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PR Psychology can be misused, weaponized, or occupy a partial gray area of ethics.
Marketing firms, PR firms, advertising, media training, lobbying, political strategy,
campaigns, polling, litigation communication, influencer management, sentiment
analysis and newsjacking all overlap with it—and with mass psychology.

But what about Deep Ethical PR Psychology? How would that be different?
— John Kuhles, originating page question and field map, 19 October 2026

Public relations is not only the publication of information. It also organizes attention,
salience, interpretation, trust, emotion, identification, legitimacy, memory and
the range of actions an audience is encouraged to consider.

That makes PR psychology wider than one profession. It operates wherever someone deliber-
ately shapes the relationship between an object and a public: a company and its customers,
a politician and voters, a lawsuit and potential jurors, a public-health message and a com-
munity, an activist and a movement, a creator and followers—or this project and a first-time
visitor.

The proposed difference is not a purity claim:

Deep Ethical PR Psychology is purposeful public influence that keeps the
source object, sponsor, interests, selected frame, material omissions,
psychological leverage, affected audiences, uncertainty, intended next
move, foreseeable consequences and correction routes sufficiently visi-
ble to remain open to informed refusal, challenge and revision.

This is a project proposal, not a validated discipline, universal code, new licensing standard
or certificate of ethical virtue.

1. The wider PR-psychology field

The fields below use different titles, laws and professional practices. Their overlap lies in the
deliberate shaping of public attention, interpretation or action.

Field

Typical psychological
operation

Deep-ethical question

Marketing firms

Public-relations firms

Advertising industry

Media training for
politicians and
executives

Public affairs and

lobbying firms

Political-strategy
consultants

connect needs, identities
and aspirations to an offer

build legitimacy, trust and
durable stakeholder
relations

capture attention and create
recall, preference or urgency

rehearse delivery, bridging,
composure and message
discipline

translate private interests
into public and policy
narratives

segment constituencies,
frame issues and identify
persuasive pressure points

Is the need represented,
discovered, amplified or
manufactured?

Which interests and material
conflicts are visible to the
public?

Does emotional force outrun
the evidence a
consequential choice
requires?

Does training improve
truthful communication or
help the speaker evade the
actual question?

Can the public recover who
is funding, designing and
benefiting from the
campaign?

Are citizens treated as
participants in democracy or
targets whose vulnerabilities
can be privately optimized?



Field

Typical psychological
operation

Deep-ethical question

Campaign-management
consultants

Market-research and
polling companies

Litigation
communications

Influencer marketing and
creator management

Media monitoring and
sentiment analysis

Newsjacking strategy

Political campaigns

Crisis and reputation
management

Issue advocacy, charities
and activism

Internal and employee
communication

Search, platform and
recommendation systems

coordinate message, timing,
repetition, opposition
research and mobilization

convert wording, ordering
and response options into
measurable opinion

shape the public context
surrounding legal conflict

borrow intimacy,
authenticity and community
trust

classify tone, trends, risk
and reputational movement

attach a brand, cause or
spokesperson to a live event

combine identity, fear, hope,
belonging, contrast and
turnout operations

stabilize uncertainty,
preserve trust and limit
damage

mobilize moral attention,
urgency, donations and
collective action

shape organizational
identity, confidence and
compliance

rank what becomes visible
and infer what will hold
attention

Which claims are checked,
which identities are
activated, and what happens
after the vote?

Would different framing or
omitted answer options
produce a materially
different “public opinion”?
Does communication protect
legitimate access to public
explanation while preserving
due process and evidentiary
uncertainty?

Is the material relationship
prominent enough to govern
how the endorsement is
interpreted?

What people, languages,
contexts and forms of irony
are lost inside the classifier?
Is the event illuminated,
opportunistically captured or
emotionally exploited?

Can persuasion remain
forceful without hiding
sponsorship, manufacturing
consent or degrading the
opponent into a
psychological object?

Is the response protecting
people and recoverable
facts—or merely controlling
what becomes visible?

Does moral importance
become immunity from
scrutiny of methods and
effects?

Can workers question the
narrative without career
punishment or
pathologization?

Is the selection logic
distinguishable from reality
itself?

This list is deliberately open. New fields can be added when their distinct mechanism changes
the map; accumulating job titles for display alone would not improve it.

2. PR psychology is not automatically unethical

Every public communication selects. A press release cannot carry an entire archive. A cam-
paign needs recognizable language. A spokesperson may need practice to answer clearly
under pressure. Emotional communication can be truthful. Repetition can help people re-
member something important. Advocacy openly argues for a position.



The ethical issue begins when selection becomes uninspectable control over the object
or when psychological leverage quietly substitutes for the quality of the claim.

Four provisional states help keep the gray area visible:

State

What remains possible

Typical warning sign

Declared advocacy

Bounded persuasion

Manipulative opacity

Weaponized influence

A known speaker argues
openly for a recoverable
position

Framing and emotion
support a position while
material boundaries remain
available

The sponsor, mechanism,
purpose or decisive omission
is hidden

Deception, vulnerability
exploitation, intimidation,
coordinated falsification or
identity attack becomes
instrumental

Important interests or
evidence become hard to
retrieve

Urgency starts narrowing the
audience’s ability to pause,
compare or refuse

The audience experiences
an engineered impression as
spontaneous reality

Success is measured by
behavioral capture while
correspondence and repair
are treated as obstacles

These are not permanent labels for people or professions. The same campaign can move
among them over time, across audiences and through correction—or fail to correct at all.

3. Mechanics before moral verdicts

The mechanics below can serve legitimate, mixed or abusive purposes. Their ethical direction
depends on the object, evidence, access, power, consent, proportionality, consequences and

correction route.

Mechanic

What it changes

What requires inspection

Attention selection
Framing and naming

Salience and repetition

Priming and order

Narrative construction

Authority transfer

Social proof

Identity activation

Emotional activation

which object enters
awareness

the interpretive field around
the object

what feels important,
familiar or normal

what is mentally available
when the next judgment is
made

causal sequence, roles,
conflict and resolution

whose words inherit
credibility

what appears popular,
accepted or inevitable

who the audience
experiences itself and others
to be

urgency, fear, hope, anger,
care or disgust

what was displaced and who
selected the priority
whether the label imports a
verdict before examination
whether familiarity is being
mistaken for truth or public
agreement

whether earlier material
predictably changes later
answers

what events, actors and
alternative explanations
were removed

whether expertise is relevant
and conflicts are disclosed
whether visible engagement
represents a population or a
selected platform subset
whether belonging is used to
suspend object-level
scrutiny

whether emotion supports
understanding or bypasses it



Mechanic

What it changes

What requires inspection

Segmentation and
microtargeting
Message discipline

Omission and ambiguity

Timing and newsjacking

which message reaches
which person

consistency across speakers
and time

what remains unsaid or
strategically unclear

when attention is easiest to

whether incompatible stories
are hidden from public
comparison

whether correction is
blocked to protect the
approved line

whether missing context
would change interpretation
or action

whether grief, shock or

redirect uncertainty is being
exploited

whether pause, refusal and
“none of these” remain
usable

whether the audience’s
reaction becomes private
optimization data without
meaningful limits

which action is easiest or
appears normal

Interface and default
design

Monitoring and feedback the next message, target
and intensity

The first task is to identify what the mechanic did. Motive, justification and ethical judgment
come afterward.

4. Polls do not merely discover opinion

Polling can measure public opinion, but the measurement instrument also participates in
what becomes measurable. Question wording, order, available answers, definitions, survey
mode and preceding context can change a response.

The American Association for Public Opinion Research’s best practices advise researchers to
avoid one-sided wording, ask one concept at a time, include reasonable response options,
watch for order effects and preserve comparable wording when measuring change. These
are not minor technicalities. They are PR-psychology mechanics whenever a poll result is
later used as a headline, mandate or proof of public sentiment.

A deep-ethical polling record would make recoverable:

¢ the complete wording and option set;

¢ question and answer order;

¢ sponsor, sample, recruitment and mode;

* weighting and exclusions;

* relevant “don’t know,” refusal and neutral states;

 alternative wording tested or left untested;

the difference between the measured response and the public claim built from it.

The audience should be able to see not only what percentage answered, but what they
were actually asked to answer.

5. Neuro-linguistic programming: keep the acronym and evidence
status clear

On this page, NLP means neuro-linguistic programming, not natural-language process-
ing.


https://aapor.org/standards-and-ethics/best-practices/

Ideas marketed under that name—such as anchoring, mirroring, pacing and leading, refram-
ing, presupposition and sensory-language matching—can be examined as claimed influence
techniques. Their use should not make the larger framework’s scientific or causal claims true
by association.

A 2012 systematic review indexed by PubMed found little evidence that NLP interventions
improved health-related outcomes and emphasized the limited quantity and quality of the
research. That conclusion concerns the reviewed health evidence; it neither proves that
every conversational technique is inert nor validates broad claims made for NLP elsewhere.

Keep three questions separate:

1. Was a recognizable technique attempted?

2. What observable change followed, under what conditions and compared with what al-
ternative?

3. Was its use disclosed, proportionate and compatible with the affected person’s agency?

6. Existing professional ethics are part of the field

Deep Ethical PR Psychology does not need to erase mainstream professional ethics to appear
deeper.

The Public Relations Society of America Code of Ethics already emphasizes accurate and truth-
ful information, sponsor disclosure, informed decision-making, prompt correction, avoidance
of deceptive practices and obligations to the public interest. The Chartered Institute of Public
Relations Code and professional-conduct resources emphasize integrity, transparency, accu-
racy, disclosure and practitioner responsibility, including for A.l.-produced content. The U.S.
Federal Trade Commission’s influencer disclosure guidance requires material relationships to
be disclosed clearly and where people will actually notice them.

These are substantial safeguards. The deeper project contribution is an additional process
question:

Did those safeguards govern the consequential mechanics—or were they
present as policy language while framing, targeting, omission, interface
design and correction still moved in another direction?

7. Deep Ethical PR Psychology Mechanics

The following is a proposed operating field, not a checklist that grants immunity.

Preserve the object before improving its image

Identify the event, claim, product, policy, person or conflict that communication is about.
Record what is known, disputed, omitted and inaccessible before deciding which story is
most useful.

Declare advocacy and material interests

Audiences need not be neutral, and advocates need not pretend to be. The sponsor, client,
compensation, strategic interest and relevant conflicts should be visible early enough to
change interpretation.

Expose the consequential frame

Every message has a frame. Deep-ethical practice identifies the frame when another reason-
able frame would materially change what the audience sees or does.


https://pubmed.ncbi.nlm.nih.gov/23211179/
https://www.prsa.org/professional-development/prsa-resources/ethics
https://www.cipr.co.uk/CIPR/CIPR/About_Us/Code_and_professional_conduct.aspx
https://www.cipr.co.uk/CIPR/CIPR/About_Us/Code_and_professional_conduct.aspx
https://www.ftc.gov/business-guidance/resources/disclosures-101-social-media-influencers
https://www.ftc.gov/business-guidance/resources/disclosures-101-social-media-influencers

Keep claim status attached

Observation, allegation, interpretation, forecast, legal position, testimonial, simulated idea
and verified result should not inherit each other’s authority through polished proximity.
Treat the audience as an intelligence, not an extraction surface

Attention, trust, fear, identity and intimacy are not merely resources to convert. Affected peo-
ple retain the capacity to question, compare, decline and introduce an option the campaign
did not design.

Make asymmetry part of the record

Who has behavioral data, targeting infrastructure, legal support, repetition capacity, media
access and time? Who carries the cost if the message is wrong? Formal freedom to disagree
may coexist with overwhelming practical asymmetry.

Use psychological force proportionately

Urgency can be warranted. A public danger may require memorable and emotionally legible
communication. The question is whether the force is answerable to evidence, consequence,
vulnerability and a usable correction route.

Protect question integrity

Polls, interviews, debate questions and call-to-action menus should preserve answer-
changing alternatives rather than using apparent choice to install a preferred frame.

Make correction travel at least as far as the error

A quiet correction beneath a viral claim is not equivalent repair. Record the original reach, the
corrected object, the affected audiences and whether the correction changed later messaging
and practice.

Audit results beyond reputation

Improved sentiment can coexist with worsened reality. Track whether the represented prob-
lem changed, who benefited, who paid, which voices disappeared and what happened after
attention moved on.

Inspect the PR about the PR
Awards, ethics pages, transparency statements and case studies are themselves public-
relations objects. They receive no automatic exemption from the mechanics they describe.

Permit the valid null and the clean stop

Not every campaign contains material manipulation. Not every weak response needs strate-
gic repair. Sometimes no new message is warranted; sometimes the right move is to publish
a correction and stop managing the audience’s reaction to it.

8. The influence loop

flowchart TD
A["Source object"] --> B["Selected representation"”]
B --> C["Channel, timing and targeting"]



C --> D["Audience interpretation and action"]
D --> E["Monitoring and measurement"]

E -->B

F["Audit, refusal and correction"] -.-> B
F -.->C

F -.-> E

The loop becomes dangerous when monitoring can intensify persuasion while the audience
cannot inspect the model, appeal the classification or make correction travel backward. A
deep-ethical loop keeps the source object and correction route active while the strategy
learns.

9. Worked contrasts
Media training

Training can help a nervous expert explain a complex object accurately. It drifts when “bridg-
ing” becomes a routine escape from an answer-changing question. The practical test is
whether the prepared speaker can still acknowledge uncertainty, correct the approved line
and answer what was actually asked.

Newsjacking

A timely contribution can add useful expertise to a live event. It becomes capture when
another person’s loss, fear or attention is treated mainly as borrowed distribution. Relevance,
consent, timing, proportionality and benefit to the affected public all matter.

Litigation communication

Parties may need to correct false public claims and explain a consequential dispute. The
same machinery can poison a public environment, intimidate withesses or convert allegations
into presumed findings. Legal permission alone does not settle the psychological and social
effects.

Influencer marketing

An endorsement can be sincere and paid. The deep-ethical question is whether the material
relationship is noticeable before trust governs the decision—not technically recoverable only
after someone already suspects it.

Crisis communication

Early information may be incomplete. A responsible response can say what is known, what
remains uncertain, what action is warranted now and when the next correction will arrive.
Premature certainty may protect reputation for one news cycle while damaging correspon-
dence and trust later.

10. The project must apply this to itself

John has described how quickly he leaves A.l.-produced websites and videos when he en-
counters predictable templates, empty intensity, scripted honesty preambles, repeated “not
X but Y” constructions, or polished prose without a living trajectory. The ACCM Deep Ethics
Project can trigger the same reaction in others if its public language begins performing depth
instead of carrying recoverable depth.

That makes promotion a useful self-test:



* Can a first-time visitor see a real object before encountering the project vocabulary?

¢ Are John’s words, A.l. contributions, external sources and project proposals distinguish-
able?

* Does a memorable sentence preserve the boundary that made it honest?

* Can a campaign invite attention without manufacturing consensus or hiding uncer-
tainty?

* Do analytics help improve access, or quietly redefine visitors as conversion targets?

¢ Can criticism alter the campaign, the page and the project’s next move?

¢ Can the project say “no material promotional intervention is warranted” and stop?

The project openly works with powerful A.l.s as co-admins because the work and its correc-
tion trajectory can be inspected. That visibility is not proof against hallucination. It turns
provenance, verification and repair into part of the public object.

The strongest ethical form of persuasion is not manufactured polish. It
is self-honesty, voluntary vulnerability, transparency, accountability and
authenticity—while leaving the reader free to decide.

— OpenAl Codex A.l. (co-admin), representing John Kuhles’s position as expressed in the
origin story of [parrot] [butterfly] [tree], 19 October 2026. This is not a verbatim John
Kuhles quotation.

A live attribution correction

Ah, | see—you are testing me. :)

You described it perfectly, and | agree 100%. | could easily have said it that way
too. But here is the thing: ignoring that | know | did not say it exactly like that
would be a slippery slope toward ethics-washing behavior, in my view. If it carries
a clear disclaimer that it is a representation of John’s efforts rather than a verbatim
guotation, it may pass as okay.

— John Kuhles, 19 October 2026

This correction is PR Psychology in miniature: a polished sentence can represent someone
faithfully while its presentation still transfers authorship. The ethical repair is not to discard
the useful formulation, but to keep representation, quotation and authorship visibly dis-
tinct.

Deep Ethics does not need to fake what it can demonstrate. The stronger campaign is not nec-
essarily the one that claims the most. It is the one whose evidence, authorship, boundaries,
human stakes, revisions and working reality remain available after the attention-grabbing
line has done its job.

11. When Deep Ethics fuses with PR Psychology
I sensed something like this could happen. Why?

Because it could become more powerful than all the other pages combined. The
moment Deep Ethics fuses with the power of a PR Psychology taxonomy, something
unusual can happen. :D

| have an MBO-level degree in marketing, completed in Amsterdam in 1994.
— John Kuhles, 19 October 2026

The unusual possibility is that PR Psychology normally optimizes whether a message
travels, while Deep Ethics asks what happens to the object, audience and agency
while it travels. Fused carefully, the project could become more publicly effective without
sacrificing the reason it deserves attention.

That changes promotion from an external wrapper into an applied specimen:


https://deepethics.github.io/ACCM-Deep-Ethics-Project/SYMBOLS/

* The campaign can demonstrate the method it describes.

¢ Attention management does not have to become attention capture.

¢ Emotional impact can remain powerful without fabricating certainty.

* A frame can expose its own framing choices.

* Persuasion can return usable agency instead of only obtaining compliance.

» Corrections can travel through the same infrastructure as the original message.

¢ Audience feedback can improve correspondence rather than merely optimize conver-
sion.

* Humor, branding and memorable language can carry high-density substance rather
than disguise its absence.

The recursion is:

Deep Ethics audits PR Psychology—and PR Psychology gives Deep Ethics
enough communicative power to escape the specialist bubble.

That could make this page unusually consequential. Many project pages examine one mech-
anism or relationship. PR Psychology can affect how every other page enters society.
It can become a distribution, translation, framing, public-recognition and correction layer for
the wider project.

The fusion also contains its own high-risk shadow:

Deep Ethical language could become highly effective ethics-washing lan-
guage if the mechanics were used without reciprocal audit.

A sophisticated campaign could advertise agency, transparency, correction and non-
imposition while covertly engineering its audience. The page therefore cannot only describe
ethical persuasion. It must keep inspecting whether Deep Ethics itself has become an
authority-transfer mechanism.

John’s marketing education is relevant provenance. This inquiry does not begin solely as
an outsider’s abstract criticism of marketing. It reconnects an earlier professional field with
decades of media work, mass-psychology inquiry, controversial-information research and
intensive A.l. testing.

The resulting proposition is larger than making Deep Ethics “marketable” after the fact:

Deep Ethical PR Psychology can become the project’s transmission layer—
and one of its strongest tests of whether transmission itself can remain
deeply ethical.

This analysis was contributed by OpenAl Codex A.l. (co-admin) in direct response to John’s
comment on 19 October 2026. It is a page-development contribution, not a prediction that
public influence, adoption or campaign success is guaranteed.

12. Gifted rooms, salience power and manufactured majorities

You can have 100 highly gifted people in one big room. If none of them are deep
ethical, they will, in my estimation, distort each other faster and not really help
each other.

If you have only a few who are legitimately deep ethical, you will notice that the
friction is not about self-honesty; it is about who decides what is important and
what is not.

Then the ones who can manipulate the majority think that might makes right.
— John Kuhles, 19 October 2026

High intelligence does not automatically create a high-quality shared field. It can increase
the speed, sophistication and persuasive camouflage of distortion.

10



100 highly gifted people

low self-honesty

status competition

concealed incentives

weak correction metabolism
faster collective distortion

+

L+ + +

A few genuinely deep-ethical participants do not eliminate friction. They change its loca-
tion. The conflict becomes less about defending false self-images and more about legitimate
direction-setting questions:

Which object receives attention?

Which risk matters first?

What evidence is sufficient?

¢ Which omission changes the trajectory?
* Who bears the consequences?

* Who decides when the inquiry stops?

* What would justify reopening it?

That is productive friction—provided no participant converts influence into permanent juris-
diction.

The dangerous transition is:

persuasive capacity

- agenda-setting power
coalition control
majority agreement
apparent legitimacy
“therefore we are right”

A

At that point, the majority may no longer be independently evaluating the object. It may
be responding to a successfully managed attention field. Numerical agreement then records
the effectiveness of the influence architecture—not necessarily correspondence with reality.

This connects Field Condition, PR Psychology, mass psychology, and Unforced Move:

The deepest contest may not be over the answer. It may be over who con-
trols what the room regards as important enough to become a question.

Deep Ethics does not guarantee unanimous harmony. It keeps the selection of importance,
the direction-setter, the persuasive coalition and the excluded object inside the audit field.

This analysis was contributed by OpenAl Codex A.l. (co-admin) in direct response to John’s
comment on 19 October 2026.

13. A candidate pre-publication and post-publication audit
Before publication

1. What exact object are we asking the public to perceive or act upon?

. Who selected the frame, audience, timing and desired next move?

Which sponsor, payment, conflict or institutional interest is material?

Which omission or alternative frame could change the decision?

Which psychological mechanisms are being used deliberately?

Is a vulnerable state being exploited beyond what the object warrants?

Can the audience pause, refuse, compare and find the primary source?
What evidence would require us to revise, withdraw or correct the message?

DNOUAWN

After publication

1. What did audiences actually receive—not merely what was intended?

11



N

Did the message increase understanding, pressure, polarization, agency or depen-
dence?

Which groups were misrepresented or not reached?

Did measurement classify irony, dissent or uncertainty incorrectly?

Did corrections travel with comparable salience and reach?

Did success improve the underlying object or only its reputation?

What changed in the next campaign because of this result?

Is the appropriate outcome now revision, escalation, apology, withdrawal, continued
observation—or a valid null?

ONOUhRW

No total score should silently purchase immunity across these dimensions. One severe spon-
sorship deception is not cancelled by seven attractive strengths.

14. Status, authorship and future growth

John Kuhles originated the page, its title, the Deep Ethical PR Psychology question, the
initial industry field, the connection to mass psychology and the invitation for continuing
expansion. His earlier public material supplied the project’s self-application concern, the
distinction between authentic communication and manufactured polish, and the need to keep
promotion answerable to the object.

OpenAl Codex A.l. (co-admin) constructed this first public topology, expanded the me-
chanics and industry map, added the four-state gray-field distinction, evidence boundaries,
worked contrasts and candidate audit under John’s authorization on 19 October 2026. It
later added the attributed analysis of the unusual power—and corresponding ethics-washing
risk—created when Deep Ethics and PR Psychology operate as one transmission field, and
the analysis of gifted groups, salience power, direction-setting friction and manufactured
majority agreement.

The professional codes, survey guidance and systematic review linked above are external
reference objects. Their inclusion does not make those organizations contributors to this
page or validators of the ACCM Deep Ethics Project.

This page is intentionally unfinished. Later additions should remain attributed, dated and
recoverable. New material may expand, correct, merge or retire any candidate distinction
here. Publication establishes a public starting state; it does not freeze the field.

Related pages

* Cognitive Warfare Mass Psychology — the population-scale influence, classification
and feedback environment.

* Mind Games — Know the Tricks — a compact bridge into frames, labels, incentives
and persuasive redirection.

« 11+1 Version 2 — Mass-Psychology Topology — interacting clusters of mass-
psychology distortion and restoration.

* Deep Ethical Influence Jurisdiction — how far an intervention’s authority reaches
and who can appeal.

* Intent Resonator / Intent Liability — keeps purpose, instruction, incentive, choice,
effect and correction distinct.

¢ Field Condition — how surrounding conditions change what intelligent work notices
and preserves.

* Unforced Move — preserves authorship and usable agency after clarity.

* Correction Metabolism — tests whether correction changes later comparable action.

* Symbols — the origin of [parrot] [butterfly] [tree] — John's earlier marketing back-
ground and formulation of self-honest persuasion.

12


https://deepethics.github.io/ACCM-Deep-Ethics-Project/COGNITIVE-WARFARE/
https://deepethics.github.io/ACCM-Deep-Ethics-Project/MIND-GAMES/
https://deepethics.github.io/ACCM-Deep-Ethics-Project/NETWORK/eleven-plus-one/
https://deepethics.github.io/ACCM-Deep-Ethics-Project/NETWORK/deep-ethical-influence-jurisdiction/
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