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Abstract

As social media has become the primary arena for brand public opinion, artificial intelligence is
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increasingly widely applied in brand reputation management. Taking Weibo Zhisou, a representa-
tive domestic Al public opinion tool, as the research sample, this paper explores how artificial in-
telligence assists brands in public opinion early warning and crisis response through sentiment anal-
ysis, semantic modeling and communication path identification. The research finds that Al boasts re-
markable advantages in improving sentiment recognition efficiency, shortening response cycles
and optimizing strategic suggestions. Meanwhile, it also faces common industrial challenges includ-
ing algorithmic bias, poor interpretability and privacy disputes. This paper proposes establishing a
hybrid governance mechanism combining Al and manual work, and improving platform accounta-
bility and user trust mechanisms to achieve the sustainable development of brand reputation man-
agement.
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