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Abstract. The article reveals the historical evolution of advertising
and PR as communication systems and shows how the emergence of the
Internet and Internet marketing radically changed their role, structure and
logic of interaction with the consumer. The essence of advertising as paid
targeted communication focused on stimulating a behavioral response is
determined, and PR as a long-term activity to form and maintain trust,
reputation and mutual understanding between the organization and various
groups of the public. It is substantiated that in the conditions of Internet
marketing these two subsystems can no longer be considered in isolation,
since they are combined into a single field of brand perception, where
the user simultaneously interacts with commercial messages, content
and reputation signals. The work proves that the Internet has become
a critical point of change, as it deprived the monopoly of traditional
media, made the audience an active participant in communication and
introduced a new economy of attention. It is shown that this shift created
the prerequisites for the further transformation of advertising and PR based
on digital technologies based on artificial intelligence. It was determined
that until 2022, the use of such technologies was mainly experimental
and fragmented in nature, was available to a limited number of large
companies and did not massively change management practices. After
2022, thanks to the spread of cloud services and ready-made platforms,
technologies based on artificial intelligence became an everyday tool for a
wide range of Internet marketing entities. It is substantiated that the mass
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implementation of these technologies transforms advertising and PR at
three levels of communication practices. At the operational level, routine
tasks are automated, the possibility of deep personalization and constant
optimization of campaigns in real time appears. At the strategic level, data
from different channels is combined, the integration of advertising and PR
within a single analytical system is strengthened, which makes it possible to
link economic results with the dynamics of public opinion and reputational
risks. At the value level, the importance of ethical decisions, transparency
of algorithms and a responsible attitude towards the use of consumer data
is increasing. It has been proven that the human factor does not disappear,
but changes its function. The author's vision, ethical sensitivity, the ability
to empathy and construct meanings remain key, while technologies based
on artificial intelligence act as a tool for enhancing analytics and efficiency.
The article substantiates that such technologies, like search engines and
social networks, form a new communication infrastructure that will remain
with us in the long term, and therefore requires further scientific research
and rethinking of educational approaches in the field of marketing and PR.

1. Introduction

The transformation of advertising and public relations towards
the active use of digital technologies based on artificial intelligence
is important, as the very logic of communication between the brand
and the consumer is changing. The audience lives in an environment of
constant online presence, information overload and multi-platform, so
traditional approaches to advertising and public relations no longer provide
the necessary speed of response, level of personalization, or depth of
interaction. Digital technologies based on artificial intelligence allow you
to analyze large arrays of behavioral and contextual data, identify subtle
patterns in consumer preferences, predict reactions to messages and adjust
content, format, and communication channel in real time. Therefore,
this increases the effectiveness of advertising budgets, helps to better
align customer expectations and strategic goals of companies, and also
minimizes the risks of unethical or inadequate communication. The urgency
of such a transformation is also enhanced by the fact that competition for
consumer attention is growing, and loyalty is becoming more fragile, so
those organizations that are able to quickly learn, adapt and build a more
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honest and transparent dialogue, relying on data, rather than intuition, gain
an advantage. At the same time, it is also interesting and necessary from the
point of view of the development of creativity, professional roles and the
marketing and public relations industry itself. Digital technologies based
on artificial intelligence take on routine operational tasks, such as technical
testing of ad variants, automated monitoring of the media space, basic
segmentation or building reports, which frees up specialists for strategic
thinking, deep analytics, building meanings and value stories of the brand.
New content formats, interactive campaigns, adaptive communication
scenarios are emerging that change depending on the user's reaction, and this
makes advertising and public relations more lively and flexible. At the same
time, new questions of ethics, transparency of algorithms, responsibility
for manipulative practices arise, which stimulates scientific research and
professional discussions. The transformation of advertising and public
relations systems under the influence of technologies based on artificial
intelligence is therefore not just a technical trend, but a profound shift in the
understanding of how trust, reputation, and emotional connection with the
consumer are built in the digital age, which makes this topic both relevant,
necessary, and truly fascinating.

After Al-based technologies began to be widely used in business,
the transformation of advertising and public relations is gaining even
greater importance, because not only the tools but also the very structure
of the communications market are changing. What was a competitive
advantage yesterday is becoming a standard and everyday practice today.
Recommendation algorithms, automatic advertising purchasing systems,
chatbots, content generation, voice assistants, and consumer behavior
analytics are becoming widely available. In this situation, companies
can no longer limit themselves to simply implementing Al-based digital
technologies, since everyone is doing the same thing. It is important to
reconsider the concept of working with audiences, combining technological
capabilities with a deep understanding of emotions, values, social
expectations, ethics, and transparency. The mass adoption of Al-based
technologies increases the risks of distrust in advertising and PR practices
if the audience feels manipulated, hidden algorithmic biases, or the use
of personal data without informed consent. Therefore, it is important to
form new standards of responsible communication, to learn to explain to
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the audience how exactly artificial intelligence technologies are used, why
data is collected and what benefits not only business but also consumers
receive. This creates space for new research, educational programs,
changes in marketing and public relations training courses, and also opens
up interesting areas for interdisciplinary cooperation between economists,
communication specialists, lawyers, and digital ethics specialists. Thus,
after the stage of simply mass use of artificial intelligence technologies,
the key issue becomes the issue of meaningful, responsible and creative
transformation of the advertising and PR system as a whole.

Thus, the transformation of advertising and PR in response to the mass
introduction of digital technologies based on artificial intelligence appears
as a complex and at the same time inevitable stage of development of
modern Internet marketing, combining technical innovations, new models
of consumer behavior and changing professional standards in the field of
communications. This topic is relevant because it touches on the basic
principles of building trust in brands, forming a reputation and managing
audience attention in conditions of information overload, the rapidity
of trends and the growing sensitivity of society to issues of data ethics.
It is necessary for business, as it allows to rethink communication strategies,
increase the effectiveness of advertising investments, form more stable
relationships with customers and reduce the risks of reputational crises
in an environment where every mistake instantly becomes public. At the
same time, the topic is interesting from a scientific and educational point
of view, as it opens up space for analyzing new formats of interaction,
the role of algorithms in creating meanings, the redistribution of creative
and analytical functions between humans and technologies, as well as
for finding balanced models of responsible use of technologies based on
artificial intelligence in the Internet marketing system. That is why further
research into the transformation of advertising and the PR system as a whole
can be considered an important step towards understanding the future of
communications in the digital age.

2. Transformation of the advertising and PR system
after the emergence of internet marketing
The history of advertising and PR begins long before the emergence of
modern media and even before the formation of markets in the form we are
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familiar with. Already in the ancient civilizations of Egypt, Mesopotamia,
Greece and Rome, merchants used wall inscriptions, signs, symbols on
ceramics and stone to announce goods, craft services, and spectacles, such
as gladiatorial games or fairs. Where literacy levels were low, heralds
played a significant role, who loudly reported news and commercial
announcements, combining information with elements of spectacle. At the
same time, rulers and temples used monumental architecture, inscriptions,
and religious rituals to assert their own authority and form the desired
image of power in the minds of their subjects. Modern researchers interpret
such practices as early forms of both advertising communication aimed at
attracting attention to a particular object and prototypes of PR associated
with the legitimization of government and influencing public opinion. With
the spread of printing in Europe from the 15th century, advertising reached
a new level. Printing workshops and publishers began to place signs and
short announcements about their services, and with the appearance of
the first periodicals in the 17th century, advertising messages gradually
occupied a separate space in them. Newspapers and later magazines created
a stable channel for commercial communication, which allowed them to
address wider audiences than city squares or bazaars. During the same
period, various political and religious movements actively used leaflets,
pamphlets, public speeches, petitions and boycott campaigns to change
public sentiment, for example, in the fight against the slave trade in Britain
and the USA. Such actions are often considered historical predecessors
of PR, as they combined systematic work with public opinion, thoughtful
argumentation and the use of multiple channels of influence. In the 19th
century, along with industrialization, the development of the capitalist
economy and mass production, advertising turns into a powerful economic
force. The increase in newspaper circulation, the emergence of illustrated
magazines and the reduction in the cost of printing created conditions under
which manufacturers of industrial goods, banking institutions, transport
companies and other businesses began to systematically use advertising
to stimulate demand [1-3]. Gradually, specialized advertising agencies
emerge, which take on the role of mediator between the advertiser and
the media, develop creative concepts, slogans, visual images and media
plans. During this period, the first elements of professional standards are
formed, for example, awareness of the difference between awareness and
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conviction, the emergence of legal restrictions on misleading advertising,
attempts at audience segmentation. Advertising becomes an integral part of
the consumer goods market, supporting the formation of brands and new
consumption models, and gradually moving from text ads to more emotional
and imaginative forms. The modern history of PR as a professional activity
is usually associated with the beginning of the 20th century. In 1900, the
Publicity Bureau was created in the USA, which is considered one of the
first specialized structures providing services in the field of public relations.
Already at the beginning of the century, key figures such as Ivy Lee and
Edward Bernays, who are often called the fathers of modern PR, appeared.
Ivy Lee formulated the principles of open public information, developed
the press release format and the idea of two-way communication, where the
organization not only speaks, but also listens to society. Edward Bernays
combines PR practice with the ideas of mass psychology, considering the
influence on public opinion as a scientifically controlled process based on
the study of motives and unconscious attitudes. Both approaches develop in
parallel and lay the foundation for the professionalization of PR, the creation
of the first agencies, training courses, and codes of ethics that distinguish
legitimate work with stakeholders from crude propaganda.

Throughout the 20th century, advertising and PR have developed together
with new media, first radio, then television, and later cable channels, satellite
broadcasting, and finally the Internet and social networks. Advertising has
moved from the dominance of print ads to audiovisual formats, where sound,
rhythm, editing, and recognizable images accompanying mass brands play
an important role. PR integrates the experience of military propaganda,
corporate anti-crisis campaigns, and state information programs, gradually
building models of long-term reputation management. In the second half
of the century, professional associations, magazines, and research centers
were created, where theories of communication management were formed,
methods for assessing effectiveness, and standards of ethical behavior were
developed. With the advent of Internet marketing and user-generated content
platforms, advertising and PR became even closer, since the same audience
reacts in real time to both commercial messages and reputational actions
of companies. At the current stage, this is being supplemented by digital
analytical tools and technologies based on artificial intelligence, which do
not cancel the historical evolution of advertising and PR, but continue it,
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making these areas even more complex, interconnected, and dependent on
public trust [4-6].

The Internet changed everything because it broke the old rules of access
to information, time and space. Previously, to learn something, you had to
go to the library, buy a newspaper, wait for the TV news, ask your friends.
The Internet made information constantly available, almost free and
instant. A person can compare prices at any time, check the reputation of
a company, read reviews, find an alternative. This destroyed the monopoly
of those who owned communication channels, large media and advertising
in the traditional sense. A brand can no longer simply declare that it is
the best, because the user checks in a few seconds whether it is really so
and sees the experience of other people. As a result, the balance of power
between companies and consumers is changing, as is the very logic of trust
in information. At the same time, another reason is that the Internet has
turned every person from a passive listener into an active participant in
communication. Previously, those who had access to the airwaves or printed
publications spoke, while everyone else only listened and occasionally
wrote letters to the editor. Yes, with the advent of the Internet and especially
social networks, everyone can create content, comment, criticize, and unite
with other people around certain topics or brands. For advertising and PR,
this means that there is no longer complete control over the information
flow. Any video, publication, mistake, or unsuccessful phrase is instantly
discussed, copied, and reinterpreted. Therefore, communication turns into
a constant dialogue. You need not only to speak, but also to listen, respond,
explain, and build relationships, not just launch campaigns. In essence, the
Internet has created a new economy of attention. A person constantly sees
hundreds of messages, notifications, advertisements, posts from friends,
news, and videos. The most scarce resource has become not information,
but the ability to concentrate. In such a situation, advertising and PR can
no longer work only on volume and repetition. You need to be useful,
interesting, and relevant, get into the right context, and take into account the
person’s state at a particular moment. That is why online marketing, digital
analytics, personalized messaging, and later artificial intelligence-based
technologies began to develop rapidly, helping to better understand the
behavior and expectations of the audience. The Internet created conditions
in which, without fine-tuning of communication, a brand simply gets lost in
the noise (Table 1).
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Table 1

Essential foundations of internet marketing today

. Key. Substantive description of internet marketing today
dimension
1 2

Internet marketing today is built around the complete customer
journey rather than isolated campaigns or single clicks. The brand
plans how a person discovers information, compares options,
makes a decision, uses the product and shares feedback, and then

Customer . . e . . .

. it designs communication for every step. Websites, social media,
centric journey . >
f email, messengers and support channels are coordinated so that the
ocus ’ X
experience feels coherent and continuous, not fragmented. The core
idea is that long term value comes from understanding real needs
and frustrations of people and adapting digital touchpoints to reduce
friction and increase satisfaction.
Digital channels turn marketing into an ongoing dialogue instead
of a one way broadcast. People comment, react, remix content
and involve their own communities in the conversation about
- a brand, which means that listening becomes as important as

Interactivity king. Modern i keting therefore includ .

and continuous | SPeaKIng. Modern 1pternet marketing t erefore includes communlty

dialogue management, real time responses and participation in public

discussions, not only scheduled posts and pre planned messages.
The success of a brand depends on its ability to answer questions,
accept criticism, explain decisions and build trust in an open and
sometimes unpredictable environment.

Data driven
decision
making

Internet marketing is strongly shaped by the use of behavioural

and contextual data that come from clicks, searches, views, sign ups,
purchases and feedback. Teams rely on web analytics, attribution
models and experimentation to understand which elements

of communication actually work and which only look attractive

in theory. Decisions about budgets, channels, audiences and creative
formats are increasingly based on evidence rather than intuition or
hierarchy. This data orientation does not remove creativity, but it
disciplines it because ideas must prove their value in measurable
outcomes that can be tracked over time.

Integrated
multichannel
presence

The contemporary internet environment is fragmented across many
platforms and devices, which forces brands to think in terms of
integrated presence. A person may see a video on a social network,
later search for reviews, then read a blog article and finally receive
an email reminder, and all these elements need to tell one consistent
story. Internet marketing coordinates search, display, social, content
and email activities so that they support each other instead of
competing for attention in a chaotic way. Integration also means that
technical infrastructure, design language and tone of voice

are aligned, which helps users recognise the brand quickly and feel
safe when interacting with it.
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End to Table 1

1 2

At the centre of internet marketing stands the idea that brands must
create real value for people through their content and services, not
only push promotional messages. Educational materials, how to
Value oriented |guides, stories from customers and helpful tools make the brand
content and useful in everyday life, which builds trust that cannot be bought only
long term with paid advertising. The goal is to transform occasional visitors
relationships  |into engaged subscribers, community members and loyal advocates
who recommend the brand to others. This long term relationship
orientation shifts attention from short term clicks to lifetime value

and encourages more responsible communication practices.

Source: formred by the author

Advertising, in its simplest sense, is a form of targeted communication
in which one party tries to draw the attention of another party to a specific
product, service, idea or brand with a clearly defined goal. Usually,
advertising is paid, the customer is a specific entity that is interested in
changing the behavior or attitude of the consumer. In the classic model, the
sender of the message is distinguished, i.e. the advertiser, intermediaries,
such as agencies and media, the communication channel, i.e. a television
commercial, a banner, a publication on the Internet, the advertising
message itself, and the recipient, i.e. the target audience. It is important
that advertising does not simply inform, it seeks to persuade, encourage
a purchase, to try a new product, to switch to another brand or to support
a certain behavior, for example, to participate in a social initiative. In the
modern approach, advertising is considered as part of a broader system
of marketing communications, therefore it should be based on market
research, analysis of consumer motivations, careful budget planning and
further evaluation of results [7-9].

PR or public relations is a different, albeit closely related, area of
professional communication. While advertising focuses primarily on
promoting goods and services, public relations focuses on forming,
maintaining and protecting the reputation of an organization, person, brand
in the eyes of various public groups. Public relations is understood as
systematic and long-term activities aimed at building mutual understanding
and trust between an organization and its audiences, which include customers,
partners, employees, government agencies, local communities, the media
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and the wider society [10-12]. The focus of public relations is not so much
on a direct appeal to buy as on the formation of a positive image, explaining
decisions, responding to criticism, managing crises, communicating
values and missions. Historically, public relations has developed from
simple information to complex strategies that combine analytical tools,
creativity, psychology and understanding of social processes. When we
talk about an advertising system, we mean not only a separate commercial
or advertisement, but a whole ordered set of elements that interact with
each other. Such a system includes subjects, i.e. advertisers, advertising
agencies, media companies, creative studios, research organizations, as
well as consumers, public associations, and state institutions that regulate
advertising activities. An important role is played by processes such as
market analysis, formation of campaign goals, selection of target audience,
development of creative concept, production of materials, media planning,
placement of advertising and subsequent evaluation of effectiveness.
The system also includes resources, financial, human, technological,
dominant rules of the game, in particular legislative restrictions on the
content of advertising, consumer protection, fair competition. It is the
totality of these elements and the connections between them that transform
advertising from a separate message into a complex organized system in
which each decision affects the overall result. It includes subsystems of
internal communications with employees, external communications
with clients, partners, authorities, media relations, within which contacts
with journalists and editorial offices are formed and maintained, crisis
communications, responsible for responding in situations of conflicts,
scandals, negative information waves. Important components are also
corporate social responsibility programs, measures to create a positive image,
organization of events, public speeches, participation in public discussions.
For effective work, the public relations system uses a cycle that includes
situation analysis, goal setting, event planning, implementation, constant
monitoring of audience reactions and final evaluation of results. Therefore,
public relations is not a one-time action, but continuous communication
management, where consistency, honesty, transparency and the ability to
listen, not just speak, are important [13-15].

It should be noted that in more modern organizations, advertising
and public relations are increasingly considered as elements of a single
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communication system that supports the development strategy of a business
or other structure. Thus, advertising provides visibility and stimulates short-
term consumer reactions, such as purchases, registrations, and website
visits, while public relations builds long-term trust, strengthens reputation,
and creates a context in which advertising messages are perceived more
positively. Together, they help organizations explain their goals and values,
manage stakeholder expectations, and strengthen relationships with partners
and society. Such an integrated communication system already at a basic
level requires a clear understanding of what advertising is, what public
relations is, what tasks each of them solves, and what their similarities
and differences are. Only then can we move on to the next steps, such as
analyzing the impact of digital technologies based on artificial intelligence
and new models of Internet marketing, but the foundation always remains
the basic definitions and structure of advertising systems and PR systems
as a whole.

The essence of Internet marketing is that it is not just a transfer of
traditional advertising to the digital environment, but the construction of
a holistic system of communication and exchange of value between the
company and the consumer on the network. Internet marketing covers the
entire user journey from the first contact with the brand in the online space
to repeated purchases and recommendations to other people. The focus is
not on a separate ad, but on the person’s experience during interaction with
the website, social media page, email, mobile application, service support.
Therefore, Internet marketing combines elements of classic marketing,
psychology, design, programming, analytics and work with content,
creating a new logic of the brand’s presence in the external environment. If
traditional media worked mainly in one direction, when the company speaks
and the audience listens, then on the Internet users can immediately react,
comment, ask questions, share or boycott content. Internet marketing is
based on a continuous dialogue, in which the company not only broadcasts
messages, but also listens, observes reactions, takes into account the mood
of communities, tests different formats and adapts its actions. This turns
marketing into a flexible process of setting up interaction in real time,
where the result depends on the brand's ability to adequately respond to
signals from the audience (Table 2).



IC sciences»

Chapter «<Econom

A0yInp 2y Aq paauLiof :224n0g

"AJBJ0APE PUE SULIBYS ATBJUN[OA
ysnoxy) Surpuads pajrwi] jo
30939 oy Ajdnnw ues uonorISIUL
[np03dsar opym ‘d3ewep
[euoneindor ojur Aipiqisia pred
wmy Apomb ueo on3ojerp pojpuey
AJ1004 "193pnq eIpaw Y} JO JZIS
oy} uo A[uo jou ‘pueiq ) Jo
opnIpe SuIu)si| pue ANoNUIYINe
paardo1ad At uo spuadop $s900ng
‘Apjomb s1opoddns yueyy pue
SOYE)SIUW D110 ‘Ssuonsanb romsue
0} AJI[Iqe 9} pue SuLIo}IUOW W}
[ea1 quawoFeurt AJUNWIOD
oAnjoE opnjoul 3snw sugredwe))

"J]9SII BIPI 9ATJRAID

[} SB YONU SB I9)JBW SSOUIATISUOdSaT
pue 9u0] 9X)JU0I JIYM ‘SUONORIdUI
Jo weans Sulal siy) ojur paderd are
S98essowr SUISIIIOAPY “OwWI) [BAI UL
uondaoiad orjqnd Surdeys 1010 yoes
M OSJe INq SPUeRIq Y)IM AJUO J0U
e 03 ojdoad Bomm 5100} Surgessour
pue swope[d MIIAI ‘SYI0MIAU
[€100§ Ju2)u0d 210U 10 Joddns
QSIONLIO ‘QIBYS ‘JUAWIIOD AJjue)Sul
UBD SIOSN AIOYM SUOTIBSIIAUOD OJUT
suSredwes wIny SJUSWUOIIAUD dUI[UQ

‘W) Ul SUOIORAI [BAI PUB)SIOPUN
0} pIey J1 9pew YoIyM ‘SA9AINS
[BUOISEOJ0 1O SOIISIJBIS SI[BS JO

ULIOJ 9] UI A[UO SWED U0 pue
PIjUSWIS eI} “MO[S SEM JOBqPID]
“doys e 03 S)ISIA J0 S[[ed duoyd
puoKaq asuodsal Jo211p 10
sanrunyioddo pajiwn A19A ypim
‘peal 10 u9)sI| ‘yoyem 0y Ajduwis
91doad pajoadxo pue erpaw ssew
ySnoxyy 93jods spuelq ‘SIOAII
Jalssed se A[3sowr 9oudIpne Ay}
Parean) SUISIOAPE [BUOIIPRI],

ong3orerp
JAI}ORIOIUI 0}
Junseopeolq;
Aem quo woIg

"ONJeA W] JoysIy

pue sdigsuonejor 10doap 10§ 9oeds
suado ose Jnq ‘uonesrundo
Juro3uo pue sonkjeue pa[rejop
‘UONBUIPIOOD [QUUBLD SSOIO

10J PI9U Y} SISBIOUI SIY ], "IJO
doap Koy} a1oym pue Aouinol]
oy ygnouy) ssaxsoxd apdoad
moy JuisATeue 03 suorssarduwur
3unUNOd WO} SAOW UOHBN]BAD
pue Suruue|q -oFessow JuryLns
J[3uls © uey) Joyjel SuoroRIUI
[[eWS AUBW JO 9OUIIIYO0D UO
spuadop sseoons dours ‘@Injonns
ur x3[dwod d10W pue W) ul
I03uo] owoo9q sudredwe)

‘TeonoylodAy uey) 1oyjel

d[qeadeuew pue J[qIsia Kounol oy
SoYeW oIyM ‘su1odyono) asay) SsoIoe
InOIARYQq SUr{orI) MOJ[E S[00) [eNII(
‘110ddns 19)e] pUB UOISIOAP B PIEMO)
uosiaod ay) pes| pue jooid opraoxd
‘s)qnop 2onpai ‘suonsonb oyroads
JIoMSUR 0} PAUSISIP SI JOLIU0D OBH
‘[TEWd PUE S[OUUELYO OJPIA ‘SIISGIM
‘suiope[d [B100S YoIeas se yons
syurodyono} [e3ISIp Auew Y)Im AQUInof|
snonunuod e se udredwed Jy) 29s 0}
SpuelIq SoeIN0OUd SUNINIEW JOUIAU]

"TONEJTUNUIIO)

dn morjoj pue Surwn ‘seapt
9A1JEAIO UDAM)2Q UONJBUIPIOOD
yeam ym ‘Apuapuadapur
PA3IOM UDIJO BIPIW JUdIPIJ
"[TeIop Ul paInseaur AJoJel pue
paurdewr A[y3nos AJuo sem
aseyoand 03 30LIUOD JSIY WOIJ
JIowo)snd [enpIAIpul ue Jo yyed
oy} AIYM ‘SoFBSSOW dqeIoWUL
SuneaIo pue [oUUBYD YorBd Ul
[oeaI urAnq uo sem snooy
U], "SJeuLIO} 100pINo pue JuLid
‘OIpEI ‘UOISIA[0]} Ul sjuowooe[d
eIpow ojetedos punore Ajurewr
PasIuE3Io sem SUISTHIOAPY

Kouanolf|
JOWOISND
pajersajur 0}
syuowoded
eIpow
PAIL[OSI WOI]

sugredwed SuIsnIdApe .10J

suonedjdwr urej

JURWUOITAUD

Sunayew

JOUIAUI AY) UT SINSLIIIBIBYD MIN

JOUId)UI A10J3( UODEN)IS

UOPRULIOJSUL.L)

Jo uonduq

sugreduwred SUIS[IIAPE JUI[UO JO UOI)BULIOJSURI) JO SUONIII(

za1qeL

599



600

Inna Boychuk

Thus, every click, page view, like, search, filled out form creates
information that can be collected and used to more accurately understand
people's needs and behavior. Internet marketing relies on web analytics
systems, segmentation tools, campaign management platforms, as well
as digital technologies based on artificial intelligence, which help predict
likely user actions, automatically select relevant content, and optimize
budgets. Thanks to this, marketing decisions are less and less based only
on the manager's intuition and are increasingly based on facts, patterns
and proven hypotheses, which increases the effectiveness of actions in the
digital environment.

I believe that a brand should be present where its audience lives and
speak a language that is understandable to this audience. Websites, blogs,
social media pages, video platforms, podcasts, review pages, marketplaces
become not just a showcase, but a space for dialogue and community
creation. Internet marketing requires a well-thought-out content strategy,
where each material, text, video, image, interactive element performs
a specific function, for example, to attract attention, explain the benefits
of the product, dispel doubts, encourage action, support the client after
the purchase. Thus, content becomes the main tool for building trust and
an emotional connection with the consumer. Thus, Internet marketing is
associated with product development, pricing, logistics, service, reputation
management and PR. In essence, it helps to form long-term relationships
with customers, collect feedback to improve the offer, create competitive
advantages in a global competition where the consumer can choose any
company in the world. Ultimately, the essence of internet marketing lies
in the combination of technological tools, creative thinking, and strategic
vision that allows organizations to remain visible, useful, and persuasive in
the digital age.

The emergence of Internet marketing has forced advertising and PR
systems to change the very principles of their work, and not only the
channels for distributing messages. If earlier communication was built
around mass media such as television, radio, and the press, then on the
Internet the audience is scattered between a large number of platforms,
communities, and services. Therefore, this means that advertising has
ceased to be a purely one-way flow from the brand to the consumer. It has
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turned into a sequence of touches at various digital touch points. Banners
on websites, search advertising, presence on social networks, content on
video platforms, emails, and push notifications together form a single user
experience. In such conditions, the classic model of a one-time campaign
almost loses its meaning. Instead, advertising becomes a continuous process
that constantly maintains the brand's presence online, adapts to people's
behavior, and responds to changes in the external environment. For the PR
system, Internet marketing has become a catalyst for the transition from
controlled messages to an open dialogue with numerous audiences. So, if
earlier the main emphasis was on working with the media and official press
releases, today a significant part of reputation is formed in social networks,
on thematic forums, in comments under posts of opinion leaders, in reviews
on e-commerce platforms. PR specialists are forced to work with an
environment where any person can become a source of information, and an
informal post can influence the perception of a brand no less than an official
statement. This has led to the emergence of new practices, such as online
reputation management, monitoring the tone of discussions, working with
bloggers and influencers, and active participation in public discussions in
real time. The PR system has become more sensitive, mobile, and dependent
on constant monitoring of the digital space.

Advertising under the influence of Internet marketing has become
much more precise, targeted, which was previously almost unattainable in
traditional media. Instead of general messages aimed at broad audiences,
companies began to create segmented campaigns for different groups of
users depending on their interests, behavior, purchase history, and location.
The ability to track a user’s journey from ad exposure to a specific action
made it possible to link advertising costs to real results. This changed the
role of advertising in the management decision-making system. In essence,
it became not only a tool for creative brand expression, but also an accurate
mechanism for achieving measurable goals in sales, customer acquisition,
andretention of existing customers. Atthe same time, such accuracy increased
the responsibility of advertisers, because any unsuccessful communication
is instantly reflected in performance indicators. For the PR system, Internet
marketing opened up the opportunity to constantly maintain contact with
audiences, rather than being limited to episodic informational occasions.
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The official website, social media pages, newsletters, online events, streams,
webinars have become tools through which an organization can explain its
decisions, talk about internal processes, demonstrate responsibility and
openness. This has changed the tone of communication. It has become less
formal, more dialogic, focused on explanations and discussions, and not
just on one-sided information. At the same time, the risks of crisis situations
have increased, because any conflict or mistake instantly becomes visible to
a wide range of people. Therefore, the PR system was forced to implement
rapid response procedures, anti-crisis action scenarios, and algorithms for
coordinating positions in real time, which was previously less critical.
Atthe same time, another important transformation has been the convergence
of advertising and PR systems within a single Internet marketing strategy.
Organizations are increasingly considering advertising campaigns, content
on social networks, work with opinion leaders, participation in public
discussions as parts of one holistic process, and not as separate activities of
different departments. Advertising strengthens the messages that are formed
by the PR system, and PR maintains trust, without which even the brightest
advertising is perceived skeptically. In the digital external environment,
this interaction becomes especially noticeable, because the user easily
moves from an advertisement to a brand page, news messages about the
company, reviews, discussions. All this creates a single field of perception
in which it is no longer possible to clearly separate where advertising ends
and PR begins. It was the emergence of Internet marketing that made such
integration not just desirable, but actually a necessary condition for effective
communication.

3. Transformation of the advertising and PR system
after the mass introduction of technologies
based on artificial intelligence
The mass introduction of digital technologies based on artificial
intelligence after 2022 was a turning point for the advertising and
PR system, because these technologies moved from the category of
experiments to the level of everyday tools. Until 2022, many companies
perceived algorithms based on artificial intelligence as something complex,
expensive, available mainly to global corporations with very large budgets
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and their own teams of analysts and programmers. Therefore, the use of
such approaches was often limited to point pilot projects without a systemic
impact on the entire communication strategy. After 2022, a large number
of cloud services, platforms with ready-made modules, interfaces without
the need for programming appeared, which allowed even small companies
to integrate technologies based on artificial intelligence into daily work.
The advertising and PR system began to rely not just on general
digitalization, but on constant automated analytics, content generation,
personalization and modeling of audience behavior. Thus, in advertising,
the transformation has manifested itself in the fact that the planning,
creation and placement of communications have become much more
automated and data-driven. Systems based on artificial intelligence analyze
millions of contacts with users, find out which combinations of visual
elements, texts, headlines, display time and types of audiences give the best
result, and adjust campaigns almost in real time. It has become possible
to massively create different variants of advertisements, dynamically
adjust content to a specific person, to their viewing history, purchases,
geolocation. Until 2022, most of these actions were performed manually
or using simpler algorithms that did not provide such a level of flexibility
and speed. Advertising departments spent a lot of resources on routine tasks
and rather rough segmentation, so deep personalization remained a rarity,
not the standard. For the PR system, the mass use of digital technologies
based on artificial intelligence after 2022 meant a qualitatively new level of
work with the information space. Modern tools can track brand mentions
in news, social networks, blogs, video platforms in near real-time, analyze
the tone of statements, identify potential conflict topics, risk groups, and
opinion leaders who shape the agenda. In essence, Al-based algorithms help
quickly create drafts of statements, responses, and communication scenarios
for different scenarios of the situation. Until 2022, most companies relied
on manual monitoring, a limited number of sources, and retrospective
analysis, so the response to crises was often late and the picture of public
opinion was fragmented. Today, the PR system is increasingly turning into
an early warning center for reputational risks with support for Al-based
technologies (Table 3).
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Table 3
Place of Al based technologies in marketing
Role of
Al based Detailed explanation in contemporary marketing
technologies
1 2
Al based technologies increasingly handle repetitive and time
consuming tasks that previously required large operational teams.
Examples include automatic bidding in advertising platforms, smart
Automation scheduling of posts, first level responses in chat based customer
of routine service and initial classification of feedback or support tickets.
. By taking over these activities, Al based tools free human specialists
operations . . e T .
to focus on strategic questions, qualitative insights and creative
problem solving. Automation also reduces the risk of human error
in large scale campaigns and allows constant optimisation that would
be impossible to maintain manually
One of the most visible contributions of Al based systems to
marketing is the ability to personalise communication for millions
of users in a dynamic way. Algorithms analyse browsing history,
Personalisation purchase patterns, device information and interaction data to predict
and what kmq of message, offer or content will be most relev.ant )
segmentation for a particular person at a specific moment. This makes it possible
at scale to display different products, headlines or visuals to different users
visiting the same page or application. As a result marketing moves
from broad general segments to fluid micro segments, which can
significantly increase engagement and conversion if handled ethically
and transparently
Al based technologies help marketers move from descriptive metrics,
such as simple counts of clicks, to deeper analytical insights and
predictions. Systems can discover hidden patterns in large datasets,
Insight highlight emerging behaviours, forecast future demand or identify
generation users that are likely to churn. These capabilities support better
and budgeting, more realistic sales planning and early identification
prediction of risks or opportunities in the market. Instead of reacting only after
problems appear, companies can use predictive signals to adjust
campaigns, modify offers or prepare communication strategies
in advance, which strengthens their competitive position
Generative tools based on artificial intelligence have started to
influence how marketing content is created, tested and improved.
They can propose alternative headlines, visual concepts, article drafts
Support for  |or video scripts that human teams then refine according to brand
creativity values and cultural context. This speeds up experimentation because
and content |many creative options can be produced quickly and evaluated with
production  |real audiences. At the same time the final responsibility for tone,

ethical boundaries and emotional resonance remains with human
professionals, who decide which ideas are acceptable and which might
harm reputation or sensitive groups
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End to Table 3

1 2

The growing presence of Al based technologies in marketing changes
not only tools but also required competencies and rules of governance.
Marketers need to understand how algorithms work at a conceptual
level in order to interpret their outputs, recognise biases and avoid
Transformation |overreliance on automated recommendations. Organisations are

of skills, pushed to develop internal guidelines on data usage, transparency
ethics and towards customers and acceptable levels of personalisation,
governance |especially when dealing with vulnerable audiences. In this sense

Al based technologies become a catalyst for new discussions about
responsibility, fairness and long term societal impact of marketing
practices, linking everyday campaign decisions with broader questions
of trust and digital citizenship.

Source: formred by the author

It is important that after 2022, advertising and PR systems began to
interact differently with each other precisely due to the massive use of
shared digital platforms. Data from advertising campaigns, user behavior
on the site, reactions on social networks, news publications are now
combined into single analytical panels, where systems based on artificial
intelligence reveal connections between sales, changes in audience
sentiment and information events. This allows you to plan communications
comprehensively, taking into account not only short-term advertising
effectiveness indicators, but also the long-term impact on reputation. Until
2022, such integrated solutions were rather the exception than the rule, as
they required expensive individual developments and the involvement of
narrow technical specialists. Now many of these capabilities are available in
the form of ready-made products, which significantly lowered the threshold
of entry. In my opinion, changes in professional roles and decision-making
culture in advertising and PR systems deserve special attention. After the
mass introduction of Al-based technologies, specialists are spending less
and less time on mechanical operations, such as manual sorting of reviews,
initial compilation of media lists, basic campaign statistics. Instead, they
are focusing more on data interpretation, ethical aspects of using personal
information, and the formation of meanings and value positions of the
brand. Until 2022, a significant part of the work in the advertising and PR
system was associated with routine information processing, and the very
idea of transferring this to Al-based systems caused distrust, fear of loss of
control, and concerns about the quality of results. The mass appearance of
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understandable tools with simple interfaces gradually changed this attitude
and made Al-based technologies a working partner, rather than an exotic
experiment. The explanation for why the use of Al-based technologies in
advertising and PR systems was relatively limited until 2022 is associated
with a combination of technical, economic, and psychological factors.
Algorithms were less mature, their implementation required significant
investments in infrastructure, data storage and processing, as well as
in specialists, of whom there were very few on the market. Data use
regulations were just being formed, businesses were afraid of reputational
risks associated with the opaque use of personal information. Therefore,
after 2022, the situation changed, as the computing power of cloud services
increased, mature platforms with ready-made work logic appeared, public
attention to digital technologies sharply increased, and competition in online
marketing forced companies to look for new tools. As a result, it was during
this period that artificial intelligence-based technologies turned from a rare
innovation into a mass standard that radically transforms the advertising
and PR system and sets the direction for further research on this topic.

The human factor in advertising and PR remains decisive, even despite
the mass introduction of artificial intelligence technologies after 2022.
Therefore, at the center of this sphere is always a person with his emotions,
values, experience, fears, hopes. Advertising and PR messages work only
when they touch on the true needs and internal beliefs of the audience.
It is people who formulate the brand's mission, feel public sentiment,
understand cultural contexts, distinguish appropriate provocative creative
from cynical manipulation. The human factor also includes ethical
decisions, such as the willingness not to use sensitive topics for the sake of
quick attention, admit a mistake, make an unpopular but honest decision in
crisis communication. At the same time, the same human factor is a source
of prejudices, emotional reactions, errors in judgment, fatigue, inattention,
which sometimes leads to unsuccessful campaigns, reputational scandals,
and inadequate response to criticism. That is why the combination of human
creativity and empathy with the accuracy of digital systems is becoming a
key theme in the modern development of advertising and PR. In essence,
technologies based on artificial intelligence partially replace people where
it comes to routine, mass and repetitive work, where speed and the ability
to process huge amounts of data are important. Such systems are already
able to independently optimize advertising placement, automatically select
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audiences according to hundreds of parameters, test dozens of ad variants,
predict which content formats will cause the greatest reaction, and adjust
the campaign without constant intervention of the employee. In the PR
sphere, technologies based on artificial intelligence can monitor thousands
of sources, analyze the tone of texts, and identify trends in attitudes towards
the brand even before a person intuitively notices a problem. In such areas,
automation actually replaces traditional manual labor and allows you to do
without large teams that previously performed technical functions. That is
why after 2022, when such tools became widely available, many companies
felt that some of the tasks performed by junior specialists could already be
transferred to artificial intelligence-based systems.

Thus, at the most crucial moments, these technologies rather reinforce
humans than completely replace them. Al-based systems can offer a thousand
headline options, but it is humans who understand whether they correspond
to the brand’s values, whether they affect vulnerable groups, or whether they
turn the campaign into a cheap scandal. Algorithms can show that certain
topics or words evoke strong reactions, but the decision about whether to
amplify these reactions should be made by people who are aware of the
consequences for society and the company’s reputation. In more crisis
situations, where sincerity, tone guidance, recognition of responsibility,
apology, empathy are important, it is the human voice of a PR specialist
that builds trust. Al-based technologies can prepare analytical background,
message options, and scenarios, but the final formulation of key messages
and the choice of strategy remain the responsibility of humans. Looking more
broadly, after 2022, a new model of division of labor between humans and
technologies based on artificial intelligence in advertising and PR systems has
emerged. Systems take on the heavy invisible part of the work associated with
processing large amounts of information, searching for patterns, and technically
optimizing campaigns. Humans focus on forming meanings, long-term brand
positioning, creating complex communication strategies, and interpersonal
interaction with partners, journalists, and opinion leaders. This does not mean
that the risks of replacing professions have disappeared. On the contrary, those
roles that are reduced to the mechanical execution of instructions without
deep analysis and creativity are gradually disappearing or radically changing.
However, for those who are ready to combine tools based on artificial
intelligence with their own critical thinking, ethical sensitivity, and creativity,
the opportunity to work at a qualitatively new level opens up (Table 4).
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So, the human factor in advertising and PR does not disappear under the
influence of artificial intelligence-based technologies, but changes its nature.
Mechanical skills of manually setting up campaigns are less important,
instead, the ability to ask the right questions to the data, check the adequacy
of algorithm recommendations, notice ethical risks in time, build valuable
and emotional stories that go beyond dry statistics becomes more important.
These technologies can replace people where speed, scale and accuracy are
needed in routine processes. They can help people where deep analytics,
scenario thinking, modeling the consequences of various communication
decisions are needed. But the responsibility for what the advertising and PR
system will be in society, how honest, humane and focused on long-term
trust it will be, remains with the people who make strategic decisions and
determine how to use artificial intelligence-based technologies in modern
Internet marketing models.

Artificial intelligence technologies are becoming a permanent tool
because they are already embedded in everything we use every day, just
like search engines and social networks once were. In essence, they are
becoming not a separate miracle, but a hidden mechanism inside familiar
services. For example, product search, video recommendations, news
filtering, advertising settings, automatic translations, customer support
in chat, text drafting, review analysis, even email sorting are already
powered by algorithms that learn from data and are constantly improving.
When technology finds itself in such a large number of everyday tasks,
it ceases to be a temporary trend and becomes a new “infrastructure”
of communications, like the Internet or mobile communications. It is
already difficult for businesses to abandon precise targeting, fast analytics
and automation, because competitors use them, and consumers expect
personalized, convenient and fast service. There is another reason why
these technologies will stay with us for a long time. They create a self-
reinforcing effect. The more companies use them, the more data, cases,
ready-made tools, specialists, training programs appear. This lowers the
barriers to entry for other players and accelerates their spread. Today, a
marketer or PR specialist can work with Al-based technologies through
simple interfaces, without deep technical knowledge. This is reminiscent
of the moment Google appeared. At first, the search engine was just one
of the capabilities of the Internet, and then it became a standard without
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which it is difficult to imagine working with information. The same thing
happened with social networks, at first they were entertainment, and then
a key channel for business, politics, education. Al-based technologies are
repeating this path, but even faster. They are already integrated into Internet
marketing, advertising, PR, analytics, content creation, and therefore will
not disappear in the future, but will change, becoming invisible in form but
decisive in impact.

Summarizing the directions of the transformation of the advertising
campaign on the Internet, we can say that the main shift is the transition
from disparate media placements to holistic management of the user's path
and continuous digital experience. Advertising no longer exists as a separate
video, banner or ad, it is built into the sequence of human touches with the
brand. The consumer sees the message in search, social networks, on the
website, in video and in email, and each of these points should logically
support the previous one. At the same time, the nature of communication
is changing, as the Internet makes it interactive. The campaign turns into
a dialogue with the audience, where user reactions, comments, feedback
and discussions affect the perception of the brand no less than the initial
creative. On this basis, the value of data increases. Campaign planning
and adjustment increasingly relies on digital analytics, hypothesis testing,
and behavior assessment at every stage of the user journey, rather than just
managers’ intuition or general statistical indicators. With the introduction
of Al-based technologies, the transformation of advertising campaigns
is becoming more complex and at the same time accelerating. Campaign
management is moving from manual settings to automated systems that
analyze large data sets in real time, change bids, select formats, reallocate
budgets, and test dozens of creative options without constant human
intervention. Targeting is changing from coarse broad segments to dynamic
personalization, when the system shows different messages to different users
depending on their history, interests, and context of interaction. Analytics
goes beyond simple reports and increasingly relies on predicting behavior,
expected customer value, and early detection of risks. In such a model,
the roles of specialists shift from technical manual work to setting goals,
controlling ethical boundaries of data use, interpreting results, and aligning
automated decisions with brand values and long-term reputation strategy.
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4. Conclusions

Summarizing all that has been said, we can see that advertising and
PR have come a long way from wall inscriptions, heralds and the first
newspaper ads to complex integrated communication systems that operate
in a digital environment in a mode of almost constant interaction with
the audience. At first, their role was to simply inform and maintain the
authority of the authorities or the seller, later they became a key mechanism
for forming brands, stimulating demand and influencing public opinion.
Thus, the very emergence of the Internet destroyed the old model of one-
way communication, deprived the monopoly of traditional media, turned
each user into an active participant in the process and created a completely
new context in which advertising and PR are forced to work in conditions
of constant dialogue, transparency, instant reactions and a fierce struggle
for attention. On this foundation, Internet marketing was formed, which
combined content, analytics, work with digital channels, reputation
management, as well as building long-term relationships with customers
based on their real experience of interacting with the brand online. Thus,
the next turning point was the massive introduction of digital technologies
based on artificial intelligence after 2022, when these solutions ceased to be
a rare experiment and turned into a daily working tool for advertising and
PR systems. They automated routine processes, made deep personalization
possible, operational reputation monitoring, precise planning and adjustment
of campaigns, combined data from different sources into a single analytical
field and, in fact, became a new invisible communications infrastructure,
similar to how search engines and social networks once took root. At the
same time, the human factor has not disappeared, but has only changed its
role, since it is people who shape brand values, set ethical boundaries for the
use of technology, make decisions in crisis situations, build meanings that
can evoke trust and emotional response. Technologies based on artificial
intelligence can be considered as a permanent tool for supporting and
strengthening professional activity, which takes on the heavy analytical and
operational part, but cannot replace responsibility, empathy and strategic
vision. That is why the transformation of the advertising and PR system
under the influence of Internet marketing and digital technologies based
on artificial intelligence is not a short-term fashion, but reflects a deep
restructuring of how society communicates, how reputation is created
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and how decisions are made in a world where more and more processes
go through digital channels. This makes the topic not only relevant for
business, but also extremely interesting for scientific research, education
and understanding the future of communications.

The current stage of development of advertising and PR shows
that the changes associated with Internet marketing and technologies
based on artificial intelligence can no longer be reversed. Companies,
consumers, media, educational institutions are getting used to the fact
that any communication is subject to analysis, its result can be assessed
through numerous digital indicators, and each action leaves a trace in the
data. Advertising and PR cease to be a separate function that is added at
the end, when the product has already been created. They are gradually
integrated into all stages of the product and brand life cycle, from concept
development to after-purchase service. Technologies based on artificial
intelligence in this picture act not as an external superstructure, but as an
internal mechanism that connects strategy, creativity, audience analysis and
real actions of people in the digital environment. In parallel with technical
changes, a new culture of expectations from society is being formed. People
understand better and better how recommendation algorithms, targeting,
data collection, automated responses work. There is a growing sensitivity
to issues of privacy, transparency, and possible manipulation. This means
that advertising and PR that use Al-based technologies can no longer be
limited to sales efficiency alone. They must explain how digital tools work,
why certain data is used, and what security guarantees the user receives.
Alongside the concepts of creativity and return on investment, there are
also concepts of digital brand responsibility, trust in algorithms, and ethical
limits to automation. This forces companies to review their communication
policies and align them not only with the law but also with the moral
expectations of the audience.

For advertising and PR professionals, transformation means the need
to constantly rethink their own roles. Those who see themselves only as
copywriters or event organizers risk being marginalized, as digital platforms
and systems based on Al-based technologies already take on a significant
portion of the technical work. At the same time, the value of specialists who
are able to combine an understanding of people and cultural contexts with
the ability to read analytical panels, ask critical questions about data, and
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see the long-term consequences of communication decisions is growing. In
fact, the competence of a translator between the world of algorithms and
the world of human meanings is coming to the fore, where it is necessary
to preserve the humanistic nature of communication using the most modern
digital tools. However, for science and education, this situation opens up
significant space for new research and training programs. On the one hand,
technologies based on artificial intelligence make it possible to analyze
huge data sets, build models of information dissemination, and study
people's real reactions to certain campaigns, rather than relying solely on
surveys and experiments in laboratory conditions. On the other hand, there
is a need for a deeper theoretical understanding of how the very nature
of persuasion, influence, and trust formation changes if a significant part
of communications is supported by automated systems. Universities and
research centers have the opportunity to form a new generation of specialists
who work equally confidently with the concepts of communication theories
and with practical tools of Internet marketing, as well as critically assess
the potential and risks of technologies based on artificial intelligence in
advertising and PR.

If we look at the transformation of advertising and PR more broadly,
it becomes obvious that we are talking not only about a separate industry,
but about an important part of the functioning of modern society. Through
communication practices, consumer habits, attitudes towards social and
political topics, ideas about success, justice, responsibility are formed.
When technologies based on artificial intelligence enter this sphere en
masse, the quality of public discussion, the level of trust between different
groups of people, and the stability of institutions depend on how they are
configured and by whom they are managed. Therefore, the transformation
of the advertising and PR system under the influence of the Internet and
technologies based on artificial intelligence should be considered as a
strategic issue that concerns not only the interests of business, but also the
development of democracy, culture, and education. Understanding this
broader perspective helps us see that this is not just about new tools for
earning money, but about what the information environment in which future
generations will live will be like.
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