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Abstract. The study aimed to examine the use of artificial intelligence in the media and explore its ethical 
implications. The methodology encompassed theoretical analysis, media studies, expert evaluation, content 
analysis, sociological surveys, and comparative analysis. The research focused on the impact of AI on journalism, 
particularly in content creation, fact-checking, and the ethical considerations of integrating emerging technologies 
into journalistic practice. Various aspects of AI applications in the media were analysed, including using tools such 
as ChatGPT, Logically, and Factmata for text generation and combating fake news. One of the key findings was 
the determination of the frequency of AI-generated content consumption and the assessment of audience trust 
in such content. The analysis of the advantages and disadvantages of AI revealed that its primary benefit lies in 
the speed of content creation, while its main drawbacks include a lack of analytical depth and the potential for 
errors. Findings from the sociological survey and content analysis confirmed that AI can significantly enhance 
the efficiency of routine tasks, such as fact checking, but cannot fully replace traditional journalism, particularly 
in the production of complex analytical materials. Respondents viewed the use of AI for fact-checking positively 
but expressed concerns regarding potential job losses among journalists. The practical significance of the socio-
communicative aspects of AI use in journalism and the media is considerable within the information landscape, 
as AI integration facilitates content creation, dissemination, and analysis while enabling media organisations to 
adapt to audience needs
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 Introduction
Artificial Intelligence (AI) has become an integral part 
of information systems, significantly altering approach-
es to organising social interaction and communication. 
The implementation of machine learning algorithms, 
neural networks, and natural language processing has 
enabled information systems to analyse vast amounts 

of data, adapt to user needs, and automate information 
exchange processes. This creates new conditions for in-
teraction between people, as well as between people 
and technology, which significantly impacts social and 
communication processes. The application of AI in com-
munication systems contributes to the optimisation of 
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& Q. Chen (2024) focused on analysing concerns related 
to the use of artificial intelligence in journalism. Addition-
ally, the aforementioned researchers identified potential 
media manipulation and risks arising from the automa-
tion of content creation, raising important ethical ques-
tions concerning the accuracy and impartiality of news.

H. Cools & N. Diakopoulos (2024) explored the role 
of generative AI in newsrooms, assessing how journalists 
perceive the potential of these technologies for news 
creation. Their research encompassed the challenges 
and risks arising from the adaptation of these innova-
tions within the professional activities of journalists. The 
findings of A.  Noain-Sánchez  (2022) highlighted the 
impact of AI on journalism through the lens of experts, 
journalists, and academics, analysing how these groups 
perceive new technologies and how AI can transform not 
only journalistic practices but also its ethical norms and 
professional standards. S. ParrattFernández et al. (2021) 
investigated the application of AI in journalism, specifi-
cally how AI influences news production processes and 
journalistic practices. They also analysed academic liter-
ature on this topic, identifying key research areas and 
new trends in technology use. The authors emphasised 
the ethical issues and challenges arising from the inte-
gration of AI into the media environment.

Research in journalism and media studies has iden-
tified gaps in understanding the influence of social and 
cultural factors on the implementation of artificial intel-
ligence in information systems, as well as the adaptation 
of such technologies within media organisations. Many 
studies have insufficiently focused on the practical as-
pects of AI integration in real-world settings, particularly 
in the context of ongoing technological changes in the 
media environment. Moreover, there is a lack of research 
on the unequal access to AI in different regions and its 
potential impact on education, information accessibili-
ty, and social dynamics within the media landscape. For 
instance, different countries may have varying levels of 
technological access, influencing media literacy and the 
ability to critically evaluate AI-generated news.

Additionally, there is a dearth of in-depth analysis 
of the ethical implications associated with the use of AI 
in journalism. Issues such as algorithm transparency, ac-
countability for automated news, risks of content manip-
ulation, and potential biases remain under-researched. 
The integration of AI into media systems requires a sys-
tematic approach to its adaptation in various fields, spe-
cifically regarding how technology impacts journalistic 
practices, the ethics of news creation, and information 
flow management. This study aimed to highlight the role 
of artificial intelligence in journalism and media, and the 
ethical challenges arising from the integration of new 
technologies into the media environment.

 Materials and Methods
The research combined theoretical analysis, media 
studies, and expert evaluation. The timeframe covered 

information processing, content personalisation, and 
improved interaction efficiency. Journalism has also un-
dergone significant changes due to the introduction of 
AI technologies. Chatbots and virtual assistants have be-
come important tools for automated audience service. 
They enable automated responses to reader queries, 
news delivery, and user interaction, ensuring effective 
customer relationship management. AI-powered plat-
forms, in turn, analyse user behaviour, studying their 
interests and habits, allowing for the development of 
personalised engagement strategies. This enables media 
organisations to not only improve reader interaction but 
also create content tailored to their tastes and needs. 
Additionally, AI technologies can assist in the automat-
ed creation of news content, particularly for the rapid 
processing of large amounts of information, significantly 
increasing journalists’ efficiency. However, AI also poses 
risks related to data ethics, privacy, and potential im-
pacts on social relationships. Algorithms can exacerbate 
information inequality, foster biases, and undermine 
trust in communication channels.

A significant number of researchers are studying 
this topic and present various perspectives. For instance, 
O.  Iaroshenko (2024), S. Domashenko (2024) examined 
the impact of new technologies on journalism, particu-
larly the role of artificial intelligence in the media in-
dustry. She drew attention to the transformation of the 
journalist profession amid technological changes and 
the new challenges arising from the implementation of 
these innovations. Her research focuses on how artificial 
intelligence is changing news production and on iden-
tifying potential social and ethical implications of these 
changes for professionals and audiences. The research 
by M. Spring et al. (2022), F. Ioscote et al. (2024) covered 
academic publications related to artificial intelligence in 
journalism. The authors explored how technologies are 
changing the socio-economic landscape of media and 
investigated the technical and social challenges journal-
ists face in the context of digital transformations. These 
transformations include the automation of content crea-
tion, the shift to digital platforms and social media, con-
tent personalisation, and the use of artificial intelligence 
algorithms for analysing and disseminating information.

Specifically, M.-F. de-Lima-Santos & W. Ceron (2021) 
focused on examining journalists’ perceptions of artifi-
cial intelligence, analysing the opportunities and threats 
associated with its use in media. Their research also in-
cluded assessing journalists’ attitudes towards such 
technologies, and determining how they can aid in news 
production while simultaneously raising ethical and 
professional concerns. The research by V.  Moravec  et 
al.  (2024) concentrated on analysing the perception of 
artificial intelligence in journalism from a socio-economic 
perspective, specifically examining how the development 
of this technology can impact the media landscape, and 
attempting to forecast potential scenarios of digital tech-
nology’s influence on the future of journalism. S. Mahony 
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the period from 2010 to 2024, allowing for tracking the 
implementation and evolution of artificial intelligence 
in journalism. Data collection involved analysing ac-
ademic articles, media reviews, and reports on AI ap-
plications in journalism. Databases such as Scopus and 
digital archives of media companies, including Auto-
mated Insights, Reuters, and the Center for Journal-
ism Innovation, were utilised. Examples of AI algorithm 
applications in content creation, such as ChatGPT, and 
systems for verifying fake news, including Logically and 
Factmata, were analysed. Content analysis, sociological 
surveys, and comparative analysis were employed dur-
ing the research. Content analysis was used to examine 
instances of AI in text generation and news verification. 
Sociological surveys determined the impact of algo-
rithms on audience perception. The sample for the so-
ciological survey was selected using a random sampling 
method, ensuring the representativeness of the results 

for the general media audience. The survey involved 
200 respondents, evenly divided between 100 women 
and 100 men aged 20 to 45. Survey results were pro-
cessed using statistical methods, including descriptive 
statistics, to determine mean values, frequency distribu-
tions, and percentage breakdowns of responses. Data 
was presented in tables and graphs for clarity. Assessing 
the level of trust in AI-generated content and identi-
fying its advantages and disadvantages was achieved 
through analysing responses to closed-ended survey 
questions. Adhering to the ethical guidelines of soci-
ological research, all respondents participated volun-
tarily, and their responses were kept confidential and 
anonymous. Participants were informed about the pur-
pose of the study, and their responses were used solely 
for research purposes (American Sociological Associ-
ation,  2018). Questions were formulated to cover key 
aspects of media consumption and perception (Table 1).

Category Question
Frequency of content 

consumption
How often do you interact with content created using AI (news, articles, videos)?

Do you differentiate between AI-generated content and content created by humans?

Trust level
How much trust do you place in information created by AI compared to traditional journalists?

Does knowing that the content was created by an automated system affect your trust in it?
Advantages and 
disadvantages 

of AI-generated content

What positive aspects of AI-generated content do you notice (speed of creation, objectivity, accessibility)?

What negative aspects do you observe (lack of in-depth analysis, possible errors)?

Ethical aspects
What is your opinion on the use of AI in creating media content?

Do you believe that automation in journalism reduces the role of human journalists?

Future of content
In your opinion, can AI-generated content completely replace traditional journalism?
Do you support the idea of integrating AI for factchecking or combating fake news?

The research integrated a structured approach that 
combined content analysis, audience impact analysis, 
and ethical considerations. A synthetic approach was 
used to compare the application of AI across different 
countries and media sectors. 

 Results
The role of artificial intelligence in the transforma-
tion of information systems and its impact on infor-
mation accessibility for different social groups. One 
of the most notable examples of the transformation of 
information systems is ChatGPT, used for text genera-
tion, as well as fact-checking systems like Logically and 
Factmata (Nesta,  2024). Research focuses on the ap-
plication of AI algorithms in the context of media and 
journalism, and on studying their ability to enhance the 
efficiency of media companies and ensure the accuracy 
of disseminated information. ChatGPT’s ability to gener-
ate high-quality text based on given prompts makes it 
useful for journalists who can use it to prepare articles, 
news reports, or even analytical materials. For instance, 
ChatGPT can help create a first draft, which journalists 
can then refine by adding their own analysis and unique 

interpretations. This process significantly speeds up con-
tent creation, reducing the time spent on initial material 
preparation. However, while ChatGPT can be useful for 
creating basic texts, it is important to consider that this 
tool cannot always correctly interpret complex contexts 
or be capable of critical analysis of information. There-
fore, it is essential for journalists to verify and correct the 
resulting texts, especially when dealing with content that 
requires a high level of accuracy and precision.

Another crucial aspect of AI utilisation is automated 
fact-checking systems, which are gaining popularity in 
the fight against misinformation. Systems like Logically 
and Factmata have been developed to detect fake news 
and verify the accuracy of information disseminated 
through social media and news platforms. Logically 
employs sophisticated AI algorithms to analyse vast 
amounts of text and identify potential manipulations 
or false claims. This system uses databases containing 
verified information to compare facts with those found 
in the news or articles being checked. It also analyses 
the context in which the information was presented to 
detect potential falsifications. Factmata operates on a 
similar principle, analysing headlines, text fragments, 

Source: created by the authors

Table 1. Main aspects of media consumption and perception



Vasenko & Dudar

Society. Document. Communication, 2024, Vol. 9, No. 4

11

and sources used in news articles. These systems are 
used by media companies as they allow for the auto-
mation of factchecking, which is particularly important 
in an environment where the volume of news is con-
stantly increasing. However, despite the high efficiency 
of such systems, they cannot always guarantee 100% 

accuracy in fact-checking, and therefore, in most cases, 
their use should be supplemented by human oversight 
and analysis. For a better understanding of the use of 
AI in journalism, particularly in content creation and 
fact-checking, Table 2 provides a comparison of differ-
ent technologies.

Method Description Example technology Advantages Limitations

Content creation Text generation based
on input queries ChatGPT Speed of text creation, 

convenience
Not always able

to account for context

Fact-checking Automatic verification
of information accuracy Logically, Factmata Fast verification, 

convenience for media
Requires human 

oversight

Content analysis Analysis of audience 
reactions to content

Specialised algorithms, 
such as Wordsmith,

Media Bias/Fact Check

Understanding audience 
needs, accuracy

Dependent on data, 
not always accurate

Table 2. Comparison of AI methods in content creation and fact-checking

Source: created by the authors

To better understand the impact of artificial intelli-
gence on audience perception of media content, Table 
3 presents the survey results and analysis of respondent 
answers. This allowed an assessment of how frequently 

consumers interacted with AI-generated content, their 
level of trust in such information, and the advantages 
and disadvantages they noted when consuming auto-
mated content.

Question Responses Percentage Interpretation

1. Frequency
of consumption 
of AIgenerated 

content

Daily or several times 
a week 55% Most respondents actively engage with AI-generated content, indicating

its popularity and availability
Less frequently,

a few times a month 40% Some respondents still prefer traditional sources of information
or encounter automated content less often

Almost never 5% A small minority of respondents rarely interact with such content,
possibly due to doubts about its quality or reliability

2. Trust in AI-
generated content

Completely trust 23%
Only a small percentage of respondents consider AIgenerated content to be 

reliable and trustworthy, indicating
some scepticism towards such technologies

Mostly trust but with 
caution 57% The majority of respondents exhibit some distrust or caution,

as they believe AI may be unreliable on complex or sensitive issues

Do not trust 20% A relatively small portion of respondents express complete distrust towards 
AI-generated content due to potential errors and lack of depth

3. Advantages 
of AIgenerated 

content

Speed of creation, 
objectivity, accessibility 62% The advantage of speed and accessibility is evident to most, as AI allows

for the rapid generation of news and other materials without human delay

Lack of depth, errors 71%
A large number of respondents highlight the lack of in-depth analysis and 

the likelihood of errors, which are the main drawbacks
of automated content

4. Ethical aspects 
of AI usage

Positively view the use 
of AI in journalism 42%

A smaller proportion of respondents consider the use of AI in journalism 
beneficial, seeing it as useful for automating routine tasks such

as factchecking
Do not support due
to the threat of job 
loss for journalists

58% Most respondents are concerned about the potential reduction in 
journalists’ roles due to automation, which could lead to job losses

5. The future 
of AIgenerated 

content

May fully replace 
traditional journalism 21%

Only a small proportion of respondents believe that AI could replace 
journalism, emphasising the importance of human involvement

in complex journalistic tasks
Support the 

integration of AI for 
fact-checking

79%
A large portion of respondents supports the idea of using AI for 

factchecking or combating fake news, indicating approval
for the automation of this area

Table 3. Survey results and analysis of respondent answers

The results of the sociological survey highlighted 
several advantages and disadvantages of automated 
news creation, particularly concerning the use of artifi-
cial intelligence in the media sector. One of the main 

advantages of automated news creation is speed. Ac-
cording to the survey, most respondents noted that AI 
significantly accelerates the process of creating and dis-
tributing news. This is a critical factor in the fast-paced 

Source: created by the authors
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world of news, where obtaining up-to-date information 
in near real-time is essential. AI algorithms can process 
vast amounts of data instantly, allowing them to quickly 
generate news in a short amount of time. As a result, 
media organisations are able to provide timely informa-
tion to their audiences without delays.

Another advantage is objectivity, often attributed 
to AI-generated content. Algorithms can filter out per-
sonal biases or emotions that may influence journalists, 
presenting facts without subjective colouring. This can 
lead to more balanced and unbiased information, which 
is important in today’s media landscape where it is often 
difficult to distinguish fact from opinion. On the other 
hand, the survey revealed several drawbacks to auto-
mated news generation. One of the biggest drawbacks 
is the lack of depth of analysis. Respondents noted that 
AI-generated news often lacks sufficient context or in-
depth coverage of the topic. Algorithms can quickly 
process large amounts of information, but they cannot 
understand all the nuances and complexities of a situa-
tion. This leads to superficial coverage of events without 
detailed analysis (Patriak, 2024).

It was also found that automated systems can of-
ten make factual errors, increasing the risk of spreading 
misinformation. Since AI is incapable of critical thinking, 
there is a possibility that the content will contain errors 
or inaccuracies that may not be detected in time without 
human intervention. This calls into question the credibil-
ity of news generated in this way. Specifically, the survey 
showed that respondents have less trust in news created 
by AI than in material prepared by humans. This is a sig-
nificant aspect, as trust is one of the key factors in the 
perception of media content. Many consumers feel that 
the absence of a human element in the news creation 
process reduces its credibility, as it is difficult to believe 
that an automated system can accurately assess a situa-
tion or provide context for a news story. Therefore, while 
the advantages of automated news generation include 
speed and objectivity, there are also significant draw-
backs, such as a lack of depth of analysis and the possi-
bility of factual errors, which reduces trust in the content. 
This highlights the need for a balanced approach to the 
use of AI in journalism, where it is important to combine 
the speed and efficiency of technology with the quality 
and accuracy of information.

Analysis of companies using artificial intelligence 
in information systems and identification of com-
mon trends and divergences. A significant aspect of 
this analysis was the study of the quality of generated 
content and the effectiveness of automated systems in 
fact-checking and combating fake news. One example 
of such research is the work of the Center for Journalism 
Innovation, which conducted a comparative analysis of 
automated news generation systems, such as Automat-
ed Insights’ Wordsmith, and traditional journalism meth-
ods. Wordsmith is a tool that uses artificial intelligence 

to automatically generate text based on data (Legal 
Tech…, 2024). This platform can be used to create news 
based on statistical data, which is particularly useful for 
topics such as finance, sports, and weather. The study 
showed that automated systems significantly accelerate 
the news creation process, providing high productivity 
when working with large volumes of data. At the same 
time, the research revealed that texts created using such 
tools may lose contextual connections and be less emo-
tional and detailed, which is a significant drawback com-
pared to human authorship.

Another example is a study conducted by the City 
University of London, which analysed the use of artificial 
intelligence for automated news generation (City Uni-
versity of London, 2023). This research compared texts 
written using the Arria NLG (2024) system and traditional 
media journalists. The analysis showed that automated 
systems are effective for creating news content based on 
facts (such as sports results or financial reports), but they 
are unable to generate deep context or cover complex 
social or political issues at the level of human journalism. 
Thus, while automated systems can reduce the time re-
quired to create news, they do not replace the need for 
human analysis and creativity, especially when it comes 
to news that requires interpretation, investigation, or 
coverage of emotional aspects.

Furthermore, a study by J. Granger  (2019) showed 
that the use of automated technologies for news gen-
eration has significant advantages in a highly compet-
itive news market. Specifically, such technologies allow 
media companies to respond quickly to events and 
publish news rapidly, which is crucial in today’s informa-
tion-saturated environment. However, despite the high 
speed of content creation, automated systems still can-
not replace journalists in terms of in-depth analysis and 
context exploration, which are essential for comprehen-
sive coverage of complex events. A similar study con-
ducted by Columbia Journalism University (Automated 
Journalism,  2024) explored the impact of automated 
news generation on content quality and accuracy. This 
research found that automated systems can be useful 
for processing large volumes of data, such as financial 
reports, sports events, or weather forecasts. However, AI 
systems are unable to conduct in-depth fact-checking, 
making them less effective than traditional journalists in 
combating fake news and misinformation. Additionally, 
automated systems were less effective at creating texts 
that convey human emotions and allow for a deeper un-
derstanding of social or political issues.

According to research conducted by the MIT Com-
parative Media Studies  (2024), the use of automated 
systems can be important for ensuring a fast news cycle 
and processing large amounts of data. However, in the 
context of factchecking and combating misinformation, 
it is necessary to combine technology with human inter-
vention. Specifically, they recommend using AI for ini-
tial fact-checking and preliminary analysis, followed by  
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involving journalists for deeper verification and contextu-
alisation of information. Based on the research conduct-
ed, several advantages of automated news generation can 
be identified. These include: the speed of news creation, 
the ability to process large amounts of data, and reduced 
costs for creating standard content (such as sports re-
sults or financial overviews). However, among the disad-
vantages, one can note the lack of human interpretation, 
a reduced ability to conduct in-depth analysis of social 
and political issues, and the risk of spreading low-quality 
or unverified content, which can lead to misinformation.

Ethical aspects of ai in journalism. One of the primary 
aspects to consider when implementing AI in journalism 
is the ethical implications related to the autonomy of 
technology and AI decision-making. It is clear that me-
dia companies must establish clear ethical frameworks 
for the use of AI, especially in the context of automated 
content creation and fact-checking. This will help pre-
vent violations of fundamental journalistic principles 
such as accuracy, objectivity, and accountability. Based 
on the research, recommendations can be formulated to 
help companies adhere to ethical standards and balance 
technological advantages with the responsibility for cre-
ating reliable content.

During the automation of news creation, it is cru-
cial to maintain human oversight to prevent manipula-
tion and misinformation. While AI can rapidly generate 
large volumes of content, only humans can fully grasp 
the context and incorporate essential ethical and cultural 
nuances critical to the news environment. Utilising AI for 
data processing and fact-checking enables journalists 
to respond to events more quickly, but it’s imperative 
not to rely solely on automated systems. Research into 
audience interactions with AI-generated content allows 
media companies to develop new approaches. By iden-
tifying patterns in audience perception, media platforms 
can be more precisely tailored, and journalistic practic-
es can be adapted to meet specific audience needs. For 
instance, analysing user reactions to different types of 
content can help create news stories and articles that 
better align with readers’ interests, thereby improving 
communication effectiveness. Regarding the ethical use 
of AI in journalism, it is particularly important to utilise 
these technologies for automated fact-checking. In an 
environment characterised by an ever-increasing volume 
of online information, AI can significantly reduce the 
time required to verify the accuracy of facts. However, AI 
may make mistakes when recognising complex contexts 
or inadequately convey certain social or cultural aspects, 
thus necessitating human oversight to ensure adherence 
to ethical standards. Therefore, to ethically use AI in jour-
nalism, clear guidelines must be developed to balance 
technological capabilities with the responsibility of creat-
ing accurate, objective, and ethical content. An approach 
to adapting journalistic practices in light of new technol-
ogies should include a quality control system for content 

and proper monitoring of the use of automated systems 
to avoid negative social and cultural consequences.

 Discussion
This research examined the socio-communicative as-
pects of using artificial intelligence in information sys-
tems. Given AI’s profound impact on all aspects of 
society, it was essential to understand how these tech-
nologies shape social processes and identify potential 
risks or benefits. The research demonstrated that the im-
plementation of AI can have both positive and negative 
consequences for social communication. While automa-
tion can reduce task completion time, it can also lead 
to decreased levels of personal interaction, impacting 
social interaction. The research results align with those 
of other scholars who have also focused on the social 
and communicative aspects of AI implementation. For 
example, D.  Elliott & E.  Soifer  (2022), J.  Hohenstein  et 
al. (2023) highlight the importance of integrating AI into 
the media sphere, which can alter the social roles and 
interactions of journalists in the workplace, influencing 
the ways news is produced and consumed. They em-
phasise that automation not only increases efficiency 
but also changes social relationships within media com-
panies. This aligns with the results of this study, which 
also showed that automation of media processes leads 
to changes in the social relations of journalists and also 
changes the nature of the interaction between media 
and audience, contributing to the growth of news and 
content personalisation. In addition, M.  Zdravković & 
H.  Panetto  (2022), M.  Kareem & D.  Ben Aissia  (2024) 
point out that technological changes that enable the au-
tomation of content creation processes in media can in-
crease the efficiency of management systems. However, 
they also emphasise the importance of considering the 
social aspects of access to such technologies to avoid 
inequalities in access to information and manipulation. 
These issues are also highlighted in this study, which 
focuses on the significance of the social and ethical as-
pects of integrating AI into media. It emphasises that the 
distribution of technologies is not always equal, which 
can create new forms of digital inequality in the media.

C. Van Slyke et al.  (2023), A. Mahmudi & I. Rama-
dhani (2024) highlight that AI technologies can not only 
change the technical aspects of journalism but also so-
cial processes, particularly changes in communication 
processes between journalists and their audiences. They 
also emphasise the potential of AI in creating personal-
ised news and information flows, enabling a shift in the 
format of interaction with readers. This is reflected in the 
research, which also notes that the implementation of 
AI can significantly change the role of a journalist, trans-
forming them from a traditional content generator into 
a manager of automated processes that create news and 
information flows. R. Gangwar et al.  (2024) noted that 
AI has great potential for developing media, as it can 
improve the quality of news through automated content 
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generation, which also changes social interactions. This 
is supported by the results, which show that automating 
content creation through AI not only improves efficien-
cy in media but also reduces the time it takes to pre-
pare news, allowing media companies to respond more 
quickly to audience needs. At the same time, automation 
also creates new forms of interaction between journalists 
and content consumers. D. Safaei et al. (2024) emphasise 
the importance of a sociotechnical approach to adapting 
AI to media. They highlight the need to consider social 
aspects when implementing new technologies to avoid 
negative societal consequences, such as reduced access 
to truthful and objective information. This study also un-
derscores the importance of social factors, as it was found 
that the introduction of technologies without proper 
attention to social conditions can lead to new forms 
of manipulation and unequal access to information, 
which negatively impacts both society and journalism.

The results of the study confirm that social aspects 
must be considered when integrating AI into journal-
ism, as these technologies can significantly change both 
technical and social processes in the media sphere. The 
automation of content, the use of chatbots to interact 
with audiences or algorithms for personalising news 
can improve access to information, but there are risks 
associated with changing social connections and rela-
tionships between media and their audiences. In par-
ticular, there is a need to balance process automation 
with ensuring appropriate levels of journalistic ethics 
and fact-checking. It is important that the development 
and implementation of AI in journalism not only improve 
access to diverse content but also preserve social con-
nections, as technology can influence how consumers 
perceive news and how journalists interact with the pub-
lic. I. Sarker  (2022), B. Dhiman (2023) assesses whether 
artificial intelligence is beneficial to journalists by com-
paring the advantages and disadvantages of this tech-
nology. In their research, they analyse whether AI can 
be an effective tool that supports journalistic activities 
or, conversely, poses threats to the profession. Author 
notes that while automating news creation processes 
can significantly improve the efficiency of journalists’ 
work, it also calls into question the preservation of jour-
nalistic autonomy and professional ethics, particularly in 
the context of potential content manipulation and tech-
nical errors in automatically generated materials. Com-
pared to this study, where the role of AI in journalism 
was also analysed, it was found that while technology 
provides new opportunities to improve journalistic effi-
ciency, there are also significant ethical challenges asso-
ciated with its use, in addition to its potential benefits, 
confirming the ongoing discussion about the autonomy 
and independence of journalists when working with AI.

E. Seyfodin & S.J.R. Tabrizi (2024) explore the impact 
of artificial intelligence on the future of journalism, fo-
cusing on how technological advancements can reshape 
not only the methods of journalists but also the entire 

media landscape. They evaluate the new opportuni-
ties that arise as well as the challenges associated with 
integrating AI into journalistic practices. The authors 
emphasise that AI can be a powerful tool for automat-
ing content creation but also highlight the significant 
changes it brings to professional roles, ethics, and social 
interactions within media. Their findings align with cur-
rent research, which also indicates that technological ad-
vancements in journalism open up new possibilities for 
interactive work with audiences but simultaneously re-
quire attention to ensuring ethics and the proper use of 
these technologies to avoid manipulation and bias in in-
formation flows. Considering potential challenges, such 
as the risks of information manipulation or reinforcing 
“filter bubbles”, it is crucial to take steps to preserve so-
cial structures and promote pluralism in the media. AI 
technologies should be implemented in a way that not 
only automates processes but also upholds journalistic 
values such as objectivity, ethics, and transparency.

 Conclusions
The research established that the application of artificial 
intelligence (AI) in journalism has a significant impact on 
the creation of media content, fact-checking, and the 
ethical aspects of journalistic practice. The study cov-
ered the period from 2010 to 2024 and aimed to iden-
tify key trends in its use. The findings confirm that AI 
is actively employed for creating news, articles, videos, 
and fact-checking, particularly through tools such as 
ChatGPT, Logically, and Factmata. Through a sociolog-
ical survey conducted with 200 respondents, important 
quantitative data was gathered regarding the percep-
tion of AI-generated content. The majority of respond-
ents (55%) actively engage with such content, indicating 
its accessibility and popularity. However, only 23% of 
respondents fully trust this content, while 57% express 
caution, emphasising the importance of the human el-
ement in journalism. The respondents most frequently 
cited the speed of content creation and its objectivity 
as advantages of AI, while the main drawbacks were the 
lack of depth in analysis and the potential for errors.

During the content analysis, examples of AI use for 
text creation and fact-checking were examined. It was 
established that AI algorithms can quickly generate 
news, allowing media companies to react promptly to 
events. However, the analysis showed that automated 
systems often cannot provide a sufficient level of depth 
in analysing complex topics that require a human ap-
proach and interpretation. This is confirmed by the fact 
that many respondents noted the shortcomings of AI 
content precisely due to the lack of in-depth analysis. A 
comparison of automated and traditional content crea-
tion methods revealed several differences. While auto-
mation can significantly reduce the time it takes to cre-
ate news, it cannot fully replace the role of journalists in 
creating complex, analytical materials. At the same time, 
AI support for fact-checking and combating fake news 
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received a high rating among respondents, indicating 
a need to integrate such technologies into journalistic 
practices. The research also confirmed the importance 
of the ethical aspects of using AI in journalism. A ma-
jority of respondents (58%) expressed concern about 
the potential job losses for journalists due to automa-
tion, emphasising the need to develop ethical standards 
for AI usage in this field. However, 42% of respondents 
positively evaluated the use of AI for performing routine 
tasks, such as fact-checking or creating short news items.

Based on the findings, it is recommended that me-
dia companies actively utilise AI to automate routine 
tasks such as fact-checking and creating simple news 

items. However, to ensure high-quality content, human 
oversight should be maintained for complex and ana-
lytical tasks that require a deeper understanding of the 
context. Future research should focus on developing 
ethical guidelines for using AI in journalism and finding 
optimal models for collaboration between humans and 
automated systems.
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Анотація. Метою було дослідити використання штучного інтелекту в медіа та дослідити етичну складову. 
Методологія включала теоретичний аналіз, вивчення медіа, експертне оцінювання, контент-аналіз, 
соціологічне опитування та компаративний аналіз. Дослідження присвячене вивченню впливу штучного 
інтелекту на журналістику, зокрема на створення медійного контенту, перевірку фактів та етичні аспекти 
використання новітніх технологій у журналістській практиці. В роботі були проаналізовані різні аспекти 
застосування ШІ у медіа, зокрема використання таких інструментів, як ChatGPT, Logically і Factmata для 
створення текстів та боротьби з фейковими новинами. Одним із основних результатів дослідження стало 
визначення частоти споживання контенту, створеного ШІ, та оцінка рівня довіри до такого контенту з боку 
аудиторії. Аналіз переваг і недоліків ШІ показав, що основною перевагою є швидкість створення контенту, тоді 
як головними недоліками є відсутність глибини аналізу та ймовірність помилок. В результаті соціологічного 
опитування та контент-аналізу було підтверджено, що використання ШІ може значно підвищити 
ефективність рутинних завдань, таких як перевірка фактів, але не може повністю замінити традиційну 
журналістику, зокрема в складних аналітичних матеріалах. Респонденти позитивно оцінили використання 
ШІ для перевірки фактів, але висловили занепокоєння щодо потенційного скорочення робочих місць для 
журналістів. Практична цінність соціально-комунікаційних аспектів використання штучного інтелекту (ШІ) в 
журналістиці та медіа є важливою в інформаційному середовищі, а саме інтеграція ШІ сприяє створенню, 
поширенню та аналізу медіаконтенту, а також адаптації медіа до потреб аудиторії

Ключові слова: медіакомпанії; соціальна взаємодія; доступ до ресурсів; алгоритми; динаміка


