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Abstract

Social media provides newer opportunities for public relations practitioners
to communicate and interact with the public. Some uses of social media,
however, such as fake blogs, paid blogposts, and fake posts on online forums,
are controversial and have received public attention. The ambiguity in the
ethical issues involving the use of social media as a public relations tool
suggests a need for further investigation for both academia and industry. Given
the limited literature on.public relations ethics focused on social media, the
current study is aimed at exploring the ethical challenges imposed by new
media through in-depth interviews with senior public relations managers in
Taiwan. It was-found that new media has become an important part of public
relations practices today and that its high interactivity and rapid speed of
information flow bring about a stronger demand for content production and
more tasks of ethical considerations, such as information accuracy and
disclosure, anonymity, and privacy on the internet. Findings also suggest that
public relations managers can play an influential role by making ethical
decisions while considering both the core values and a set of situational factors.
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