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Abstract 

This study examines the impact of artificial intelligence technologies on corporate reputation 

management focusing on the lens of threats and opportunities. Drawing on literature and current 

examples, it demonstrates that ethical and algorithmic bias, lack of transparency and accountability, 

manipulation through fake content and deepfakes, information disorganization (including 

misinformation, disinformation and malinformation), data privacy/security vulnerabilities, and 

automation failures pose significant risks to corporate reputation. In contrast, applications such as 

artificial intelligence-based monitoring and sentiment analysis tools, early warning and crisis 

simulation capabilities, data-driven decision support systems and stakeholder segmentation strengthen 

institutions' perception management and enable rapid and targeted intervention. The findings point to 

the dual nature of artificial intelligence, which can both strengthen and weaken reputations. Therefore, 

it is recommended that ethical compliance, strong data protection and model management, human-in-

the-loop auditing, and transparent communication principles be integrated into corporate processes 

within a holistic management framework. 
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1. INTRODUCTION 

For organizations to gain a competitive advantage, the maintenance and sustainability of 

reputation are just as critically important as building reputation (Uzunoğlu & Öksüz, 2008, p. 111). 

With digitalization, the networks of relationships organizations establish with their 

stakeholders have rapidly diversified; reputation has become a subject not only of communication 

outputs but also of data-driven decision-making and technology management. While Artificial 

Intelligence (AI), big data analytics, sentiment analysis, and real-time feedback mechanisms offer 

strategic contributions to reputation management, they also introduce multi-layered risks, including 

ethics/bias, transparency and accountability, fake content and manipulation, privacy/security concerns, 

automation errors. This study aims to systematically address this dual impact and develop an applicable 

management perspective for mitigating risks and converting opportunities into corporate value. 

AI, one of the most significant technological advancements of the 21st century, is 

fundamentally transforming businesses processes of decision-making, production, communication, 

and stakeholder management. Advancements in big data, machine learning, natural language 

processing, and automation technologies are reshaping not only operational processes but also 

organizations' reputational capital. Today, AI is being utilized in numerous fields, ranging from 

customer relationship management to crisis communication, and from strategic planning to corporate 

communication which directly impacts how organizations are perceived by their stakeholders. 

While the literature contains numerous studies examining the effects of AI on business 

performance, decision support systems, and productivity, research systematically addressing the 

impact of this technology within the context of corporate reputation management is limited. A notable 

deficiency is the lack of a comprehensive examination that holistically evaluates the dimensions of 

ethical management, data security, explainability, and stakeholder perception. 
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Starting from this identified gap, this research aims to analyze the threats and opportunities 

posed by AI in corporate reputation management through a systematic literature review. Thus, the 

study contributes at both a theoretical and practical level by synthesizing the literature on the impacts 

of AI technologies on organizational reputation. In line with this, the study seeks answers to the 

following research questions: 

1. What are the main threats posed by AI technologies in corporate reputation management? 

2. What opportunities and advantages does AI offer that enhance corporate reputation? 

This study makes significant contributions to the literature by examing the relationship between 

AI and corporate reputation management within a comprehensive framework. While existing 

research typically focuses on the technical or performance dimension of AI, this study examines the 

technology's effects on ethical management, stakeholder trust, and corporate sustainability. In doing 

so, it integrates the social and managerial dimensions of AI within the business literature, thereby 

offering an interdisciplinary perspective. Furthermore, by comparatively presenting the threats and 

opportunities of AI for corporate reputation, the study develops a guiding analytical framework that 

is beneficial for both academics and managers. In this regard, the study not only fills a conceptual 

gap in the literature but also contributes to organizations' ability to develop ethical, transparent, and 

human-centered reputation management strategies during the digital transformation process. 

 

2. ARTIFICIAL INTELLIGANCE 

2.1. The Concept of AI 

AI emerged as an academic discipline in the 1950s. The term 'Artificial Intelligence was first 

used in 1956 at an interdisciplinary conference held at Dartmouth. This program aimed to investigate 

the possibility of machines mimicking human intelligence, bringing together researchers from various 

fields, including scientists, mathematicians, and philosophers (Benbya, Davenport & Pachidi, 2020, 

p.3). 

Artificial Neural Networks (ANNs) enable computers to learn patterns and rules from training 

datasets, rather than having rules predefined. Although the idea of AI dates back many years, its use 

in daily life was delayed due to the lack of sufficient data and processing power in the past. However, 

the increase in digitalization, resulting in data abundance, advanced processing capacity, and cloud 

and edge computing capabilities, has established the necessary infrastructure for the development of 

AI (Marr, 2022, p. 44-45). 

The literature contains many different definitions related to the concept of AI. These definitions 

vary according to researchers' approaches to the topic, the technical dimension they address, or the 

specific application area. Consequently, while there is no single, universally accepted definition for 

AI, generally accepted definitions are shaped around certain common elements. This study will also 

include the most frequently used and prominent definitions in the literature. The concept of AI is 

defined as: the science and engineering of making machines exhibit intelligent behavior (McCharty, 

2007, p.  2); intelligent behavior (Nilsson, 1998, p. 1); a system’s capacity to correctly interpret data 

from the external environment, learn from this data, and flexibly achieve specific goals (Kaplan & 

Haenlein, 2019, p. 17); a concept inspired by the human thinking process (Oğuz & Ağtaş, 2024, p. 

348); and the entire set of technological systems that analyze data and provide real-time information 

by supporting human expertise (Zencir and Ağtaş, 2025, p. 483). 

Russell and Norvig (2010, p. 1) define AI as the study of systems that are related to processing, 

reasoning, and behavior—that is, systems capable of perceiving their environment and selecting the 

optimal actions to achieve specific goals. According to Russell and Norvig, four basic approaches to 

AI (Table 1) have historically been developed by different researchers using various methods. The 

human-centered approach is an empirical science that relies on observing human behaviors and 

forming hypotheses based on these observations, whereas the rationalist approach is primarily based 

on the combination of mathematics and engineering. The groups adopting these approaches have, at 

times, criticized each other and, at other times, complementarily supported each other. 
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Table 1. Some Definitions of Artificial (in Four Categories) 

Thinking Humanly 

‘The exciting new effort to make computers 

think…machines with minds, in the full and 

literal sense.’ (Haugeland,1985) 

‘[The automation of] activities that we 

associate with human thinking, activities 

such as decision-making, problem solving, 

learning…’ (Bellman, 1978) 

Thinking Rationally 

‘The study of mental faculties through the 

use of computational models.’ (Charniak & 

McDermott, 1985) 

‘The study of the computationsthat make it 

posible toperceive, reason and act.’ 

(Winston,1992) 

Acting Humanly 

‘The ar of creating machines that perform 

functions that require intellegence when 

performed by people.’ (Kurzweil,1990) 

‘The study of how to make computers do 

things at which, at the moment, people are 

better.’ (Rich & Knight,1991). 

Acting Rationally 

‘Computational Intelligence is the study of 

the design of intellegent agents.’ (Poole et 

al., 1998) 

‘AI…is concern with intellegent behaviour 

in artifacts.’ (Nilsson,1998) 

Source: Russell & Norvig (2010, p. 2) 

 

Human-like thinking is viewed as a process that mimics the functioning of the human mind, 

such as understanding and reproducing human thought. Human-like behavior aims for a system to 

mimic human behavior. Rational thinking is based on accurate reasoning processes based on the rules 

of logic. Rational behavior, on the other hand, is defined as "intelligent agents" exhibiting the most 

appropriate behaviors to achieve goals. A large portion of modern AI research falls into this category 

(Russell & Norvig, 2010, p. 1-5). Therefore, it can be said that human-like approaches are focused on 

imitation, while rational approaches are based on reasoning and decision-making. 

 

2.2. AI in Businesses 

AI is utilized in various aspects of business today. These include education, strategic decision-

making, achieving competitive advantage, marketing, and new product development. 

The introduction of AI technologies into the business world has sparked highly polarized debates 

about their impact on employees and workplaces. One view argues that AI will increase productivity 

and improve the quality of work (Spencer, 2018, p. 2), while another argues that it will lead to 

significant job losses (Nnamdi et al., 2023, p. 513). One factor contributing to this polarization is the 

misrepresentation of AI systems, often presenting new technologies to society through imaginary 

depictions based on science fiction (Hermann, 2023, p. 319). In this context, regardless of the purpose 

for which AI is used in the workplace, it can lead to negative outcomes such as job insecurity, 

employment risk (Arntz, Gregory & Zierahn, 2016), and employee anxiety (Frey & Osborne, 2017, p. 

254). Therefore, the current state of the discourse surrounding AI in the workplace requires a holistic 

and systematic consideration of its impacts on individual employees, teams, and organizations (Von 

Krogh, 2018). 

In the business world, AI applications are often designed to enhance growth and efficiency. 

Companies are developing new methods to improve their performance by integrating AI and machine 

learning (Bauer & Vocke, 2019, p.494). In many areas, from automotive to energy, finance to 

healthcare, and manufacturing to retail, AI automates processes, develops personalized solutions, and 

increases efficiency. For example, smart vehicles and predictive maintenance are prominent in the 

automotive. industry, smart grids in the energy sectory, fraud detection in finance, data-based 

diagnostics in healthcare, supply chain optimization in manufacturing, and personalized customer 

experiences in retail. In addition, it makes significant contributions to areas such as content production, 

traffic management, and security in media, communication, transportation, and logistics (Bauer 

&Vocke, 2019, p. 495). In this context, the various commercial benefits that AI offers to businesses 
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are also noteworthy. Some of these benefits are; (Bharadiya., Thomas & Ahmed, 2023, p. 88-90) 

machine learning, cybersecurity, fraud detection, increasing efficiency throughout the supply chain 

activities, improving services provided to customers, providing recommendations for various products, 

segmenting target audiences, examining customer satisfaction levels, customer management, and case 

studies on businesses using AI. 

The main reasons for the rapid adoption of AI include technological advances that support AI 

methods in recent years (e.g., long-term memory units, neural networks), increased data collection and 

storage capacity of businesses, decreased hardware costs, and the proliferation of cloud-based services 

(Von Krogh, 2018, p. 404-405). 

To evaluate the potential of AI to create value for businesses, a three-level theoretical distinction has 

been made (Figure 1). At the first level, three core factors that shape organizations' capacity to adopt 

and use AI stand out: technological readiness (e.g., data and infrastructure), organizational conditions 

(corporate culture, top management support, employee trust, and strategic alignment), and 

environmental elements (ethical, legal, and societal pressures). The second level covers the forms of 

AI utilization. Two main categories are defined here: automation, which is the takeover of human 

activities by machines, and augmentation, which is the support of human capabilities through AI. The 

third level concerns the impacts generated by AI. These impacts are divided into first-order and second-

order effects. First-order effects encompass direct outcomes inclueding process efficiency, decision 

quality, and organizational transformation. Second-order effects encompass broader ramifications like 

operational and financial performance, market success, sustainability outcomes, and sometimes 

emergent negative consequences (e.g., pressure on the workforce, ethical issues and. reputation loss). 

 

Figure 1. Organizational Framework of AI and Business Value 

  
 Source: Enholm et al., 2022, p. 1716 

 

In today's business world, companies use AI to save labor and time, support human activities, 

and leverage capabilities that exceed human capacity, particularly in big data analysis (Kılınç & Unal, 

2019, p. 241). Battaller & Harris (2016) categorized AI technologies and proposed various business 

solutions that add value to businesses. Bataller & Harris (2016, p. 5) highlight three categories for the 

potential integration of AI technologies into business solutions: perception, comprehension, and 

action. 

• Three fundamental categories stand out in the domain of AI applications related to perception. 

Computer vision encompasses the acquisition, processing, analysis, and interpretation of 

images. This technology enables businesses to gain situational awareness regarding risk, 

security, and safety through video analytics derived from surveillance cameras. Furthermore, 

it contributes to understanding customer behavior in the retail sector. Speech processing 

focuses on the identification, discrimination, and analysis of sounds and speech. Specifically, 

speech recognition technologies used in call centers make it possible to automatically 
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determine the identity of callers. Sensor processing, on the other hand, relies on the analysis of 

information obtained from sensors other than cameras and microphones. For instance, sensors 

used in agricultural processes collect data such as temperature and humidity to support 

"precision agriculture" applications, thereby enabling more careful and efficient crop 

management. 

• AI applications in the domain of comprehension are discussed under two main headings. 

Natural language processing (NLP) refers to the process of understanding and reproducing 

spoken or written language. This technology provides guidance and services to users through 

natural language via personal assistants on smartphones. Today, it goes beyond merely 

recognizing keywords to enable a more comprehensive understanding of what individuals are 

saying. Information presentation, on the other hand, encompasses the process of defining and 

conveying knowledge to facilitate inference and decision-making. Knowledge-based tools 

developed within this framework enable a specific search to be linked to other related content 

on the web. For example, a search for “Da Vinci” can direct the user not only to specific 

paintings but also to broader content such as Italy and the Renaissance. 

• AI applications in the domain of action are explained through three main approaches. Inference 

engines generate decisions by utilizing fixed knowledge bases (e.g., business rules). These 

systems can be applied in processes such as automated loan approval, credit allocation, or visa 

processing, ensuring that decisions are made consistently within a specific time frame. Expert 

systems aim to mimic the decision-making ability of human experts and can solve complex 

problems using knowledge bases. Important examples of these systems include diagnosing in 

medicine or examining and synthesizing millions of data points in legal research to provide 

users with meaningful information. Machine learning, on the other hand, is based on changing 

the thought process by learning from experience. Software tools and personal digital assistants 

developed within this scope increase productivity by learning user behavior and can perform 

functions such as classifying emails or automatically processing calendar entries. 

Kılınç and Ünal (2020) examined the impact of AI on boards of directors and evaluated his 

findings under three categories: "views on AI," "common perspectives," and "measures and 

recommendations." The author's key points can be summarized as follows: 

• Views on AI focus not only on its facilitating benefits but also on potential threats such as job 

losses and global risks. 

• Although the benefits of narrow AI are undeniable, there are significant concerns regarding 

short-term labor displacement and long-term risks associated with superintelligence. 

• While a decrease in the workforce is expected in the near future, not all participants believe 

this will lead to chaos. 

• The optimistic perspective suggests that AI will introduce new job descriptions and roles, 

allowing people to be liberated and dedicate more time to social welfare. Conversely, the 

pessimistic view posits that, similar to other revolutions in human history, the transformation 

in the workforce could lead to chaos and even trigger global conflicts. 

• Serious concerns regarding superintelligence are being voiced for the distant future; notably, 

Elon Musk has expressed anxieties that this technology could dominate or even destroy 

humanity. 

• It is proposed that, for the future welfare of humanity, the power of AI must be decentralized, 

government regulations should be increased, and universal basic income should be adopted. 

• In conclusion, a consensus appears to have been reached that narrow AI facilitates human 

work and provides organizations with a competitive advantage, that job losses will occur in 

the near future, that management needs to be redefined, and that the necessary characteristics 

for CEOs should be determined. 
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3. CORPORATE REPUTATION 

3.1 The Concept of Corporate Reputation 

Reputation is a widely accepted concept across the fields of strategy, corporate social 

responsibility, management, and marketing. While early studies were predominantly influenced by 

marketing and communication disciplines, today it is addressed in an integrated manner with 

various fields such as strategic management, human resources, and corporate strategy. It is 

accepted that corporate reputation originates internally and extends to the external environment, 

and it is specifically emphasized that corporate identity and reputation play a critical role in 

securing a competitive advantage and increasing profitability (Yüncü & Koparal, 2019, p. 1044). 

There are various definitions of corporate reputation in the literature. Corporate reputation is a 

concept that is shaped by an organization's level of meeting its stakeholders' expectations and 

demands, and it is formed by the synthesis of stakeholders' perceptions on this matter. Stakeholders 

encompass groups that are located in the internal and external environment of the organization, 

such as employees, customers, consumers, competitors, suppliers, shareholders, and investors, and 

are affected by the organization (Wartick, 1992, p. 34). Corporate reputation is also defined as a 

concept that not only focuses on individuals but also aims to shape their perceptions by providing 

them with strong indicators about the organization (Black & Carnes, 2000, p. 33), a collective 

representation of multiple elements, which the company has built over time and is the summation 

of all perceptions towards the organization (Karatepe & Ozan, 2017, p. 88), the emotional value 

attributed to a business by society compared to others (Cable & Graham, 2000, p. 929), a concept 

that reflects the totality of all activities performed by an organization throughout its life and is 

linked to the organization's history (Herbig & Milewicz, 1993, p. 18), and a prediction made by 

others regarding the positive or negative evaluation of a person, object, or activity (Mahon, 2002, 

p. 417). Barnett et al. (2006) examined online books and papers published on corporate reputation 

between 2000 and 2003 and identified three distinct clusters of meaning in the definitions provided. 

Accordingly, reputation is addressed as a state of awareness, an evaluation, or an organizational 

asset (Yüncü & Fidan, 2017, p. 136). Although the authors defined the concept of corporate 

reputation from different perspectives, the common thread in all these definitions is the perception 

and correct interpretation by specific stakeholders of what the business represents. Therefore, there 

is a consensus that corporate reputation is a collective phenomenon and a construct (Sumer & 

Pernsteiner, 2014, p. 30, as cited in Yüncü, 2016, p.  257). 

Walker (2010) examined the concept of corporate reputation within the scope of organizational 

theories, focusing on three core theories: institutional theory, signaling theory, and the resource-

based view (Yüncü & Koparal: 2017, p. 60). According to institutional theory, the structure and 

processes of organizations are shaped by their efforts to adapt to their environment. Organizations 

must conform to the institutions in their surroundings not only to be efficient but also to gain 

legitimacy. Consequently, organizations in the same field tend to become structurally similar over 

time (Özen, 2007). Institutionalization and the acquisition of legitimacy play a critical role in the 

formation of reputation for companies. Signaling theory helps analyze the relationship between the 

quality of a signal sent by a sender and how the receiver interprets that signal. Furthermore, it 

enables the understanding of behaviors exhibited when parties possess different information 

(Connelly et al., 2011, p. 40). Individuals send various signals to their environment during the 

process of forming and sustaining reputation. These signals carry clues regarding how others 

perceive them and encompass efforts to influence the processes of perception and interpretation 

(Spence, 1974, p.  357). The Resource-Based View (RBV) posits that a firm's unique tangible and 

intangible assets are the fundamental source of market competition (Gottschalk, 2011, p. 29). These 

resources are categorized as tangible assets (buildings, machinery, raw materials), intangible assets 

(reputation, brand, knowledge), and organizational capabilities (the capacity to perform activities 

better than competitors) (Collis & Montgomery, 1998). Feldman et al. (2014, p. 56) explain the 

benefits of corporate reputation for businesses under the following headings: 
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• It supports sales growth and positive word-of-mouth communication by enhancing the 

perception of quality regarding products and services. 

• It facilitates the recruitment of qualified employees and their long-term retention within 

the organization. 

• It preserves organizational value by mitigating negative impacts during institutional 

audits, crises, and competitor attacks.  

• It facilitates international expansion and paves the way for collaborations in key 

communities.  

• It ensures that more investors are attracted; consequently, corporate value increases, 

and risks decrease.  

• It secures a strong market positioning by differentiating the firm from its competitors.  

• It allows capital to be obtained under more favorable conditions.  

• It increases employee morale and, consequently, their productivity. 

While a strong corporate reputation provides businesses with a significant competitive 

advantage, a weak reputation can cause organizations to lag behind their competitors. Bowd & Bowd 

(2001, p. 6-7) list the main indicators of a negative reputation emerging in organizations as follows: 

• Employees' lack of suggestions and contributions, 

• High employee turnover, 

• Low vendor reliability, 

• Loss of important customers, 

• Rapid declines in stock values, 

• Poor relations with the government, 

• Media's indifference to the organization's views, 

• Rare references within the organization's field of activity. 

 

3.2. Corporate Reputation Management 

Today, there is a common and fundamental problem is faced by all businesses, regardless of 

their size. This problem relates to how they should build a corporate reputation in the minds of their 

stakeholders, decision-making actors, and opinion leaders in markets dominated by intense 

competition and delicate balances. At the core of reputation management lie the principles of integrity, 

consistency, permanence, and sustainability (Kuyucu, 2003, p. 15). A strong corporate reputation is 

only possible through effective corporate reputation management (Jones et al., 1998, p. 26).  

Conceptually, we encounter various definitions of corporate reputation in the literature. 

According to some of these definitions, corporate reputation is defined as: reflecting the shared 

evaluation formed by a firm's stakeholders (Navarro-García, Ramón-Llorens & García-Meca, 2022, p. 

352), the general assessment formed in the minds of stakeholders based on a firm's past activities and 

future expectations (Fombrun, 1996), the long-term integrated outcome of stakeholders' evaluations 

concerning "what the organization is," "how it fulfills its responsibilities," "to what extent it meets 

expectations," and its "performance in adapting to the socio-political environment" (Uzunoğlu & 

Öksüz, 2008, p. 112), and the total image formed in the minds of the organization's stakeholders (Gray 

& Balmer, 1998). As can be understood from these definitions, corporate reputation is regarded as a 

strategic asset for firms and is considered a critical factor that directly affects long-term success. 

Davies (2006) lists the following elements to consider in reputation management: 

• A proper understanding of reputation in its essence, 

• A thorough understanding of key stakeholders, their expectations, and sensitivities, 

• Using realistic information in decisions regarding corporate behavior and considering the 

organization's values, vision, and brand identity in this process, 

• Being meticulous in implementing decisions; in other words, carefully assessing the 

commercial potential of each issue and value, 
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• Being prepared for new or developing issues, trends, and claims that may arise and responding 

professionally, even proactively, when necessary, 

• Developing the ability to respond quickly and accurately to questions or aggressive 

allegations from the media. 

These points demonstrate that corporate reputation management is not limited to presenting a 

positive image to the outside world. It requires a strategic approach and is central to the organization's 

relationships with all its stakeholders. These requirements outlined by Davies demonstrate that 

corporate reputation management is a comprehensive, multidimensional, and dynamic process. 

One of the most crucial benefits of corporate reputation is gaining customer trust. Businesses 

with strong reputations achieve greater success in selling their products and services by building 

customer trust (Keh, & Xie, 2009, p. 732–742). Businesses with high reputations stand out in customer 

product and service preferences, become preferred employers for job seekers, and are considered 

reliable investment vehicles by long-term investors. This provides businesses with strong stakeholder 

support, providing them with significant resources. Indeed, companies with high reputations increase 

their profitability by appealing to customers; enhance efficiency and productivity by attracting more 

qualified employees; access credit from financial institutions at lower costs; and strengthen their stock 

values by attracting investors. Therefore, stakeholder support is directly reflected in business 

performance and has a positive impact on profitability (Fombrun, 2012, p.106). Another important 

aspect is competitive advantage. Companies with a high reputation are in a more advantageous position 

in the market compared to their competitors (Smith, Rupp & Motley, 2023; Sarjana, 2017). Institutions 

with a high corporate reputation strengthen employee commitment (Alnıacık et al., 2011; Esenyel, 

2020). Institutions with a high corporate reputation are able to overcome this process with less damage 

during crises (Nuortioma, Harkonen & Breznik,2024). Corporate reputation plays a decisive role in 

financial performance and investor relations; Institutions with a favorable reputation may have 

advantages such as demonstrating sustainable profitability and access to credit and investment 

resources with lower capital costs (Roberts & Dowling, 2002, p.  1089-1091; Yang et al., 2025, p. 6; 

Blajer-Gołębiewska & Kozłowski, 2016, p. 136-138). 

 

4. THE THREATS ARISING FROM AI IN CORPORATE REPUTATION MANAGEMENT 

AI has become an increasingly widely used tool in corporate reputation management. While it 

provides strategic advantages to organizations through big data analytics (Çataldaş, 2024), sentiment 

analysis (Açıkgöz, 2025), and real-time feedback mechanisms (Marler and Boudreau, 2017), the 

literature reveals that this technology also poses serious risks and threat, presented below. 

 

4.1. Ethics and Bias  

AI models can reproduce the biases present in the data on which they are trained, leading to a 

perception of discrimination, loss of trust, and erosion of reputation. It is clearly evidenced in the 

literature that unethical practices by human resources (HR), such as discrimination, favoritism, and 

non-transparent decisions, damage corporate reputation, especially in recruitment processes (Villegas 

et al., 2019; Aturu, 2005; Sang & Ngure, 2018). Organizations must therefore regularly audit their 

algorithms, ensure transparency, and integrate human oversight into the process. 

 

4.2. Lack of Transparency and Accountability 

Transparency plays a critical role in the reliable adoption of AI in both markets and society 

(Larsson & Heintz, 2020, p. 10). AI-based applications necessitate that decision-making processes, 

both in public administration and the private sector, be conducted in a more transparent, effective, and 

accountable manner (Güven, 2024, p. 142). These features hold the potential to increase stakeholder 

trust in organizations. However, issues such as data privacy, algorithmic biases, and security 

vulnerabilities raise ethical concerns and pose a risk to corporate reputation when AI is not used in a 

transparent and accountable manner (Banazılı, 2025, p. 540). 
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4.3. Fake Content, Manipulation, Deepfakes, Misinformation, Disinformation, Malinformation 

 The development of AI technologies has facilitated and accelerated the production of 

remarkably realistic fake content. While in the past, only images could be manipulated using software 

like Photoshop, today, much more convincing fabricated content can be created by adding realistic 

faces or voices to video and audio recordings (Sönmez, 2025, p. 320). Since such content is often 

perceived as legitimate pieces of information, the question of whose interests the generated fake 

content serves and how it shapes public perception becomes critical (Sönmez, 2025, p. 320). 

Deepfakes are fabricated media products created using AI and specifically deep learning 

techniques that imitate the voice, image, or expressions of real people, and are often utilized for 

manipulative purposes (Yurdigül & Gülsün, 2024, p. 135; Chesney & Citron, 2019, p. 4). Deepfake 

technologies facilitate the production of highly realistic fake content, and this content carries the 

potential for propagandistic use by misleading large audiences through trending topics (Lundberg & 

Mozelius 2024, p. 2160; Veerasamy, 2022, p. 345; Nasiri & Hashemzadeh, 2025, p. 230). 

AI-powered content generation tools constitute a significant threat to corporate reputation, 

particularly due to the risk of manipulation. Deepfake technologies have the potential to alter the public 

perception of individuals and organizations by generating highly realistic fake video and audio 

recordings (Lundberg & Mozelius, 2024, p. 2164; Köçeri, 2023, p. 257). Furthermore, the evolution 

of AI-powered disinformation processes from fake news to deepfake content allows manipulation to 

be conducted in a more organized manner, aligned with both material and socio-political interests 

(Nasiri & Hashemzadeh, 2025, p. 231). 

It is important to address the concepts of misinformation, disinformation, and malinformation, 

which pose threats to the corporate reputation of businesses. Misinformation is the dissemination of 

incorrect information without the intent to cause harm. Disinformation, on the other hand, refers to 

false information deliberately produced and circulated with the intent to harm an individual, 

organization, social group, or nation. Malinformation is the use of information that is essentially true 

but taken out of context or distorted with the intent to harm specific individuals or organizations 

(Wardle & Derakhşan, 2017, p. 20). 

 

4.4. Data Privacy and Security 

 Privacy has become a significant societal issue today with the proliferation of advanced data 

discovery methods. It is becoming increasingly easier to identify individuals, profile them, and target 

them directly without their consent or knowledge. As more advanced AI systems are developed, these 

processes gain speed, and concerns regarding privacy are increasing (Eryılmaz, 2023, p. 8). 

While AI offers solutions to numerous problems, the ways in which it collects, utilizes, and 

protects data remain a significant subject of debate. However, these issues are relatively neglected 

while their benefits are being highlighted. This situation can transform AI systems into platforms that 

pose a risk of unlawful processing of personal data. The unauthorized collection and storage of 

personal data can harm data subjects through disclosure or unauthorized sharing by malicious 

individuals. Therefore, AI systems must strictly adhere to data privacy principles (Başkaya and 

Karacan, 2022, p. 484). Consequently, the violation of data privacy principles not only harms 

individuals but also damages the credibility of organizations among their stakeholders, which 

constitutes a serious threat to corporate reputation. 

 

4.5. Automation Errors 

While AI-based chatbots and automated response systems enable organizations to 

communicate quickly with stakeholders, they can pose serious risks, such as eroding customer trust, 

causing reputation loss, incurring legal liability, and damaging brand loyalty when they generate 

inaccurate or empathy-lacking responses (Cai, Heo & Yan, 2025, p. 1; McGuire et al., 2023, p. 2). 

Although AI presents strategic opportunities for corporate reputation management, it also introduces 

significant risks. Ethical and bias issues, lack of transparency and accountability, manipulation through 
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fake content and deepfakes, information disorder (misinformation, disinformation, malinformation), 

data privacy and security vulnerabilities, and automation errors pose serious threats to corporate 

reputation. These threats have the potential to damage not only the trust of individual stakeholders but 

also the long-term legitimacy and sustainability of organizations. Therefore, for AI-based applications 

to be used effectively and reliably in reputation management, it is imperative that transparency, 

adherence to ethical principles, robust data protection policies, and human oversight are integrated into 

the process through a holistic approach. 

 

5. OPPORTUNITIES PRESENTED BY AI FOR CORPORATE REPUTATION 

MANAGEMENT  

AI technologies are considered not only as a risk factor but also as a significant strategic 

opportunity in organizations' reputation management processes. This section will address the core 

opportunities presented by AI for strengthening corporate reputation. 

 

5.1. Real-Time Reputation Monitoring and Perception Tracking 

AI-powered tools can analyze vast data sources such as social media posts, news content, and 

customer reviews to identify potential issues and trends that may affect a brand's reputation. 

Furthermore, AI provides the opportunity for rapid intervention to minimize potential reputational 

damage by generating real-time alerts when negative comments or statements emerge in the online 

environment (Moukdad & Juidette, 2024, p. 502). Thus, organizations can ensure that reputation crises 

are identified at an early stage and that potential reputational loss is prevented through effective 

interventions. 

 

5.2. Emotion / Sentiment Analysis 

AI models can analyze social media and text data to extract positive, negative, and neutral 

sentiments, and they can also track trend changes over time. Merchant et al. (2023) demonstrate in 

their study that AI is transforming online reputation management through the layers of sentiment 

analysis, brand monitoring, and early warning systems. Furthermore, an article by the Forbes Business 

Council (2025) titled "AI in Reputation Management" emphasizes that AI-powered real-time 

monitoring technologies can significantly reduce the risk of reputational damage for brands by 

detecting crises early. 

Açıkgöz & Kayakuş (2025) evaluated customer reviews regarding the mobile applications of 

supermarket chains in Turkey using AI-based sentiment analysis and demonstrated that this method is 

an effective tool in measuring and guiding online reputation. In another study conducted in Turkey by 

Kayakuş, Açıkgöz and Erdoğan (2024), following the evaluation of online comments regarding private 

educational institutions using the sentiment analysis method, it was determined that AI-powered 

analyses provide reliable and rapid results in corporate reputation measurement. 

Today, technologies such as sentiment analysis, predictive analytics, chatbots, and natural 

language generation (NLG) are among the most prominent examples of the tangible effects of AI on 

the field of public relations. These tools enable organizations to establish more personalized and rapid 

interactions with their target audiences; simultaneously, they support the derivation of data-driven 

strategic decisions (JelJeli et al., 2024, p. 1817). 

 

5.3. Corporate Communication and Public Relations (PR) Integration 

 Research has revealed that corporate communication and public relations (PR) practices, along 

with the integration of AI, generate significant effects on corporate reputation. In line with this, Jeljeli 

et al. (2024) investigated the role of public relations practices and AI technologies in reputation 

management within online retail businesses operating in the United Arab Emirates. The study, 

constructed on the basis of social change theory, analyzed data obtained from 330 participants using 

the Structural Equation Modeling (SEM) method. The findings demonstrate that public relations 



THE DOUBLE-EDGED IMPACT OF ARTIFICIAL INTELLIGENCE ON CORPORATE 

REPUTATION: OPPORTUNITIES AND THREATS 

 

26 
 

practices have significant effects on competitive value, online communication, and behavioral change; 

similarly, AI technologies also have a statistically significant effect on these variables. Furthermore, it 

was determined that online communication and behavioral change factors, in particular, are 

determining elements that strengthen corporate reputation management. 

Kim and Bhalla (2022) state that the rapid advancements in AI technologies offer public 

relations professionals the opportunity to focus on more creative and strategic tasks. According to the 

researchers, the automation of routine tasks by AI enables experts to use their time more efficiently, 

thereby contributing to their ability to concentrate on creative activities such as developing compelling 

messages and organizing effective media communication. 

Tools such as sentiment analysis, predictive analytics, chatbots, and natural language 

generation (NLG) enable organizations to establish more personalized and rapid interactions with their 

target audiences, while simultaneously supporting data-driven strategic decision-making processes. It 

is emphasized that this transformation necessitates technology being viewed as a tool that fosters 

creative thinking and facilitates the implementation of innovative ideas within the field of public 

relations (Marakova, Wolak-Tuzimek & Tuckova, 2021). 

 

5.4. Competitive Advantage, Cost Optimization, and Increased Efficiency 

AI technologies generate a significant competitive advantage for businesses by providing 

increased efficiency and cost optimization. The automation of routine and repetitive tasks reduces 

labor costs, allowing employees to focus on more strategic and creative assignments. For instance, AI-

powered chatbots in call centers handle a large portion of customer requests, thereby reducing the 

workload on human employees; similarly, AI-based software utilized in accounting and finance 

departments accelerates business processes by automating tasks such as invoice processing, payroll 

calculation, and tax reporting. Similarly, in the manufacturing and service sectors, AI applications 

enhance efficiency by providing speed and accuracy. In parallel, AI-powered systems ensure cost 

control by reducing unnecessary expenditures; they optimize inventory management in retail 

businesses while preventing waste by analyzing consumption data through sensors in the energy sector. 

Furthermore, AI applications that aim for flawless production on the first attempt reduce recall costs 

by detecting defective products early in quality control processes by minimizing human errors. These 

technologies also prevent potential financial losses through fraud detection systems in the finance 

sector. All these advantages enable businesses to differentiate themselves in the market by developing 

innovative solutions. For instance, Tesla distinguishes itself from its competitors in the automotive 

sector through AI-powered autonomous driving technologies; similarly, Amazon gains a sustainable 

competitive advantage by delivering orders to customers faster through AI-based logistics and supply 

chain management (Yıldız, 2025, p. 150-151). 

In the report titled "AI and the Future of Reputation Management," published by StatusLabs 

(2024), investments in AI infrastructure, although initially appearing high-cost, yield high returns in 

the long term by reducing the risks of reputational loss, maintaining customer trust, and protecting 

brand value. Consequently, the integration of AI is evaluated not only as a technological innovation 

but also as a strategic investment tool, thus becoming a fundamental element that supports 

organizations' digital competitiveness and sustainable reputation. 

 

5.5. Supporting the Relationship Between Transparency, Trust, and Reputation 

In today's corporate world, establishing trust and maintaining strong management frameworks 

rely on transparency and effective communication with stakeholders. AI significantly contributes to 

this process by providing real-time access to data and enhancing the quality of communication between 

the organization and its stakeholders (Aladağ, 2024, p. 22). 

AI technologies enable stakeholders to access accurate information instantly by collecting and 

analyzing large datasets from various sources. This situation gains importance today, particularly as 

the demand for transparency and visibility increases. AI-powered dashboards and reporting systems 
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allow stakeholders to monitor key performance indicators (KPIs) in real-time, thereby supporting data-

informed decision-making and effective engagement (Mir, Kar & Gupta, 2022; Usman, Moinuddin &. 

Khan, 2024). 

AI enhances stakeholder communication by automating routine interactions and ensuring that 

information is conveyed in a clear, consistent manner. Natural language processing (NLP) tools 

analyze stakeholder inquiries and generate personalized responses based on up-to-date data, thus 

ensuring efficiency and accuracy in communication. This situation strengthens stakeholder trust and 

engagement while minimizing misunderstandings (Petersen et al., 2020). Thus, AI contributes to the 

preservation and strengthening of corporate reputation by reinforcing the relationship between the 

organization and its stakeholders, which is based on transparency and trust. 

 

5.6. The Impact of AI-Based Service Integration on Corporate Reputation and Brand Image 

AI-integrated services refer to the process by which organizations integrate AI technologies 

into their service processes to enhance customer experience, operational efficiency, or service quality. 

Virtual assistants and automated response systems are examples of these. The relationship between 

brand reputation and virtual assistants is considered a significant way to leverage technology and 

strengthen brand-consumer interaction ultimately achieving positive brand outcomes. Kumar et al. 

(2023) state that positive customer feedback regarding virtual assistants can significantly enhance a 

brand's reputation. Conversely, it is noted that when brands with a strong reputation for customer 

service use virtual assistants, a failure of interaction quality to meet expectations can lead to customer 

disappointment (Ouzem et al., 2024: 2261), and the generation of negative or inadequate content may 

cause damage not only to the virtual assistant but also to the brand's reputation (Santos et al., 2022). 

In this context, AI-powered service integrations, particularly through virtual assistant 

applications, contribute to corporate reputation by strengthening organizations' image of technological 

leadership; however, it is observed that these same technological elements can lead to negative effects 

on reputation when the quality of interaction is insufficient. 

 

6. Conclusıons, Dıscussıons 

This systematic literature review has revealed the dual impact of AI on corporate reputation 

management, highlighting both threats and opportunities—within a holistic framework. Findings 

indicate that AI can strengthen reputational capital by enhancing decision quality and process 

efficiency through automation and augmentation; conversely, it can trigger reputation erosion due to 

ethical biases, lack of transparency, privacy/security vulnerabilities, and information disorder 

(deepfakes, disinformation) (Enholm et al., 2022; Larsson & Heintz, 2020; Chesney & Citron, 2019). 

This study presents several important managerial implications. Primarily, organizations need 

to perceive AI-based systems not merely as tools for operational efficiency but also as a strategic 

component of reputation management. Within this scope, it is crucial for managers to institutionalize 

adherence to ethical principles, transparency, and accountability standards in AI processes as corporate 

policy (Larsson & Heintz, 2020). The regular auditing of algorithmic biases, the sustainment of human 

oversight, and the protection of decision-making mechanisms in the internal use of AI play a critical 

role in ensuring stakeholder trust. Moreover, considering data privacy and security principles at the 

system design stage will reinforce the organization's legitmacy and credibility by reducing potential 

ethical and legal risks (Başkaya & Karacan, 2022). Furthermore, organizations should establish media 

verification systems, crisis scenarios, and rapid response teams to adress threats such as deepfakes, 

disinformation, and information disorder; this will increase their level of preparedness against potential 

reputation crises (Wardle & Derakhşan, 2017). Furthermore, the integration of real-time reputation 

monitoring tools and sentiment analysis systems will enable organizations to instantly track 

stakeholder feedback and intervene early against negative trends (Moukdad & Juidette, 2024). Finally, 

designing AI-based services—such as virtual assistants and chatbots—in alignment with brand 

identity, enhances the quality of interaction, and preserves empathetic communication ensuring that 
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trust and reputation are sustainable throughout an organization's digital transformation process (Kumar 

et al., 2023; Ouzem et al., 2024). 

Furthermore, AI ethics committees can be established within the organization to ensure ethical 

oversight, and digital reputation awareness training can be organized for employees. Reputation and 

communication drills can be conducted to prepare for potential crises; a culture of transparency and 

learning can be encouraged organization-wide. Additionally, by adopting an approach that strengthens 

cooperation between humans and machines, it can be emphasized that AI-powered processes are 

complement to human capabilities. 

 

7. Recommendatıons 

Future research can investigate the effects of AI investments on corporate reputation, trust, and 

financial performance using causal and longitudinal research designs. Comparative studies conducted 

across different sectors and cultures will enrich the literature by revealing contextual differences in the 

relationship between AI and. reputation. Crisis simulations that test the speed of intervention and the 

effectiveness of communication strategies in scenarios involving information disorder, deepfakes, and 

disinformation may contribute to the evaluation of reputation protection mechanisms. Furthermore, 

experimental studies analyzing the impact of chatbot and natural language generation (NLG)-based 

interactions on the dimensions of empathy, accuracy, and trust can clarify the quality dimension of 

digital touchpoints. 

 

8. Lımıtatıons 

This study has certain limitations. Primarily, since the review is confined to specific databases 

and time periods, it carries a risk of obsolescence in the rapidly developing field of AI. Furthermore, 

the generalizability of the findings may be limited, as the majority of the reviewed studies are based 

on specific sector or country examples. 
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