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Abstract
In the current digital age, artificial intelligence is recognized as a transformative tool in the field of communication and media research. This article aims to identify the challenges and opportunities of using artificial intelligence in conducting communication and media research. With the increasing growth of data and information in the digital world, researchers require new tools and methods to analyze and interpret these data. Artificial intelligence, as an advanced technology, provides the opportunity for researchers to gain a deeper understanding of communication and media trends by utilizing machine learning algorithms and big data analysis.
The main question of this article is how artificial intelligence can be utilized to improve the quality and efficiency of communication research, and what challenges exist in this regard? To answer this question, a documentary research method and analysis of scientific documents have been employed. This method enables researchers to gain a deeper understanding of the impacts of artificial intelligence on communication research by examining credible articles, books, and reports.
The results of this research indicate that artificial intelligence can assist in optimizing research processes, data analysis, and content personalization. For example, AI-based tools can analyze user behavior and identify new trends in media consumption. Furthermore, this technology allows researchers to achieve more accurate results by processing large volumes of data, ultimately enhancing the quality of their research.
However, there are also challenges in this area. Ethical concerns related to privacy and data security, information distortion, and the potential for incorrect data interpretation are some of the major challenges researchers must confront. Additionally, the need for new skills among researchers is another challenge, as working with modern technologies requires specific knowledge and training.
These findings can help researchers and media professionals adopt more effective approaches in their research by better understanding the opportunities and challenges of artificial intelligence. Consequently, this article seeks to provide a framework for the effective utilization of artificial intelligence in communication and media research, which can contribute to the development of this field.
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I. Introduction
In the digital age and with rapid technological advancements, artificial intelligence has emerged as a key tool in communication and media research within the context of public relations in Iran. This technology can assist in improving processes, data analysis, and content personalization. However, the use of artificial intelligence also comes with specific challenges and issues that can impact its effectiveness. Therefore, understanding both internal strengths and weaknesses, as well as external opportunities and threats in this area, is deemed essential.
The main question of this research is how artificial intelligence can be effectively utilized to enhance processes, analyze data, and personalize content in the field of public relations and media research in Iran, and what challenges and opportunities exist in this regard?
II. Problem Statement
The impact of artificial intelligence on public relations and media research in Iran, considering its strengths, weaknesses, opportunities, and threats, is the primary focus of this study. For instance, strengths may include facilitating data analysis and improving interactions with stakeholders. Artificial intelligence can help public relations practitioners respond more quickly and accurately to the needs and desires of audiences, thereby enhancing their communication strategies.
On the other hand, weaknesses may relate to technical challenges and the need for new skills. Many organizations may face a shortage of skilled personnel in the field of artificial intelligence, which can hinder the full utilization of the potential of this technology.
Additionally, opportunities include increased productivity and the identification of new trends. For example, big data analysis can help public relations identify new behavioral patterns and adjust their communication strategies accordingly.
However, there are also threats, including ethical concerns and privacy issues. The use of artificial intelligence in collecting and analyzing personal data can lead to serious concerns regarding privacy and respect for individuals’ rights, which must be carefully examined.
Ultimately, this research aims to provide strategies for the effective utilization of artificial intelligence in communication and media research. These strategies may include training and educating human resources, developing ethical policies related to the use of artificial intelligence, and fostering inter-organizational collaborations for knowledge sharing and best practices.
III. Research Objectives
Main Objective:
To identify and analyze the internal strengths and weaknesses, as well as the external opportunities and threats in the use of artificial intelligence in public relations.
Sub-Objectives:
· To understand how artificial intelligence impacts the improvement of communication processes in public relations.
· To identify the challenges associated with the adoption and use of artificial intelligence in public relations.
· To recognize the opportunities created by artificial intelligence for enhancing interactions with stakeholders.
IV. Methodology
Research Method:
The research method employed is a survey approach utilizing questionnaires and interviews.
Statistical Population:
The statistical population includes public relations managers and media experts, with a non-probability sampling method based on purposive sampling.
V. Findings
A. Emphasis on Individual Characteristics:
Table 1: Distribution of Respondents by Gender
	Gender
	Frequency
	Percentage
	Valid Percentage

	Female
	120
	27.5
	31.3

	Male
	264
	60.6
	68.8

	Total
	384
	88.1
	100.0

	Missing Data
	52
	11.9
	

	Total
	436
	100.0
	


From a total of 436 completed questionnaires, the majority of respondents, representing 60.6% or 264 individuals, were male, while the minority, accounting for 27.5% or 120 individuals, were female.
Table 2: Distribution of Respondents by Education Level
	Education Level
	Frequency
	Percentage
	Valid Percentage

	Bachelor’s
	81
	18.6
	21.3

	Master’s
	161
	36.9
	42.3

	Doctorate and Higher
	139
	31.9
	36.5

	Total
	381
	87.4
	100.0

	Missing Data
	55
	12.6
	

	Total
	436
	100.0
	


Among the 436 completed questionnaires, the highest proportion, 36.9% or 161 respondents, held a Master’s degree, while the lowest proportion, 18.6% or 81 respondents, had a Bachelor’s degree. The remaining percentages were allocated to other educational levels.
Table 3: Distribution of Respondents by Organizational Position
	Position
	Frequency
	Percentage
	Valid Percentage

	Director
	67
	15.4
	17.7

	Deputy
	64
	14.7
	16.9

	Public Relations Staff
	146
	33.5
	38.5

	Administrative Staff
	102
	23.4
	26.9

	Total
	379
	86.9
	100.0

	Missing Data
	57
	13.1
	

	Total
	436
	100.0
	


Out of the total of 436 completed questionnaires, the largest proportion, 33.5% or 146 individuals, were from the public relations staff, while the smallest proportion, 14.7% or 64 individuals, were in the position of Deputy. The remaining percentages were distributed among other positions.
 B. Emphasized Components from Respondents:
Internal and External Environmental Components
Strengths:
1. Facilitation in data analysis and interpretation
2. Improvement in content personalization
3. Increased accuracy in predicting user behavior
4. Capability to process large volumes of information
5. Enhanced speed in conducting research
6. Ability to identify new patterns in data
7. Improved interaction with stakeholders
8. Reduced research costs
9. Enhanced content quality
10. Innovation in communication methods
Weaknesses:
1. Technical limitations in implementation
2. Need for training and new skills
3. Lack of access to necessary infrastructure
4. High technology costs
5. Dependence on quality data
6. Cultural resistance to change
7. Complexity in analyzing big data
8. Shortage of specialists in the field of artificial intelligence
9. Challenges related to data validation
10. Issues with integrating new technologies
External and External Environmental Components
Opportunities:
1. Increased demand for AI-based services
2. Ability to improve public interactions
3. Development of new markets for content
4. Identification of emerging trends in media
5. Possibility of collaboration with universities and research centers
6. Enhancement of user experience
7. Progress in sentiment and reaction analysis
8. Improvement in communication strategies
9. Possibility of utilizing big data for decision-making
10. Creation of new innovations in public relations
Threats:
1. Concerns regarding privacy and data security
2. Risk of misinterpreting data
3. Intense competition in the technology market
4. Legal and regulatory fluctuations
5. Lack of public trust in new technologies
6. Potential for systematic errors
7. Negative impacts on traditional jobs
8. Challenges related to data management
9. Cyber threats
10. Instability of new technologies
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In conclusion, this research has highlighted the significant role of artificial intelligence in transforming public relations and media research in Iran. By systematically analyzing the internal strengths and weaknesses, as well as the external opportunities and threats related to the adoption of AI, we have gained valuable insights into how this technology can enhance communication processes, improve data analysis, and personalize content effectively.
The recommendations provided in this research serve as a strategic framework for organizations aiming to effectively integrate artificial intelligence into their operations. By investing in training, developing ethical policies, and fostering collaboration, public relations professionals can navigate the complexities of AI adoption and leverage its capabilities to achieve better outcomes.
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