners
Attribute Frequency Percentage
Frequency Percentage
1 The message ob]ef:t%ve is clear and 89 59 39 61 40.7%
explicit
5 The message contains evidence, 97 64.7% 53 3539,
proof, and arguments
3 All aspects of the message are 103 68.7% 47 31.3%
presented
4 The communication message is 9 61.3% 58 38.7%
more persuasive
5 The 'mess'age aligns with the 67 44.7% 83 5539,
audience's trends and needs
6 The communication message 63 42.0% 87 58.0%
represents the majority opinion
7 Message repet1t10n/r§1nfprcement 7 473% 79 5279
of message objective

The perceptions of technical characteristics influencing persuasive communication by the respondents
are presented in table 8. The use of Al chatbots was valued positively in the areas of novelty and
modernity (62.7%), response time (74.7%), creativity and innovation (79.3%), linguistic proficiency
(57.3%), communication style (80.0%), logical organization (56.0%), clarity (60.7%), and sustainability
of communication (56.7%).

However, human PR practitioners were preferred in terms of flexible communication (77.3%). Thus, it
may be stated that the respondents perceived human communicators to have better skills of tailoring
their communication techniques to the needs of the audience.

Table 8. Technical characteristics affecting the persuasive effectiveness of Al chatbots and human public relations

practitioners
Communication/Interaction Chatbots Chatbots Hu.n‘lan Hu.n.lan
No. Quality Frequency Percentage Practitioners Practitioners
Frequency Percentage
1 Novelty and Modernity 94 62.7% 56 37.3%
2 Fast Response 112 74.7% 38 253%
3 Creativity and Innovation 119 79.3% 31 20.7%
4 Language 86 57.3% 64 42.7%
5 Presentation Style 120 80.0% 30 20.0%
6 Logical Sequence 84 56.0% 66 44.0%
7 Flexibility 34 22.7% 116 77.3%
8 Clarity 91 60.7% 59 39.3%
9 Building Long-Term 85 56.7% 65 43.3%
Relationships

Accordingly, the findings indicate that the technical efficiency, consistency and fastness of information
dissemination were seen in the use of Al chatbots while flexible communication was seen in human
public relations practitioners.

Table 9. Al applications supporting public relations communication

N . Chatbots Chatbots Hu.n.lan Hu.n.lan
No. Communication Function Practitioners Practitioners
Frequency | Percentage
Frequency Percentage
1 Generating multimedia 118 78.7% 32 21.3%
) Editing communication 90 60.0% 60 40.0%
messages
3 Verifying the message source 97 64.7% 53 35.3%
4 Organizing and arranging 134 89.3% 16 10.7%
content
5 Sharing experiences 63 42.0% 87 58.0%
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Table 9 shows how respondents perceive the effectiveness of Al technology on public relations practice.
Al chatbots were rated higher in creating multimedia communication (78.7%), editing communication
messages (60.0%), verifying sources of information (64.7%), and arranging communication content
(89.3%). Human public relations practitioners were rated higher in sharing professional knowledge and
experience (58.0%), showing that human professionals are still critical in organizational communication.

In conclusion, the above results show that the respondents perceive Al technology as important in
enhancing efficiency in communication activities, information management, and the arrangement of
communication content. However, human practitioners are still critical in communication tasks that
require experience and interaction.

DISCUSSION

The results show that there is a difference in how persuasive communication is perceived in different
contexts and by different features of the message sources. Chatbots powered by artificial intelligence
proved to be more desirable for quick response, structuring information, providing technical support,
producing multimedia content, and organizing the presented information. On the contrary, public
relations professionals were viewed as being better in emotionally challenging, ethical, political,
religious, and scientific communication due to greater involvement of empathy, credibility, and
situational judgment. It means that Al chatbots and human public relations practitioners have different
but complementary skills in communication.

In this respect, hybrid approaches of public relations should be applied in the process, meaning that
quick and reliable chatbots, as well as human public relations practitioners and their interpersonal skills,
would have to be used. Therefore, chatbots would be responsible for fulfilling routine tasks and
providing technical support, whereas human professionals should deal with crises, make ethical
decisions, communicate with stakeholders, and participate in the process of public communication.

The limitations of this research include the fact that the investigation is centered only around individuals
from Kuala Lumpur, and cross-sectional survey approach makes it impossible to measure any changes
in the perception of people concerning the issue. Further studies would have to involve more
participants, who could be from different geographic locations. Moreover, the study should be performed
in other cultural environments, and chatbot applications and generative Al systems should be studied.

CONCLUSIONS

This study analyzed the relative persuasiveness of the two media of communication, that is, Al chatbots
and human PR practitioners, from the point of view of 150 respondents in Kuala Lumpur, Malaysia.
This was done using a structured questionnaire along with descriptive statistics, which covered
communication characteristics, persuasive communication, communication content, technical
characteristics, and Al-supported public relations functions. Results indicate that while neither medium
of communication is better than the other, there are certain contexts where one type of communicator
will be more effective than the other based on certain criteria. Chatbots performed well in
communication characteristics (89.3%), organization of content (89.3%), presentation (80.0%),
creativity and innovation (79.3%), generation of multimedia (78.7%), rapid response (74.7%), and
economic aspect of persuasion (76.0%). They also perform well in personal (68.0%), social (60.0%),
and technical communications (62.7%) due to the speed and structure of information. Conversely,
human public relations practitioners were rated higher in psychological and emotional interaction
(72.0%), ethical communication (68.0%), communication flexibility (77.3%), political communication
(65.3%), religious communication (76.0%), scientific communication (55.3%), and professional
experience sharing (58.0%). Thus, one can conclude that the role of humans in PR will not fade away if
effective communication relies on the ability to be empathic and credible, make ethical judgments, and
build trust with the audience. The presented results allow for the conclusion about the complementary
nature of the advantages of Al technologies and human communicators in contemporary public relations
communication. Therefore, Al chatbots do not need to replace human public relations practitioners but
become a component of hybrid strategies involving both technologies and the competencies of people.
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Further studies should be conducted using more diverse and representative samples; moreover, the
research design could be longitudinal or experimental, as well as the research should focus on generative
Al technologies, personalization and transparency techniques, and ethics governance in relation to PR
communication.
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