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ABSTRACT: The emergence of Artificial Intelligence (AI) has brought innovative changes in every arena of media. 

In the field of mass communication, AI has increased creativity and unlocked the doors of possibilities. At the same 

time, its extensive use has also feasted the fear of making the creative and intellectual potentials of future generations 

machine-dependent. In the present era, media has made an outstanding custom of technology in the transmission of 

information due to which the quality of graphics, script, dialogue, visuals, and dialogue is refining. Media 

professionals and students are presently using AI to streamline the algorithms used for media content creation, script 

writing, video and background theme creation, editing, exceptional graphics, post-production, and mass transmission 

of content. Artificial Intelligence has strengthened the present generation in footings of creativity but there is a doubt 

that the future generations will be more relying on this technology and completely incorporating it in writing, content 

production, and creative work for the media. There is another question: Will the upcoming generations be able to 

avoid repetition in the content or present them by highlighting their human side? This research work is a review of 

how the media sector is using AI and what challenges and new opportunities lie ahead.  
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INTRODUCTION:  

The advent of Artificial Intelligence (AI) has 

transformed industries globally, and the media sector 

is no exception. AI has brought about significant 

changes in content creation, distribution, and 

consumption in the media sector. From automating 

news generation to curating personalized content and 

combating misinformation, AI technologies are 

reshaping traditional media practices and redefining 

audience engagement. AI has been integrated into 

various areas of the media sector such as audience 

engagement, content recommendations, message 

optimization, content creation and management, and 

operational automation. Various sectors of media such 

as Print, Television, Advertising, and Public Relations 

are broadly using AI platforms as per their needs. In 

the television industry, AI offers significant potential 

for enhancing content production, this includes 

improving efficiency, tailoring content to audience 

preferences, and streamlining editing processes 

through automation and advanced data analysis. In 

advertising functions, key applications of AI include 

ads (Advertisements) creation, budget optimization, 

media planning, consumer engagement, large-scale 

personalized advertising, media planning, algorithm-

driven ad impact evaluations, etc. AI tools are 

increasingly used to optimize editorial processes, 

reduce production costs, and personalize content for 

audiences. Technologies like content generation and 

data analytics help streamline news production and 

distribution, enhancing efficiency and precision.  

However, AI is still in its early stages of 

application in the Media industry, it has the potential 

to be a strategic disruptor. Generative AI such as 

ChatGPT can efficiently generate text, process 

information, and provide quick, coherent responses on 

a broad range of topics. However, it lacks critical and 

creative thinking, and self-awareness, and may 

produce inaccurate or biased responses due to its 

dependence on training data, highlighting its 

limitations in replacing human journalists fully. While 

AI offers transformative potential for efficiency and 

audience engagement, it challenges the traditional 

roles in journalism, creating a need for adaptation 

rather than replacement of human journalists. The 

media industry should embrace AI strategically, 

http://www.jofamericanscience.org/
http://www.jofamericanscience.org/
http://www.dx.doi.org/10.7537/marsjas210225.02


Journal of American Science 2025;21(2)                      http://www.jofamericanscience.org       JAS  

 

8 
 

focusing on maintaining journalistic integrity and 

exploring policies to address ethical issues around AI-

driven media.  

By analyzing these dynamics, the research 

aims to provide a comprehensive understanding of 

how AI is reshaping the media landscape and offer 

insights into future trends and policy implications. 

This study contributes not only to academic discourses, 

but also serves as a guide for media professionals, 

policymakers, and technologists to navigate this 

rapidly evolving domain.  

 

Objective:  

The aim of this research is to:  

 (1) describe the status of AI and its role in the 

media sector,  

 (2) give insights of the threats and challenges 

posed by AI in journalistic practices,  

 (3) anticipate the AI application in the media 

sector to balance the journalistic professions.  

 

Methodology:  

This research is based on a systematic review 

of the literature. The increasing dependence on AI 

technologies in journalistic practices highlights the 

importance of studying this process in detail. In this 

respect, this research is more narrowly focused and 

seeks to assemble, critically evaluate, and analyze the 

results of primary studies in these areas of integrative 

approaches.  

 

AI APPLICATION IN THE MEDIA SECTOR:  

AI significantly enhances personalization, 

optimizes content delivery, and improves decision-

making through better data processing and insights. AI 

applications in the media sector have been categorized 

into eight main areas. They are: Content 

Recommendations and Discovery, Audience 

Engagement, Augmented Audience Experience, 

Message Optimization, Content Management, Content 

Creation, Audience Insights, and Operational 

Automation (Chan, 2019). Companies like Netflix, use 

algorithms to personalize content suggestions, 

enhancing user experience and satisfaction. Real-time 

and meaningful audience interactions are being 

facilitated by AI tools, often via chatbots and virtual 

assistants (Gentzkow, 2018). It has been seen that 

Media companies employ AI to enhance virtual and 

augmented reality experiences, thereby enriching 

viewer engagement. AI enables targeted advertising 

and personalized messaging based on data analytics, 

improving advertising relevance. Automated tagging, 

aggregation, and metadata creation streamline content 

handling, making it easier for media companies to 

manage large volumes of data (Kietzmann et al., 2018). 

AI contributes to generating written and video content, 

including news and summaries, with companies like 

the Associated Press automating certain reporting 

functions. Through data analytics, AI provides media 

companies with insights into audience behaviors, 

helping to tailor strategies and content (Valter et al., 

2018). Furthermore, AI automates routine tasks, 

enhancing efficiency and freeing human resources for 

creative work.  

AI improves the efficiency of ad creation and 

placement by enabling personalized ad production and 

more precise targeting. Tools like programmatic 

advertising platforms automate ad buying and 

targeting, which optimizes budgets and increases 

engagement (Rodgers, 2021). AI allows for interactive 

and data-driven ad formats, enhancing the user 

experience and engagement. Technologies such as 

augmented reality are used to create immersive ads, 

driving higher conversion rates (Jiang, & Xin, 2019). 

AI allows advertisers to produce content faster and 

more affordably by eliminating the need for traditional 

shoots and enabling easy customization for various 

demographics. This flexibility can lead to enhanced 

targeting and personalization (Campbell et al., 2022).  

AI has the potential to automate repetitive 

and time-consuming tasks like creating media lists, 

scheduling meetings, and sending follow-up emails, 

allowing PR professionals to focus on more strategic, 

creative, and relationship-building activities (Cismaru 

et al., 2018). AI tools can analyze large amounts of 

data, monitor social media, predict media trends, and 

personalize communication. This improves the 

effectiveness of PR campaigns by helping 

professionals make data-driven decisions about 

content, targeting, and crisis management (Galloway, 

& Swiatek, 2018). AI can assist in monitoring online 

conversations and providing timely responses to 

prevent and manage PR crises. Tools like PRISMA 

(Preferred Reporting Items for Systematic Reviews 

and Meta-Analyses) Crisis Intelligence can track and 

analyze negative sentiments, helping brands respond 

quickly to potential threats (Panda et al., 2019). AI 

adoption may enhance transparency, responsiveness, 

and efficiency in the client-agency relationship. AI 

tools help streamline communication, provide real-

time insights, and ensure alignment on project goals 

(Kent & Saffer, 2014). AI can assist in generating 

content like news articles and financial reports by 

using natural language processing (NLP). Platforms 

like Wordsmith, are already being used by media 

companies like the Associated Press to automate 

reporting (Macnamara et al., 2018).  

AI enables tailored content delivery based on 

user preferences, significantly boosting engagement. 

AI-generated content, such as synthetic media and 

automated news updates, is used in newsrooms, 

though concerns about editorial integrity remain 
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(Stray, 2021). AI enhances engagement through 

personalized recommendations and interactive 

contents. Chatbots, for example, facilitate 

communication between media outlets and readers, 

offering real-time updates and support (Veglis, & 

Maniou, 2019). AI is increasingly integral to the new 

media ecosystem, influencing how journalism is 

practiced through automation, data-driven processes, 

and algorithmic journalism. AI systems, such as those 

used by major media outlets, help generate content, 

enhance reporting speed, and improve data accuracy 

(Wolker, & Powell, 2021).  

AI impacts all stages of creative production, 

from creation to consumption. It both shifts human 

roles to algorithmic processes and empowers 

individual creators by automating repetitive tasks 

(Caramiaux, 2020). However, this transition raises 

concerns about quality control and the potential 

deskilling of traditional roles. AI-generated content 

complicates traditional notions of authorship and 

ownership. AI-driven creations challenge copyright 

law since it’s unclear if the author is the machine, the 

programmer, or the data provider (Caramiaux, 2020). 

New legal frameworks are needed to protect both 

content creators and promote innovation.  

 

THREATS AND CHALLENGES POSED BY AI  

Balancing AI with human judgment, 

especially regarding ethical concerns, data privacy, 

and the potential displacement of human roles are the 

major challenges for the media sector. Additionally, 

smaller media companies may struggle to adopt AI 

due to limited resources. A major challenge in 

adopting AI is resource allocation. The television 

industry faces constraints related to human resources, 

technical expertise, and infrastructure, which impact 

the effectiveness and efficiency of AI integration. Also, 

Implementing AI in media raises concerns about 

audience adaptation, ethical journalism, and risks like 

misinformation or fake news, as well as issues with 

technology readiness (Ridwan, & Heikal, 2023).  

AI can make existing attacks more scalable, 

accessible, and efficient, which empowers more actors 

to carry out sophisticated attacks with minimal 

resources. Further, AI could enable entirely new types 

of attacks, such as impersonation via deepfakes, 

autonomous weaponization (e.g., drones), and 

automated cyber-attacks using adversarial machine 

learning techniques. (Brundage et al., 2018). AI-

driven attacks are likely to be more targeted, harder to 

detect and attribute, and potentially more disruptive 

than traditional methods. Deepfake technology poses 

significant risks, including misinformation, brand 

reputation damage, and unauthorized use of celebrity 

likenesses. The ease of altering content can lead to 

misuse, where competitors or third parties might 

create deceptive or damaging content (Campbell et al., 

2022).  

AI use in the media sector raises concerns 

regarding user privacy, data security, and intellectual 

property. As AI collects and processes vast amounts of 

personal data, risks of data misuse and privacy 

violations arise. It also raises questions about fair 

competition and the copyright ownership of AI-

generated content (Yu, 2022). The rise of AI brings 

concerns regarding job displacement for journalists, 

especially in content creation and crisis management, 

and ethical issues, particularly around content 

verification, intellectual property rights, and the 

potential for biased content (Horska, 2020). AI 

adoption is also hindered by high implementation 

costs, a lack of trust in AI for sensitive tasks, and the 

need for structured data to improve AI’s accuracy. AI 

in journalism mainly uses assistive and generative 

technologies, such as natural language generation 

(NLG), to automate data-driven news, like sports or 

weather reporting. The reliance on structured data 

limits creative freedom, which further challenges 

copyright claims (Trapova, & Mezei, 2022).  

AI poses significant changes to the media 

landscape by automating routine tasks, which could 

lead potentially to job losses. However, it enhances 

productivity and enables journalists to process large 

amounts of data and verify information more quickly 

than ever. AI raises ethical challenges, including 

issues of bias, transparency, fairness, and data privacy. 

Algorithms can inherit biases from their designers, 

leading to unfair or biased reporting (Ali, & Hassoun, 

2019). Additionally, questions about the transparency 

of AI systems in news generation and the quality of 

data used are key concerns. AI anchors can work 

around the clock, improve broadcasting efficiency, 

and potentially reduce production costs. However, AI 

anchors lack human empathy, critical thinking, and the 

nuanced communication that real anchors offer. 

Concerns include ethical issues like bias, transparency, 

and the possible displacement of human jobs (Fitria, 

2024). Key obstacles to AI integration in journalism 

include limited economic resources, inadequate data 

access, data accuracy issues, and a lack of government 

support or policy. Moreover, there is a significant 

skills gap due to limited training opportunities in AI 

for journalists, compounded by the digital divide 

(Jamil, 2021).  

 

BALANCING AI APPLICATIONS IN THE 

MEDIA SECTOR:  

AI adoption is crucial for media firms 

seeking to remain competitive and relevant in a data-

driven, consumer-centric market. AI integration in the 

television industry should be focused on creating 

flexible, multilingual, and optimized content that can 
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support both local and international market expansion 

(Ridwan, & Heikal, 2023). AI anchors may evolve to 

include interactive broadcasting features. However, it 

could be seen as a tool to enhance human performance, 

not replace it entirely (Fitria, 2024).  

AI is expected to enhance, rather than replace, 

journalists’ work. Automated tools can help generate 

stories from structured data, detect fake news, and 

allow for more personalized content creation, thus 

maintaining the relevance of human journalists. 

Technologies like the "Heliograph" used by The 

Washington Post demonstrate AI’s capability to 

produce thousands of news articles efficiently without 

compromising quality (Hansen et al., 2017). AI 

automates news creation, and tasks requiring creativity, 

critical thinking, and investigative reporting remain 

primarily human-driven, suggesting that AI cannot 

fully replace human journalists (Latar, 2018). Despite 

the growing use of AI in journalism, public awareness 

is relatively low. Less people are aware that AI is 

involved in news production, and it could write or 

report news as well as human journalists, and even 

fewer recognize its role in news broadcasting (Owsley, 

& Greenwood, 2024).  

AI-powered advertising raises questions 

about consumer trust, privacy, and the need for 

regulations. Thus, policies may be required to manage 

deepfake usage in ads, particularly to protect 

vulnerable audiences and uphold ethical advertising 

standards (Campbell, 2022). Journalism educators 

should teach students about the ethical concerns and 

the technical aspects of using AI responsibly. This 

includes understanding the potential for AI to 

complement journalistic work without compromising 

integrity or quality (Pavlik, 2023). While AI can serve 

as a powerful tool aiding human creativity, its 

potential to independently produce original and 

award-winning work is still limited. Human input 

remains critical, particularly for complex, open-ended 

creative tasks (Anantrasirichai & Bull, 2022).  

There is a need for collaboration between 

policymakers and researchers to encourage proactive 

partnerships to explore, prevent, and mitigate risks of 

AI use in the media sector. Responsible AI 

development needs to be promoted to emphasize 

ethics in AI research, particularly regarding dual-use 

technologies. Best practices from cybersecurity need 

importation to adopt strategies from established 

security fields, like responsible disclosure of 

vulnerabilities (Brundage et al., 2018). The 

involvement of stakeholders in the media industry at a 

broader level to expand the range of experts involved 

in discussions to include technologists, security 

experts, and policymakers needs to be addressed. As 

the role of AI in the media industry is growing and is 

potentially impacting journalism, it should support, 

rather than replace, journalistic practices, especially in 

tasks requiring judgment and creativity (Horska, 2020). 

AI can increase accessibility to cultural heritage by 

improving the discovery of diverse cultural content. 

However, centralized AI-driven recommendation 

systems can threaten cultural and linguistic diversity, 

as platforms may prioritize popular or profitable 

content (Fitria, 2024).  

Generative AI can support journalism by 

automating tasks like summarizing content and 

generating initial drafts, allowing journalists to focus 

on higher-level tasks. It also provides a resource for 

personalized content generation and rapid information 

processing, which may aid journalists under time 

constraints (Pavlik, 2023). Journalism education 

should therefore incorporate AI literacy, focusing on 

both its potential benefits and the ethical 

considerations it entails, preparing students for a 

future where human-AI collaboration is increasingly 

prevalent in media. AI is used in content creation, 

information analysis, content enhancement, 

information extraction, and data compression. These 

applications support tasks like image generation, data 

analysis, quality improvement, and summarization, 

demonstrating AI's ability to act as a creative assistant 

(Anantrasirichai, & Bull, 2022). AI is beneficial for 

handling repetitive reporting tasks, freeing journalists 

to focus on investigative work. However, automated 

journalism may not yet justify a copyright system 

overhaul, as current copyright laws favor human-

created content (Trapova, & Mezei, 2022). Extended 

copyright protection might be introduced that could 

potentially justify AI-created content in the field of 

journalism.  

 

CONCLUSION  

As AI continues to play a larger role in news 

production there is a need to prioritize research on 

cybersecurity measures, rethinking openness in AI 

research, fostering a culture of responsibility among 

AI researchers, and developing robust policy and 

technological safeguards. There is an urgency to 

address AI's dual-use nature, as it presents both 

substantial societal benefits and security risks. AI is 

increasingly integrated into news production, but 

public awareness and understanding of its role remain 

limited. As AI becomes more prevalent, efforts to 

improve transparency and educate the public about 

AI's capabilities in journalism are needed. While AI 

presents transformative possibilities, its adoption in 

the journalism sector faces numerous structural and 

socio-economic challenges. Addressing these would 

require coordinated efforts from the government, 

media organizations, and educational institutions to 

provide resources, develop policies, and bridge the 

digital skills gap. Embracing AI positively could 
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enable journalists to focus on in-depth and 

investigative roles while leaving routine tasks to AI 

tools.  

AI technology in television channels can 

improve broadcast quality and operational efficiency 

but is limited by human and physical resource 

constraints. To address this, television channels are 

advised to foster collaboration across teams, conduct 

pilot projects (e.g., content recommendation systems), 

and ensure transparency with viewers regarding AI use 

in programming. Balance is needed between 

leveraging AI for competitive advantage and 

addressing the operational, ethical, and audience-

related challenges that come with its implementation.  

AI has the potential to revolutionize the 

advertising industry by making advertising more 

efficient, personalized, and data-driven. However, 

there is a need for regulatory oversight to address 

ethical issues, particularly around privacy and 

intellectual property. More research work needed on 

managing AI's impact on jobs in advertising, 

addressing moral risks, and developing policies to 

regulate AI use in both online and offline contexts. 

Also, AI-driven deepfakes have the potential to 

revolutionize advertising, offering unprecedented 

creative possibilities but also raising critical ethical 

and regulatory issues. Brands must navigate these 

advancements carefully to leverage benefits while 

mitigating risks.      

PR professionals are optimistic about AI’s 

role in automating routine tasks, improving data-

driven decision-making, and enhancing crisis 

management. However, the full adoption of AI will 

depend on overcoming challenges such as 

implementation costs, data privacy, and the need for 

human oversight in critical tasks like crisis 

management. Ultimately, AI is expected to coexist 

with human professionals, improving the efficiency 

and creativity of PR practices. AI can have a long-term 

impact on the PR industry and it has the potential to 

disrupt traditional PR agency models. AI and 

automation are transforming journalism by offering 

new opportunities for content creation, improving 

fact-checking, and combating fake news. Although in 

the case of job displacement, the reviews suggest that 

AI will enhance journalists' roles rather than replace 

them. The technology's ability to handle vast amounts 

of data quickly allows human journalists to focus more 

on creativity and in-depth reporting. However, 

managing ethical issues like bias and transparency will 

be critical. AI news anchors mark a transformative 

shift in journalism, offering new efficiencies but also 

sparking concerns about job displacement and the loss 

of human touch in news reporting. AI should support 

rather than substitute human journalists, allowing 

them to focus on tasks requiring empathy and critical 

analysis.  

AI's integration into the cultural and creative 

sectors offers transformative potential but requires 

thoughtful governance, inclusive policies, and new 

legal frameworks. Promoting a human-centered 

approach in AI users can ensure that it complements 

rather than replaces human creativity. AI systems 

designed with a human-centric approach could 

maximize creativity by automating routine tasks, 

thereby allowing creatives to focus on more innovative 

and interpretative aspects of their work.  
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