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Abstract

Al integration in media newsrooms is changing professional routines, required profiles and journalistic products. The
acceleration in the development of this technology since the end of 2022 makes it necessary to review these tools in
order to analyse their uses and risks, as well as their possible applications in the journalistic field. OpenAl launched Chat-
GPT in November 2022 open to the public. This tool has been a key element in this technological revolution. This paper
analyses ChatGPT applications in journalistic newsrooms through its introduction during a working day in the routine of
different professionals. A mixed methodology was used to carry out this experience: a benchmarking of Al tools applied
to journalism was created, a walkthrough experience was carried out with ChatGPT and, based on the results obtained
in these first two phases, the experiment with journalists was designed. A total of 12 journalists of different ages and
sectors with little or no previous contact with technological tools based on artificial intelligence, as the aim of the study
is to observe the application in newsrooms without the need for technical training, participated in this research. The
results show the usefulness of the tool to automate mechanical processes, rewrite texts, analyse data and even serve
as a content idea creator. On the other hand, journalists have also perceived significant risks such as inaccuracy of Al as
well as lack of ‘empathy’.
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1. Introduction

The automation of routine and monotonous tasks in the media is a present and future reality. The network society
of the third decade of the third millennium is structured around the Internet galaxy (Castells, 2001) and its rampant
platformization (Van-Dijck; Poell; De-Waal, 2018), and immersed in the fourth industrial revolution, which significantly
modifies production systems as well as different aspects of society (Micd; Casero-Ripollés; Garcia-Orosa, 2022). In this
context, the introduction of artificial intelligence in the processes of searching, production, dissemination and manage-
ment of communication messages has established a platform of turbines that will progressively drive the exponential
multiplication of communication flows and personalization, with new ethical challenges (Hermann, 2022). Today there is
a certain enthusiasm for the arrival of artificial intelligence, due to its potential to transform and introduce efficiency into
communicative processes, representing a technocentric vision of communication, but there are risks and challenges due
to a lack of transparency from socio-legal and scientific-computing perspectives (Larsson; Heintz, 2020). These are two
dimensions that need to be monitored and analysed, as far as possible, to understand and correct possible dysfunctions.

The complexity implied by the changes underway in the journalistic field not only stimulates renewed debates in the
field of communication, but also drives new transformations in the communication ecosystem that bring opportunities
and challenges in the context of the next technological revolution, in which it is announced that machines will drive ma-
chine learning, imitate human thoughts and behaviours and perform new cognitive functions (Samuel et al., 2022). Big
companies use machine learning in their activities, both for big data analysis in general and through different strategies,
especially in digital marketing and programmatic advertising. The disruptive impact of artificial intelligence, which affects
all phases of the advertising process (Martinez-Martinez; Aguado-Terrén; Sanchez-Cobarro, 2022), has multiplied in-
termediaries and contributed to changes in the media environment, which is increasingly in need of innovative business
models (Evens; Raats; Von-Rimscha, 2017) that ensure their sustainability in a scenario in which artificial intelligence
affects the processes, practices and results of new companies (Chalmers; MacKenzie; Carter, 2021). Several companies
have already revolutionized their business models using artificial intelligence (Mishra; Tripathi, 2021), but the models
still have room for further enrichment and efficiency as renewed integrated systems are explored for the new scenario
of the fourth industrial revolution (Ross; Maynard, 2021), because of the radical change it implies for society as a whole.

Artificial intelligence, which experts recognise as one of the current technologies that will drive a more efficient journalism,
has entered all departments of newspaper companies and, together with different tools, is guiding many of the changes
that are taking place in newsrooms. The possibilities it offers are very different, ranging from the elaboration of simple news
items to the exploration of new dimensions for a piece or for the improvement of interactions with users through informa-
tion processing. The application of algorithms and artificial intelligence to journalism has developed at a dizzying pace in
a very short period (Parratt-Fernandez; Mayoral-Sanchez; Mera-Fernandez, 2021), which has also resulted in significant
academic interest and output. However, as the changes introduced by the latest generation tools are very recent and their
impact is highly relevant, it is necessary to monitor them periodically and in as timely a manner as possible to understand
the trends and the most used tools right now. The results of this monitoring should provide perspective for the regulatory
challenges facing artificial intelligence, in accordance with the socially acceptable limits of our cultural context.

In November 2022, OpenAl launched ChatGPT (Marquez, 2023), an Al tool with a conversational interface that answers
users’ questions and can perform actions involving natural language generation. This launch served as a starting point, and
after that date many different Al initiatives accelerated and came to light. Google announced Bard, a conversational Al that
is not yet available in all territories (Google, 2023); Microsoft included a ‘Chat’ function in its search engine with the help
of OpenAl (Fernandez, 2023a) that works in a similar way and offers the possibility of creating images with artificial intelli-
gence, something already seen in DALL-E, another OpenAl system that creates images from descriptions made in natural
language (OpenAl, 2023a). In March 2023, Elon Musk created his own Al company, X.Al, which he publicly revealed a month
later (Prego, 2023). In May 2023, Google announced that it would include a generative Al response at the top search results
(Hazard-Owen, 2023), which led OpenAl to promise a new paid version of ChatGPT with more functionalities, such as a
direct connection of the tool to the network, which up to this point could only be done with the help of external software.

However, the arrival of ChatGPT was also controversial and reopened ethical and deontological debates on the limits of
technology uses, which in some cases even reached the legal sphere. In Italy its use has been banned for not respecting
the data protection law (Buj, 2023). In March 2023, more than 1,000 Al leaders, including Elon Musk, Steve Wozniak
(co-founder of Apple), Jaan Tallin (co-founder of Skype) and Max Tegmark (MIT), signed a letter calling for a halt to Al tra-
ining, especially those programs that may have a higher capability than GPT-4, for at least six months to work on making
current systems more robust and reliable (Aguilar, 2023). The problem highlighted in this missive is the lack of control
and knowledge about the Al systems that are being created and the risks that they may pose.

1.1. Artificial intelligence: the journalism revolution in the third millennium

Artificial intelligence, which has changed the work of journalism professionals in recent years, now intensifies, with the
emergence of next-generation tools, the disruptive effects on the organization of media companies and journalistic
practices. Artificial intelligence as a technology has existed for several decades and in this time it has achieved great
advances and aroused the curiosity of many technologists and companies in different sectors around the world (Prasad;
Choudhary, 2021).
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Realising that artificial intelligence can help them with some of the challenges they were facing (De-Lima-Santos; Ceron,
2022), newspaper companies began to show an early interest in the communicative processes involved in the applica-
tion of natural language processing, the detection of informative trends, and in the automatic production of texts (Ca-
navilhas, 2022). According to focus studies, there is a belief among journalism experts and professionals that this tech-
nology —if current forecasts are fulfilled— will play an important role in the industry, with three main lines of application:
the automation of content —textual and audiovisual- the verification and improvement of access to information and
monetization —including subscription and loyalty systems— and the personalization of content (De-Lara; Garcia-Avilés;
Arias-Robles, 2022).

There is also a current of opinion among communication professionals and academics that this technology will not have
a negative impact on the journalistic labour market (Calvo-Rubio; Ufarte-Ruiz, 2020) and that professionals need to be
adequately prepared to incorporate these state-of-the-art tools into their practices. This vision, however, coexists with
fears that, in some countries, many journalists may be displaced from the media (Yu; Huang; Jones, 2020). Sanchez-Gar-
cia et al. (2023) even points out that, following their research on Al applied to journalism in Spain, “the experts consulted
draw an ‘irreversible’ technological reality, a ‘forced change’ that, however, the media receive with ‘slowness’, ‘distrust’
and ‘unwareness’”. Time will help to dispel doubts about the real impact on the labour market in the future, under the
watchful eye of research on different geographical areas.

The potential of artificial intelligence to transform journalism will translate into tangible results if it is oriented towards
the development of news pieces that are accurate and accessible, that cultivate diversity, that are relevant and timely
and, in short, that contribute to a higher quality in the processes of message development so that citizens are better
informed and more satisfied with the information they receive (Lin; Lewis, 2022). Without doubting this efficiency —as Al
has introduced journalism in an unknown scenario, but which must be explored through a path filled with of challenges
and risks —there are many questions on the horizon. This has led to important ethical, labour and social debates in the
field of communication in recent years (Taiez-Lopez; Toural-Bran; Valdiviezo-Abad, 2019), but always with the desire
to understand the impact and take advantage of the benefits it can bring, such as the extension of current automated
textual news to audio and video information on demand, which will favour an unstructured non-linear consumption of
the news, and will promote changes in the business model due to new ways of relating to the audience and distribution
of the product (Tufiez-Lopez; Fieiras-Ceide; Vaz-Alvarez, 2021). Journalists and experts perceive that Al will enhance the
capabilities of journalists by saving time, increasing the efficiency of news creation processes, and thereby increasing
productivity (Noain-Sanchez, 2022), while also highlighting a perceived tension between the industry and the profession
in highlighting the hopes and pitfalls of this technology (Moran; Shaikh, 2022). The different perspectives that coexist
point to the need for a better understanding of the consequences based on concrete experiences, with case studies that
will then allow more global interpretations.

The need for journalists to be trained in artificial intelligence and the tools used by this technology (Gongalves; Melo,
2022) and the ethical debates (Noain-Sanchez, 2022) are two areas of particular concern in the profession, which de-
monstrates the need to implement continuous updating of programs aimed at working professionals, as well as their
incorporation into the regulated studies of journalism degrees, and the need for continuous control and supervision of
the processes carried out by Al in the journalistic field.

High-tech journalism has become the sign of the digital times of the third millennium. This trend demands competencies
from journalism professionals on the crossover between technology and journalistic content creation (Lopez-Garcia;
Vizoso, 2021). This gives rise to renewed professional profiles and new names for conceptualizing the impact of Al on
the journalism industry. “Exo journalism” (Tejedor; Vila, 2021) is one of these new names, that joins others like robot
journalism, computational journalism, artificial journalism or automated journalism, around which there is debate —
each name introduces nuances, as they are not clearly defined and delimited (Mooshammer, 2022). All this occurs at
a time when many studies and contributions recommend searching for common patterns of study for a better unders-
tanding of automation in newsrooms and artificial intelligence in journalism (Danzon-Chambaud, 2021). Technology is
one of the key elements in the approach to media and journalism strategy and development (Vallez; Codina, 2018), but
the different tools and trends at certain times encoura-

e s .
ge denominations of more or less long life, which now, ChatGPT's limitations are mainly mar-

with automation and artificial intelligence seems to be ked by: (1) its limited knowledge of the
grouped, preferably, around the umbrella of automated world, (2) the fact of being disconnected
journalism, still little present in the training offer of the from the network, (3) producing inco-

curricula of journalism degrees (Ufarte-Ruiz; Fieiras-Cei-
de; Tuiiez-Lopez, 2020), although with proposals for its
introduction from the applied point of view and from

rrect information and presenting it as
truthful, and (4) not correctly following

critical reflection (Gémez-Diago, 2022), but increasingly the instructions given by the user; fur-
present in newsrooms and academic literature and with thermore, (5) certain biases are detec-
all denominations providing nuances (Cohen; Hamilton; ted, probably derived from the informa-

Turner, 2011; Karlsen; Stavelin, 2013; Tuiez-Lopez;

s . tion it received in its training
Toural-Bran; Valdiviezo-Abad, 2019; Marconi, 2020; Ca-
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navilhas, 2022; Garcia-Orosa; Pérez-Seijo; Vizoso, 2022; Otero-Gonzalez, 2022). The number of articles resulting from
research in this field continues to grow, which is why we only reference a sample. The growth of academic production
linking journalism and artificial intelligence is vertiginous, as shown by recent systematic reviews (Garcia-Orosa; Cana-
vilhas; Vazquez-Herrero, 2023).

Artificial intelligence and automation are part of the world of journalism today and are present in the newsrooms of
today’s digital media because it is difficult to separate journalism from its technology —it is dependent on some kind of
technology (Zelizer, 2019). Hence, although economistic views on its introduction and presence in journalism prevail,
more attention needs to be paid to the ethics and ontological limits of automated journalism (Porlezza; Ferri, 2022).
For Al to make contributions to good journalism —to improving the functioning of democracy (Lin; Lewis, 2022)—- good
regulation is necessary, which, among other things, avoids the disappearance of authorship (Krausova; Moravec, 2022)
and a rigorous transparency policy that is accompanied by proper monitoring of the communicative processes in which
this technology is applied, in the context of the ethical discussion around current technologies (Israel; Amer, 2022). The
main professional and ethical issues focus on undermining creativity, a lack of monitoring, bias, transparency, fairness,
data utilization and data quality (Ali; Hassoun, 2019). Responses, therefore, should focus on Al’s effects on the basic
elements of journalism.

The recent emergence of the so-called synthetic media (Ufarte-Ruiz; Murcia-Verdul; Taiez-Lopez, 2023) —media that
lack journalists and where all work routines depend on Al- highlights the dizzying speed at which this technology con-
tinues to develop. While progress is being made in the regulation and monitoring of the effects of the introduction of
artificial intelligence in technologically mediated communication and, above all, in digital journalism, the main challenge
that the journalistic profession warns of is the need to know the existing tools and how to use them to avoid distortions,
to understand the risks involved and to enter the complex world of the challenges posed by this technology for quality
journalism, which can undoubtedly provide strength, although introducing new risks and threats. This technology, like
that which has preceded it, must be seen as a new aid and, as it raises doubts and challenges, the ethical dilemmas must
be contemplated from the core values that underpin good journalism, such as truth, justice, freedom and responsibi-
lity, which must be applied by journalists who, until proven otherwise, have capabilities superior to those of machines
(Ventura-Pocino, 2021). What is needed, however, is for journalists to have the ability to monitor technology, which is
a training issue and therefore a priority and should be programmed based on pioneering experiences for journalism
students (Gémez-Diago, 2022) and for professionals who work in journalism.

1.2. ChatGPT and Al democratization

ChatGPT is an OpenAl tool introduced in December 2022 and made freely available. It works with GPT3, an autoregres-
sive learning model, and allows the user to converse with it through a chat. Users can access it for free and do not need
to have programming knowledge, although there are paid versions that offer more functionalities. The accessibility and
usability of the user interface, both of ChatGPT and other OpenAl tools such as DALL-E, are a large part of the success of
these tools, together with the fact that they are open to the public and cause enthusiasm and fascination among users,
which facilitates their viralization in social networks.

The recent opening of the Al tool ChatGPT to the public, at the end of 2022, has accelerated the introduction of this type
of technology not only in newsrooms but also in other companies in different fields. OpenAl defines itself as a natural
language model that interacts conversationally (in chat format), allowing it to

“answer follow-up questions, admit mistakes, challenge incorrect assumptions and reject inappropriate requests”
(OpenAl, 2023b).

ChatGPT is available in different languages, however, its interaction level depends on the language it is using. Another
limitation is that all its knowledge comes from the data used for its training, in 2021.

ChatGPT has certain features and skills that make it especially attractive as an assistant in newsrooms and other com-
munication-related companies. Since it is open to the public, numerous tests have been carried out with this tool in very
different fields such as digital marketing, programming, education and journalism. Interviews have been conducted on
different topics and a scientific article has even been written in collaboration with it, exploring the possibilities it offers
to the field of communication and education (Pavlik, 2023).

In February 2023, OpenAl began to offer a paid version of ChatGPT with the name ChatGPT Plus. This new version offers
general access to ChatGPT (even when there are traffic peaks, a current problem with the free version of the tool),
a faster response, and priority access to new features.

This version is available for $20 per month (Fernandez, This Al demonstrates its potential to re-
2023b). In this context, the objective of this research duce the time it takes to produce, write,
is to draw the current landscape of the use of artificial manage and disseminate journalistic con-

intelligence in newsrooms through a radiography of Al
tools applicable to journalism and a case study of the
OpenAl ChatGPT proposal applied and tested in the jour-
nalistic context.

tent, which at the same time could result
in a reduced workload for journalists
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2. Methods

To present the current panorama of the use of Al in the journalistic field and to determine the advantages that the
appearance of the ChatGPT tool could bring to newsroom routines —the main goal of this paper— a mixed methodology
with an exploratory and experimental nature has been chosen. This method allows us to get to know the current pano-
rama in depth and to test the tool.

We start with the hypothesis that (1) the incorporation of Al in newsrooms facilitates the work of journalists, streamli-
ning and automating processes and routines, although (2) Al use for journalistic purposes can be potentially dangerous
from an ethical and legal perspective, which makes it necessary to regulate these tools. The methodological design in-
volves three approaches: benchmarking of Al tools applied to journalism, a walkthrough experience with ChatGPT and,
finally, an experiment with users following the Experience Sampling Method (Berkland, 2017).

2.1. Benchmarking of Al tools in journalism

Following a literature review on automated journalism, an adaptation of the Prisma method (Page et al., 2021) was
applied to carry out a systematized exploration of the existing artificial intelligence tools that can be applied in the jour-
nalistic field. The search was conducted in two ways: on a general search engine (Google) and through scientific databa-
ses (WoS and Scopus). Google searches were conducted between 15% February and 1% March 2023, with the following
terms: (1) “automated journalism”; (2) journalism AND algorithms; (3) journalism AND “artificial intelligence”; (4) use
of Al tools on media. These formulas were used in both English and Spanish and the top ten results of each search were
selected from the obtained results. For the searches in scientific databases, the parameters listed in Table 1 were esta-
blished and the query was carried out during February and March 2023.

Table 1. Database searches

Database Scopus Wos
Time range 2019-2023 2019-2023
Parameters
Language Spanish, English Spanish, English

automated journalism

periodismo automatizado

. “artificial intelligence” AND “journalism”
Search equations

“inteligencia artificial” AND “periodismo”

“journalism” AND “algorithms”

“periodismo” AND “algoritmos”

A total of 129 results were selected. From them, 100 were examined, after excluding duplicate and unrelated results, in
search of journalistic initiatives and projects using Al tools. In the review of scientific articles, the abstract, methodolo-
gy and results sections were examined. The tools were classified according to: functions (natural language generation,
speech to text, text to speech, text to image, image to text, image recognition, data analysis); stage of the journalistic
process where they are applied (information gathering, production, distribution and verification); and possible tasks to
be performed in newsrooms (transcription of interviews or analysis of data from an external source, for example). After
this first classification, we proceeded with an in-depth analysis to establish what type of tools are the most used, which
were the first to be introduced in newsrooms, and what are the trends in the media in terms of the use of Al. A total of 76
tools from nine countries were collected, providing a snapshot of the roles that Al plays in journalism today and allowing
these roles to be tested in subsequent experiences with ChatGPT.

2.2. Walkthrough

For the experimental design, a series of tests were conducted with ChatGPT between January and March 2023 to de-
termine its capabilities, limitations and opportunities for improvement. These tests were divided into two parts: a first,
completely experimental one, in which we talked with the Al to understand how it works and see what responses it
offers to different inputs; and a second one in which we followed a walkthrough methodology (Mahatody; Sagar; Kolski,
2010), simulating the behaviour of a user (journalist) using the tool for the first time, without prior knowledge of its
features or limitations.

During the second part, the results of the first part were taken into consideration, as well as the uses of Al applied to
journalism obtained from previous benchmarking and the experiences reported in specialized media and by experts in
the sector. From here, a list of possible actions was drawn up to evaluate the capabilities and opportunities offered by
ChatGPT for the media.

After the exploration, and following the methodology employed by Pavlik (2023), the tool was asked to list the actions
it could perform to assist in journalistic routines, to complement the study and compare them with those that had been
discovered in practice (Annex I).
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2.3. Experiment with journalists

To test the possibilities offered by ChatGPT applicable in newsrooms, an experiment was conducted with working journalists
from different sectors and with different roles in the media. Based on the results of the benchmarking of Al tools applied
to journalism and the walkthrough experience, the Experience Sampling Method (ESM) was followed to obtain data from
participants while they performed their daily tasks, allowing them to report “on the nature and quality of their experiences
at that moment and in their natural environment” (Berkland, 2017). This ensured that the tests performed with the Al
were as similar as possible to how a user would make use of the tool if it were incorporated into their professional routines.

Twelve journalists hired by the media —eight woman and four men, between 24 and 46 years old— agreed to participate.
A total of 33.3% of the participants work as journalists in a television medium, 25.0% work in the written press, another
25.0% in radio, 8.3% work in news agencies, and the remaining 8.3% in digital media.

The experiment was conducted between 20t April and 7" May 2023, in a non-face-to-face and asynchronous manner.
It consisted of a prequestionnaire, two experimentation phases (A and B) and a final questionnaire. In phase A, partici-
pants were guided through the experience; in phase B, they were free to test ChatGPT in any way.

The prequestionnaire delimited the participants’ sociodemographic profile, and their previous Al and technological
knowledge and affinity in the journalistic field. The tasks that these professionals perform on a daily basis were also
collected to check whether the use of ChatGPT could be adjusted to them. Considering the results of the walkthrough
experience, it was estimated that the use of ChatGPT would be more appropriate for tasks related to writing, data analy-
sis and hierarchization or organization of information, so it was decided to focus the experiment on the use of this tool
on these types of tasks.

Existing relationships with technological innovation are also a very relevant aspect in this experiment, as it was intended
to measure the ability of an average journalist to use this Al tool without extensive prior training. When asked about this
issue, 66.7% of respondents indicated that they find Al attractive and interesting, but they also raised risks related to
privacy and ethics, among other issues; 25.0% of respondents considered the tool useful but they were not enthusiastic
about it; while the remaining 8.3% found it useful and very interesting for some professions, however in journalism they
only contemplated Al for automated and technical tasks, believing that it can be dangerous in some cases.

All the participants had already heard about ChatGPT but only half had already used this or other Al tools. Among the
reasons for not having tried any such software, participants affirmed that they had not had time or patience or that they
felt “terrible laziness” and that they did not want to “be a witness of our substitution as professionals.” In the workplace,
only 25.0% of participants had used before the experiment. They used this technology to translate texts, for brainstor-
ming, data analysis and to create code snippets for data processing. Even when they did not use it, participants consi-
dered Al useful in their professional routines and, for those who already used it, they considered it useful to implement
more systems with this technology.

In addition to ChatGPT, the participants were asked about their knowledge of other Al tools: 33.3% of respondents also
knew about DALL-E, the OpenAl tool that creates images from text. Besides that, two participants knew about the Tele-
gram bot that allows ChatGPT use from this app and one participant mentioned knowing about the Al tool Midjourney.

Before the experiment, participants were asked about which Al systems they would integrate in their workplace and
why. The aim behind this question was to observe whether their opinion changed after trying ChatGPT. Among the
answers, the idea of using a system to (1) transcribe interviews was repeated; also mentioned was the usefulness of
this technology for (2) writing and summarizing texts, (3) subtitling, (4) creating graphics, (5) generating ideas through
searches made by other users, (6) data analysis and pattern detection, (7) transcribing phone calls with sources in other
languages, (8) fact-checking and information verification, or (9) social media management, among other ideas.

After the initial questionnaire, participants went through phase A of the experiment. ChatGPT works with natural lan-
guage, therefore programming knowledge is not needed to use it. However, is important to note that this tool does not
always answer the same way, even when the asked content is the same: the way in which the question is asked influ-
ences the answer. During the ChatGPTs first months, numerous experts and professionals published —and continue to
publish— lists of prompts or instructions to achieve specific results with the tool and some companies have started to
offer browser extensions (such as AIPRM for ChatGPT) that allow users to choose from a list of commands already crea-
ted to ask the Al what the user needs.

Thus, participants were provided with a guide that included both general orientations and a series of ‘standard instruc-
tions’ in the first phase. Participants could choose between a list of prompts (Annex Il) already prepared according to
their profiles and in which they only had to modify some variables to adapt them to their professional routines. This
document explained how ChatGPT worked so that they could use it whenever they wanted, preferably during their
working hours, and provided them with a table containing a series of prompts related to text creation (series 1), text
adaptation (series 2), and information hierarchization (series 3). This table included different customizable parameters
(in colour) and a fixed part of the text (without colour). The complete list of prompts can be found in Annex Il. In phase
B, participants were free to use the Al tool as they saw fit. To conclude the experience, participants were asked to fill out
a final form evaluating the experience, pointing out positive and negative aspects of the tool.
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3. Results
3.1. Al tools applied to journalism

In the table resulting from the benchmarking of Al applied to journalism, 76 tools belonging to nine countries that use
this technology in the journalistic field were collected. One of the most common uses of Al in journalism is the auto-
mated writing of news whose main source is structured data. Due to the system’s own limitations, the news covered
in this way is simple information, based on quantitative data and following a clear scheme or structure, such as sports
information, market information or election results. Examples include: Wordsmith from Automated Insights, used by the
Associated Press agency to write news on sport and stock markets; Heliograf, which also writes autonomous sport and
political news for The Washington Post; or Syllabs, which wrote news on the French legislative elections in 2015 for Le
Monde (Laboratorio de Periodismo, 2018; Garcia-Avilés, 2019; Manfredi-Sanchez; Ufarte-Ruiz, 2020).

Another function of Al applied to journalism is data analysis. This technology makes it possible to extract patterns and
analyse information in a very short time and with great precision, to the point of being able to predict certain events.
This is the case with Virality Oracle —a tool used by The Washington Post that predicts which topics will become viral
(Garcia-Avilés, 2019)- and Lynx Insights —used by Reuters, this tool compiles and analyses data so that a journalist can
then write the news story (Agarwal, 2018).

After studying the range of Al tools applicable to journalism, classified in Table 2, it was concluded that these applica-
tions have very diverse functions and that they are applied in all parts of the communication process, from automated
writing to data analysis, from image creation to verification.

Table 2. Types of Al tools according to their function

Functions Possible applications
1 | Dataanalysis Creation of information from databases, detection of patterns, forecasting from data.
2 | Automating writing Writing any type of text, such as news, reports or scripts from structured data.
3| Image recognition s:acrc;?:ition of people, objects or places in an image. Identification of a specific image and reverse
4 | Text to audio Creation of podcasts and other types of audio files without the need for a human voice.
5 | Audio to text Interviews transcription, automatic subtitles, etc.
6 | Video to text Text description of video images, summary of video images, automatic captioning.
7 User interaction Comment moderation, direct conversation with users.
8 | Content curation Personalization of content based on user preferences.

The most common function detected during the benchmarking process was content production, with 40 of the tools
analysed being dedicated to this function, whether creating text news, graphics or audiovisual pieces. Another of the
most common categories involves data analysis, followed by the chatbot modality. Sometimes tools combine several
functions, such as chatbots that offer news verification or news aggregators, which first need to analyse data to then
offer personalized content. On many occasions it is external companies that offer the technology to the media: Automa-
ted Insights, Narrative Science or Monok were some of the Al companies identified.

3.2. Walkthrough experience

To gain an in-depth understanding of the possibilities of ChatGPT in the journalistic field, a series of tests were carried
out with the Al, asking it to perform certain tasks based on previous results, obtaining the results shown in Table 3.

From this experience it is clear that ChatGPT's limitations are mainly marked by: (1) its limited knowledge of the world;
(2) its being disconnected from the network; (3) producing incorrect information and presenting it as truthful; and (4)
not correctly following the instructions given by the user (for example, asked for a text of 1,050 words, it offers a longer
text); in addition, (5) certain biases are detected, probably derived from the information it received in its training, for
example, gender bias. It is also important to note that ChatGPT does not always warn of its limitations. In the case of sub-
titling videos or summarizing texts provided to it through links, the tool pretends to perform the required action, since
it cannot access the Internet or ‘watch’ a video; on some occasions it pointed out the limitation and on others it offered
invented information. On the other hand, it is also important to highlight advantages such as: (1) its ease of rewriting,
restructuring or translating a text; (2) providing new ideas; and (3) generating different content (a diet, a plan for social
networks or an exercise routine, among others).

3.3. Newsroom experience

The walkthrough experience provided a significant amount of data to better understand chat behaviour. However, it is
necessary for working professionals without experience or specialized training in artificial intelligence to test the tool to
avoid potential biases.
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Required action Car;tn: O Specifications
. Sometimes details are lost, which means the summary is not always unders-
1 Summarize texts Yes
tandable.
2 :(oervr\;r;ttes)texts (and adapt them to different Yes You can specify the style you want it to use or keywords, limit the length, etc.
3 | Translating texts Yes If the language is not specified, it defaults to English.
It summarizes the information in the text, but the headlines are too long
4 | Creating headlines from a text Yes (unless specified) and have a telegraphic structure. It also invents informa-
tion it does not have.
5 | Elaborate text from a headline Yes It invents information that it does not have.
6 Writing news, reports and other informative Yes Itis necessary to enter data in text form. If no information is provided, it can
articles make it up without warning.
- . . When it does not know a piece of information, it invents it. The only limit it
Writing news, reports and other informative L X o . . .
. N . L recognizes is the time limit (its stored information goes up to 2021; when it
7 | pieces (without entering data, only indica- Yes . L . R o .
. . is explicitly asked for information about a later date it indicates that it does
ting the subject matter) . .
not have that information).
. . . .. . As with other formats, if it is given enough information, it has no problem
Writing scripts for radio, television and social P o . L . .
8 networks Yes writing it, but if it has no information it tends to make it up. In some cases, it
is difficult to know what is true and what is not.
9 | Writing copy for social media Yes It differentiates the styles of the different social media platforms and adapts
g copy to them depending on what the user indicates.
. N It is capable of creating a strategy in that it can indicate the platforms to be
Create a strategy for dissemination of con- S S
10 X Yes used, the content, frequency of publication, etc., but the strategies it propo-
tent on social networks b
ses are not very effective.
11 | Hierarchize informative topics Yes Is capab!e of ordering different topics, if the criteria to be taken into account
are specified.
12 | Analyse data and establish patterns Yes It can analyse data, but it makes simple mistakes.
13 | Moderate comments No Specifies that it cannot do it.
14 | Suggest content for social networks Yes Includes emojis, if sugggsted. It dges not take into account character limits
of each social network, if not specified.
Its user interaction interface is conversational. Through the chat, the user can
15 | Maintain conversation with users Yes provide various prompts to the Al, but can also simply have a conversation
with the tool, as if it were an ordinary chatbot.
16 | Recognize people or locations No It is not capable of ‘watching’ videos or images and it warns the user about it.
17 | Detect viral topics No No, because it is not connected to the web.
18 | Create graphics No It only communicates by text.
19 Conten,t curation/filtering of news according Yes It is necessary to specify the data through text previously.
to user’s tastes
Analyse data.to rank.news, decide which It is necessary to introduce criteria for it to do so in a justified and orderly
20 | is translated into which language, suggest Yes
o . . manner.
combinations of images and headlines, etc.
21 | Publish on social media No It is not connected to the Internet. It can create copies and ideas, but it can-
not publish anything on the network directly (except through APIs).
It can detect false information in text, if requested, but not in other formats
22 | Detect fake information Partially becagse it cann.ot access the cont.ent. Again, the problem comes.frorr) the
data it has received and because it does not have access to real-time infor-
mation, which makes it wrong in some cases.
The test was done by trying to provide it with a video via link. It does not
23 | Subtitle videos and/or audios in text No have access to the video (because it is not connected to the network) and
yet it pretends that it does, making up the subititles.
24 | Summarize videos and/or audio in text No It does not have access to the video.
Interacts with the user as if it were an interviewer, considering their answers
25 | Conduct interviews (directly) Yes to elaborate and/or link to the next question. Introduces itself and says
goodbye.

In phase A of the experiment (testing the Al tool by following instructions and choosing from a series of pre-established
prompts, as shown in Annex Il), the journalists indicated that the prompts that best suited their routines were focused
on summarizing information and hierarchizing it within a news piece. The prompts most used during the experience
were specifically those that allowed writing an interview, writing informative pieces based on data, and hierarchizing
information within a news item.
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In phase B of the experiment, participants were free to In most cases, Al complements the work
ask the tool to do whatever tht?y wanFed. Journ.allsts as- of journalists, it does not completely re-
ked ChatGPT to compose emails, verify potentially fake | it

placei

news, summarize press releases, or rank news stories
based on the expected number of hits, among other ac-
tions. In addition, they tried to adapt its writing style to the one they normally used in their media and tried to investi-
gate to what extent the Al ‘understands’ the information it offers or receives.

In the final questionnaire of the experiment, journalists positively highlighted the abilities of Al to streamline and au-
tomate part of their work routines without replacing the journalists” work. Summarizing information, generating code,
contributing ideas when looking for content ideas, brainstorming and correctly writing information are some of the
actions that stand out. Some of the participants also stated that they were surprised by the Al’s accuracy and speed in
writing, as well as by its ability to synthesize and explain complex information.

Although there were many positive aspects, the professionals detected drawbacks and risks. On a technical level, the
impossibility of introducing external content other than text, operating errors (such as difficulties in logging in, creating
an account, or the tool being blocked) and the limitation of access to data prior to 2021 significantly reduces the possi-
bilities of ChatGPT at this time and make it difficult to work with.

Regarding the analysis of the content provided by ChatGPT, participants were concerned about the ease with which it
includes false information and, especially, because it does so in a format and appearance that favours it being considered
relevant, credible and reliable information. Some participants also noted that the Al’s headline writing is poor and that
its writing of interview questions could be much improved. One participant also mentioned as a shortcoming that the
tool “lacks empathy”. This issue may be particularly relevant in situations in which the information may offend public
sensitivities, something that the Al would not be able to detect and, therefore, would not take “special care” of when
conveying the news.

However, after the experience, 50% of participants considered including ChatGPT in their work routines. Of the remai-
ning 50%, half said they were not sure, and the other half said they would not include it. The reasons given by these
participants were the possible problems of privacy and data protection, the fact that it offers incorrect information, and
even the belief that the use of these tools can cancel out human capacity for analysis and reflection. It is important to
note that the Al tool itself offered this same response during the interview (Annex I).

Finally, the journalists provided their perspective on the use of artificial intelligence in newsrooms, selecting the sta-
tement that best suited their opinion among those shown in Figure 1. As can be seen, the majority option, chosen by
83.3% of participants, was

“Al will not replace journalists, but it will change their professional routines”.

Only one participant agreed with the statement “Al may eventually replace journalists, eliminating jobs”. The same was
true for the statement “Al will never replace journalists nor will it ever come to have much influence in newsrooms”.

®|o
S
2

Al may eventually replace journalists, eliminating jobs.
Al will never replace journalists, nor will it ever have much ever influence in newsrooms.

Al should be banned from newsrooms.

o N = >

Al will not replace journalists, but it will change their professional routines.

Figure 1. Participants’ responses to the future of Al in newsrooms.
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However, the statement “Al should be banned from The fact that ChatGPT is powered by
newsrooms” was not chosen by any of the participants. bie data and learns from its interactions
Moreover, as Chat itself and one of the participants in g

the experiment pointed out, “the excessive use of Chat- with users puts users privacy at risk

GPT in routine journalism may result in a loss of human

skills and knowledge, such as the ability to investigate and critically analyse”. Regarding the debate on the need to re-
gulate Al in relation to aspects such as privacy or copyright, the participants again demonstrated unanimity, with 91.7%
stating that legislation is necessary, compared to 8.3% who do not see the need for it. The only participant who pointed
out this option did so because “he understands that these rights would fall on the person using the Al”.

4. Discussion and conclusions

The results obtained in this research corroborate the hypotheses put forward and shed light on the panorama of Al in
newsrooms, as well as on the possible future uses of these tools in the media.

The first hypothesis raised refers to the transformation caused by the integration of Al into newsroomes. It was establi-
shed as a previous point that these tools facilitate, streamline and automate journalistic processes and routines. This
is proven by the results of the benchmarking carried out, as well as through the walkthrough and the experiment with
journalists. In all these methodological processes, Al demonstrates its potential to reduce time spent on production,
writing, management and dissemination of journalistic content, which could result in a reduced workload for journalists.
Related to this, it is also observed that a change in professional routines may lead to a change in the required professio-
nal profiles or specialization expected of a journalist, as already observed by Salazar-Garcia (2018).

However, the results do not seem to indicate the disappearance of jobs due to the incorporation of Al in newsrooms —at
least not imminently. The benchmarking results show that in most cases these tools complement the work of journalists
instead of replacing them. Journalists are still essential for providing more context, to review possible errors and biases
or the adequacy and quality of the texts produced, among other issues. This is also observed in the walkthrough with
ChatGPT: in some cases, it incorporates biased or false information, and it does not always correctly interpret the ins-
tructions provided. In the experiment with journalists, participants agreed on the usefulness of certain types of Al tools
and 83.3% agreed that “Al will not replace journalists, but it will modify their professional routines”. The possibility of
artificial intelligence eliminating jobs has already been addressed by academics (Manfredi-Sanchez; Ufarte-Ruiz, 2020)
and, although this possibility is real, other research also shows that experts and professionals do not see the disappea-
rance of journalists or their role in newsrooms as likely. Their routines will be modified, but they will not be wiped off
the map. It is important to note, however, that although on the one hand this more optimistic perspective exists, there
are already media outlets that do not have a single journalist on their staff, the so-called “synthetic media”, and that rely
exclusively on Al to perform their role as reporting agents (Ufarte-Ruiz; Murcia-Verdu; Taiez-Lopez, 2023).

The second hypothesis is related to the possible ethical, deontological and legal risks that may be associated with the use
of artificial intelligence in newsrooms, as well as the need for its regulation. This aspect has already been investigated by
academics as it involves complex dilemmas and challenges related to user privacy, the preservation of journalistic ethics
and deontology, transparency about the use of Al and accountability mechanisms, algorithmic biases, the veracity of in-
formation and the safeguarding of copyright or intellectual property, among other problems (Ufarte-Ruiz; Calvo-Rubio;
Murcia-Verdu, 2021; Sanahuja-Sanahuja; Lopez-Rabadan, 2022). The results obtained through the walkthrough with
ChatGPT and the experiment with journalists corroborate this second hypothesis and are consistent with the results of
previous research. The inclusion of biased or false information, the lack of sources and a particularly careful presenta-
tion, which contributes to creating an image of reliability and honesty, make it especially necessary to regulate these
tools to avoid further misinformation. That such Al feeds on big data and learns from its interactions with users puts
users’ privacy at risk. Moreover, by omitting sources in the responses, attribution and copyright also come into dispute.
91.7% of the experiment participants felt that the use of Al should be regulated in terms of these issues.

In short, this Al tool offers many solutions and opportunities that are applicable to the journalistic world, reducing the
time needed to perform routine tasks. Among the advantages is the ability to write text in different formats, help select
topics to be covered in the media or adapt texts to social networks. These are simple tasks, more related to communica-
tion than to journalistic production itself, but they can free up journalists and allow them to devote more time to work
that requires more research and depth. However, this tool also has several limitations. Perhaps the most serious is that
it does not always provide truthful information. Sometimes ChatGPT points out that it is not connected to the Internet
and that its data is limited, so its information may not be correct or accurate. But at other times it simply invents informa-
tion that it does not have, without warning the user. This means that the journalist may publish inaccurate or even false
information, if they are not an expert on the subject. That the information to which it has access is limited to data up
to 2021 also means that, even if the content it publishes

was correct at some point, it may already be outdated 91.7% of the experiment participants
when the query is made. It is important to note that at considered that the use of Al should be
the time of writing (May 2023) it is already possible to regulated

connect the tool to the Internet through other software
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and that OpenAl has announced a paid version with re- Another limitation of Al is the preponde-

al-time connection to the network, so this limitation will
T . rance of the most repeated contents and
be overcome soon. Another limitation that is likely to .
ideas over the less common ones, re-

remain is the preponderance of the most repeated con-

tents and ideas over less common ones, regardless of gardless of their veracity or importance,
their veracity or importance, leading to a situation simi- which can lead to a situation of “tyranny
lar to the so-called “tyranny of the majority” in politics of the majority”

(Harper, 2017). According to the results obtained during

the walkthrough exercise, the information provided by ChatGPT is often based on the number of times it has found such
data and not so much on the quality of the data. In other words, it puts the quantitative before the qualitative. This can
perpetuate certain types of biased and more traditional views in some areas of knowledge.

This fits with another of the ethical dilemmas of the use of Al: how the substitution of humans by machines in tasks
inherent to their own being affects wider society and at the same time makes it necessary to rethink the curricula in
journalism degrees, not only to adjust the professional profiles, as mentioned above, but also to provide new journalists
with an ethical-deontological knowledge base that allows them to deal with Al in their jobs without letting it prevent
them having critical and independent thinking, which is essential to safeguard the values inherent to journalism (Pe-
fia-Fernandez; Meso-Ayerdi; Larrondo-Ureta, 2023).

5. Limitations of the study and future lines of research

The continuous advances in artificial intelligence, and specifically in ChatGPT, mean that some of the noted limitations
of the tool have already been overcome in its paid version, as mentioned in the body of the article. On the other hand,
future lines of research remain open, such as the exploration of possible codes and manuals for a safe use of Al in news-
rooms or possible adaptations of ChatGPT to make it more suitable for journalistic use.

Since the sample of participants was small, the results should be considered with caution. Based on this first study, it
would be interesting to carry out another experiment with a larger number of journalists to obtain comparable statistics
on the use, risks and advantages of ChatGPT.

6. References

Agarwal, Udit (2018). “How Reuters is transforming journalism with artificial intelligence”. Analytics insight, 11 March.
https.//www.analyticsinsight.net/how-reuters-is-transforming-journalism-with-artificial-intelligence

Aguilar, Ricardo (2023). “’Pausen inmediatamente el entrenamiento’: Musk y mas personalidades, preocupados por
GPT-4”. Xataka, 29 marzo.
https://www.xataka.com/aplicaciones/pausen-inmediatamente-entrenamiento-musk-personalidades-preocupados-gpt-4

Ali, Waleed; Hassoun, Mohamed (2019). “Artificial intelligence and automated journalism: Contemporary challenges
and new opportunities”. International journal of media, journalism and mass communications, v. 5, n. 1, pp. 40-49.
https://doi.org/10.20431/2454-9479.0501004

Berkland, Mara K. (2017). “Experience Sampling Method”. In: Allen, Mike. The SAGE encyclopedia of communication
research methods. Thousand Oaks: Sage. ISBN: 978 1 483381435
https://doi.org/10.4135/9781483381411

Buj, Anna (2023). “Italia bloquea el uso de ChatGpt por no respetar la ley de proteccion de datos”. La vanguardia, 31
marzo.
https://www.lavanguardia.com/tecnologia/20230331/8868073/italia-prohibe-chatgpt-respetar-legislacion-datos.html|

Calvo-Rubio, Luis-Mauricio; Ufarte-Ruiz, Maria-José (2020). “Percepcion de docentes universitarios, estudiantes, res-
ponsables de innovacidn y periodistas sobre el uso de inteligencia artificial en periodismo”. Profesional de la informa-
cion, v. 29, n. 1, e290109.

https://doi.org/10.3145/epi.2020.ene.09

Canavilhas, Jodo (2022). “Artificial intelligence and journalism: Current situation and expectations in the Portuguese
sports media”. Journalism and media, v. 3, n. 3, pp. 510-520.
https://doi.org/10.3390/journalmedia3030035

Castells, Manuel (2001). La galaxia internet. Barcelona: Plaza & Janés. ISBN: 978 84 01386060

Chalmers, Dominic; MacKenzie, Niall G.; Carter, Sara (2021). “Artificial intelligence and entrepreneurship: Implications
for venture creation in the fourth industrial revolution”. Entrerpreneurship theory and practice, v. 45, n. 5, pp. 1028-1053.
https://doi.org/10.1177/1042258720934581

Cohen, Sarah; Hamilton, James T.; Turner, Fred (2011). “Computational journalism”. Communications of the ACM, v. 54,
n. 10, pp. 66-71.
https://doi.org/10.1145/2001269.2001288

e320514 Profesional de la informacidn, 2023, v. 32, n. 5. e-ISSN: 1699-2407 11


https://www.analyticsinsight.net/how-reuters-is-transforming-journalism-with-artificial-intelligence
https://www.xataka.com/aplicaciones/pausen-inmediatamente-entrenamiento-musk-personalidades-preocupados-gpt-4
https://doi.org/10.20431/2454-9479.0501004
https://doi.org/10.4135/9781483381411
https://www.lavanguardia.com/tecnologia/20230331/8868073/italia-prohibe-chatgpt-respetar-legislacion-datos.html
https://doi.org/10.3145/epi.2020.ene.09
https://doi.org/10.3390/journalmedia3030035
https://doi.org/10.1177/1042258720934581
https://doi.org/10.1145/2001269.2001288

Beatriz Gutiérrez-Caneda; Jorge Vazquez-Herrero; Xosé Lépez-Garcia

Danzon-Chambaud, Samuel (2021). “A systematic review of automated journalism scholarship: Guidelines and sugges-
tions for future research”. Open research Europe, v. 1, n. 4.
https://doi.org/10.12688/openreseurope.13096.1

De-Lara, Alicia; Garcia-Avilés, José-Alberto; Arias-Robles, Félix (2022). “Implantacidn de la inteligencia artificial en los
medios espafoles: andlisis de las percepciones de los profesionales”. Textual & visual media, v. 1, n. 15, pp. 1-17.
https://doi.org/10.56418/txt.15.2022.001

De-Lima-Santos, Mathias-Felipe; Ceron, Wilson (2022). “Artificial intelligence in news media: Current perceptions and
future outlook”. Journalism and media, v. 3, n. 1, pp. 13-26.
https://doi.org/10.3390/journalmedia3010002

Evens, Tom; Raats, Tim; Von-Rimscha, M. Bjgrn (2017). “Business model innovation in news media organisations - 2018
special issue of the European Media Management Association (EMMA)”. Journal of media business studies, v. 14, n. 3,
pp. 167-172.

https://doi.org/10.1080/16522354.2018.1445164

Fernandez, Yubal (2023a). “Bing Chat con ChatGPT: qué es, cdmo funciona y qué puedes hacer con el chat con inteligen-
cia artificial del buscador”. Xataka, 24 abril.
https://www.xataka.com/basics/bing-chatgpt-que-como-funciona-que-puedes-hacer-chat-inteligencia-artificial-buscador

Fernandez, Yubal (2023b). “ChatGPT Plus: qué es, diferencias con ChatGPT normal y cuanto cuesta esta inteligencia
artificial”. Xataka, 1 junio.
https://www.xataka.com/basics/chatgpt-plus-que-que-caracteristicas-tiene-cuanto-cuesta-version-pago-esta-inteligencia-
artificial

Garcia-Avilés, José A. (2019). “El impacto de la inteligencia artificial en el periodismo”. Mdster en innovacion y periodis-
mo UMH blog, 2 noviembre.
http://mip.umh.es/blog/2019/11/02/el-impacto-de-la-inteligencia-artificial-en-el-periodismo

Garcia-Orosa, Berta; Canavilhas, Jodo; Vazquez-Herrero, Jorge (2023). “Algorithms and communication: A systematized
literature review”. Comunicar, v. 31, n. 74, pp. 9-21.
https://doi.org/10.3916/C74-2023-01

Garcia-Orosa, Berta; Pérez-Seijo, Sara; Vizoso, Angel (2022). Emerging practices in the age of automated digital journa-
lism. New York: Routledge. ISBN: 978 1 032128511

Gomez-Diago, Gloria (2022). “Perspectivas para abordar la inteligencia artificial en la ensefianza de periodismo”. Revista
latina de comunicacion social, v. 80, pp. 29-46.
https://doi.org/10.4185/RLCS-2022-1542

Gongalves, Adriana; Melo, Paulo-Victor (2022). “Artificial intelligence and journalism: An aproach to the Portuguese
context”. Fonseca, journal of communication, n. 25, pp. 23-24.
https://doi.org/10.14201/fjc.29682

Google (2023). Bard.
https://bard.google.com

Harper, Tauel (2017). “The big data public and its problems: Big data and the structural transformation of the public
sphere”. New media & society, v. 19, n. 9, pp. 1424-1439.
https://doi.org/10.1177/1461444816642167

Hazard-Owen, Laura (2023). “Google is changing up search. What does that mean for news publishers?”. NiemanLab, 11 May.
https.//www.niemanlab.org/2023/05/google-is-changing-up-search-what-does-that-mean-for-news-publishers

Hermann, Erik (2022). “Artificial intelligence and mass personalization of communication content: An ethical and litera-
cy perspective”. New media & society, v. 24, n. 5, pp. 1258-1277.
https://doi.org/10.1177/14614448211022702

Israel, Maria-Joseph; Amer, Ahmed (2022). “Rethinking data infrastructure and its ethical implications in the face of
automated digital content generation”. Al and ethics, v. 3, pp. 427-439.
https://doi.org/10.1007/s43681-022-00169-1

Karlsen, Joakim; Stavelin, Eirik (2013). “Computational journalism in Norwegian newsrooms”. Journalism practice, v. 8,
n. 1, pp. 34-48.
https://doi.org/10.1080/17512786.2013.813190

Krausova, Alzbeta; Moravec, Vaclav (2022). “Disappearing authorship: Ethical protection of ai-generated news from the pers-
pective of copyright and other laws”. Journal of intellectual property, information technology and e-commerce law, v. 13, n. 2.
https://www.jipitec.eu/issues/jipitec-13-2-2022/5540

e320514 Profesional de la informacidn, 2023, v. 32, n. 5. e-ISSN: 1699-2407 12


https://doi.org/10.12688/openreseurope.13096.1
https://doi.org/10.56418/txt.15.2022.001
https://doi.org/10.3390/journalmedia3010002
https://doi.org/10.1080/16522354.2018.1445164
https://www.xataka.com/basics/bing-chatgpt-que-como-funciona-que-puedes-hacer-chat-inteligencia-artificial-buscador
https://www.xataka.com/basics/chatgpt-plus-que-que-caracteristicas-tiene-cuanto-cuesta-version-pago-esta-inteligencia-artificial
https://www.xataka.com/basics/chatgpt-plus-que-que-caracteristicas-tiene-cuanto-cuesta-version-pago-esta-inteligencia-artificial
http://mip.umh.es/blog/2019/11/02/el-impacto-de-la-inteligencia-artificial-en-el-periodismo
https://doi.org/10.3916/C74-2023-01
https://doi.org/10.4185/RLCS-2022-1542
https://doi.org/10.14201/fjc.29682
https://bard.google.com
https://doi.org/10.1177/1461444816642167
https://www.niemanlab.org/2023/05/google-is-changing-up-search-what-does-that-mean-for-news-publishers
https://doi.org/10.1177/14614448211022702
https://doi.org/10.1007/s43681-022-00169-1
https://doi.org/10.1080/17512786.2013.813190
https://www.jipitec.eu/issues/jipitec-13-2-2022/5540

Al application in journalism: ChatGPT and the uses and risks of an emergent technology

Laboratorio de Periodismo (2018). Inteligencia artificial: para qué puede usarse en periodismo y qué estdn haciendo los
medios. Laboratorio de periodismo Fundacion Luca de Tena, 6 noviembre.
https://laboratoriodeperiodismo.org/inteligencia-artificial-para-que-puede-usarse-en-periodismo-y-que-estan-
haciendo-los-medios

Larsson, Stefan; Heintz, Fredrik (2020). “Transparency in artificial intelligence”. Internet policy review, v. 9, n. 2.
https://doi.org/10.14763/2020.2.1469

Lin, Bibo; Lewis, Seth C. (2022). “The one thing journalistic Al just might do for democracy”. Digital Journalism, v. 10, n.
10, pp. 1627-1649.
https://doi.org/10.1080/21670811.2022.2084131

Lépez-Garcia, Xosé; Vizoso, Angel (2021). “Periodismo de alta tecnologia: signo de los tiempos digitales del tercer mile-
nio”. Profesional de la informacion, v. 30, n. 3, e300301.
https://doi.org/10.3145/epi.2021.may.01

Mahatody, Thomas; Sagar, Mouldi; Kolski, Christophe (2010). “State of the art on the cognitive walkthrough method, its
variants and evolutions”. International journal of human-computer interaction, v. 26, n. 8, pp. 741-785.
https://doi.org/10.1080/10447311003781409

Manfredi-Sanchez, Juan-Luis; Ufarte-Ruiz, Maria-José (2020). “Inteligencia artificial y periodismo: una herramienta
contra la desinformacidn”. Revista Cidob d’afers internacionals, n. 124, pp. 49-72.
https://doi.org/10.24241/rcai.2020.124.1.49

Marconi, Francesco (2020). New York: Newsmakers. Artificial intelligence and the future of journalism. New York: Colum-
bia University Press. ISBN: 978 0231191371

Marquez, Javier (2023). “GPT-4: asi es la IA mas avanzada de OpenAl, cémo funciona y todas las novedades”. Xataka, 17
mayo.
https://www.xataka.com/nuevo/gpt-4-que-cuando-sale-como-funciona-toda-informacion

Martinez-Martinez, Inmaculada-José; Aguado-Terrén, Juan-Miguel; Sanchez-Cobarro, Paloma-del-Henar (2022).
“Smart advertising: innovacion y disrupcion tecnoldgica asociadas a la A en el ecosistema publicitario”. Revista latina de
comunicacion social, n. 80, pp. 69-90.

https://doi.org/10.4185/10.4185/RLCS-2022-1693

Micé, Josep-Lluis; Casero-Ripollés, Andreu; Garcia-Orosa, Berta (2022). “Platforms in journalism 4.0: The impact of
the fourth industrial revolution on the news industry”. En: Vazquez-Herrero, Jorge; Silva-Rodriguez, Alba; Negreira-Rey,
Maria-Cruz; Toural-Bran, Carlos; Lopez-Garcia, Xosé. Total Journalism. Studies in Big Data, v. 97. Cham: Springer Nature,
pp. 241-253.

https://doi.org/10.1007/978-3-030-88028-6_18

Mishra, Shrutika; Tripathi, Asha R. (2021). “Al business model: An integrative business approach”. Journal of innovation
and entrepreneurship, v. 10, n. 18.
https://doi.org/10.1186/s13731-021-00157-5

Mooshammer, Sandra (2022). “There are (almost) no robots in journalism. An attempt at a differentiated classification
and terminolofy of automation in journalism on the base of the concept of distributed and gradualised action”. Publizis-
tik, v. 67, pp. 487-515.

https://doi.org/10.1007/s11616-022-00757-5

Moran, Rachel E.; Shaikh, Sonia-Jawaid (2022). “Robots in the news and newsrooms: Unpacking meta-journalistic dis-
course on the use of artificial intelligence in journalism”. Digital journalism, v. 10, n. 10, pp. 1756-1774.
https://doi.org/10.1080/21670811.2022.2085129

Noain-Sanchez, Amaya (2022). “Addressing the impact of artificial intelligence on journalism: the perception of experts,
journalists and academics”. Communication & society, v. 35, n. 3, pp. 105-21.
https://doi.org/10.15581/003.35.3.105-121

OpenAl (2023a). DALL-E 2.
https://openai.com/product/dall-e-2

OpenAl (2023b) “Introducing ChatGPT”. OpenAl Blog.
https://openai.com/blog/chatgpt

Otero-Gonzalez, lvan (2022). “Los cimientos de la inteligencia artificial en el sistema productivo de contenidos periodis-
ticos automatizados”. Redmarka. Revista de marketing aplicado, v. 26, n. 1, pp. 15-35.
https.//doi.org/10.17979/redma.2022.26.1.9056

e320514 Profesional de la informacidn, 2023, v. 32, n. 5. e-ISSN: 1699-2407 13


https://laboratoriodeperiodismo.org/inteligencia-artificial-para-que-puede-usarse-en-periodismo-y-que-estan-haciendo-los-medios
https://laboratoriodeperiodismo.org/inteligencia-artificial-para-que-puede-usarse-en-periodismo-y-que-estan-haciendo-los-medios
https://doi.org/10.14763/2020.2.1469
https://doi.org/10.1080/21670811.2022.2084131
https://doi.org/10.3145/epi.2021.may.01
https://doi.org/10.1080/10447311003781409
https://doi.org/10.24241/rcai.2020.124.1.49
https://www.xataka.com/nuevo/gpt-4-que-cuando-sale-como-funciona-toda-informacion
https://doi.org/10.4185/10.4185/RLCS-2022-1693
https://doi.org/10.1007/978-3-030-88028-6_18
https://doi.org/10.1186/s13731-021-00157-5
https://doi.org/10.1007/s11616-022-00757-5
https://doi.org/10.1080/21670811.2022.2085129
https://doi.org/10.15581/003.35.3.105-121
https://openai.com/product/dall-e-2
https://openai.com/blog/chatgpt
https://doi.org/10.17979/redma.2022.26.1.9056

Beatriz Gutiérrez-Caneda; Jorge Vazquez-Herrero; Xosé Lépez-Garcia

Page, Matthew J.; Moher, David; Bossuyt, Patrick M.; Boutron, Isabelle; Hoffmann, Tammy C.; Mulrow, Cynthia D.;
Shamseer, Larissa; Tetzlaff, Jennifer M.; Ak, Eli A.; Brennan, Sue E.; Chou, Roger; Glanville, Julie et al. (2021). “PRISMA
2020 explanation and elaboration: updated guidance and exemplars for reporting systematic reviews”. BMJ, v. 372, n.
160.

https://doi.org/10.1136/bmj.n160

Parratt-Fernandez, Sonia; Mayoral-Sanchez, Javier; Mera-Fernandez, Montse (2021). “The application of artificial inte-
Iligence to journalism: An analysis of academic production”. Profesional de la informacidn, v. 30, n. 3, e300317.
https://doi.org/10.3145/epi.2021.may.17

Pavlik, John V. (2023). “Collaborating with ChatGPT: Considering the implications of generative artificial intelligence for
journalism and media education”. Journalism and mass communication educator, v. 78, n. 1, pp. 84-93.
https://doi.org/10.1177/10776958221149577

Pefia-Fernandez, Simoén; Meso-Ayerdi, Koldobika; Larrondo-Ureta, Ainara (2023). “Without journalists, there is no
journalism: the social dimension of generative artificial intelligence in the media”. Profesional de la informacion, v. 32,
n. 2,e320227.

https://doi.org/10.3145/epi.2023.mar.27

Porlezza, Colin; Ferri, Giulia (2022). “The missing piece: Ethics and the ontological boundaries of automated journalism”.
#S0J,v. 12, n. 1, pp. 71-98.
https://isoj.org/wp-content/uploads/2022/03/1S0OJ-2022.pdf

Prasad, Ramjee; Choudhary, Purva (2021). “State-of-art of artificial intelligence”. Journal of mobile multimedia, v. 17, n.
1-3, pp. 427-454.
https://doi.org/10.13052/jmm1550-4646.171322

Prego, Carlos (2023). “Elon Musk lanza X.Al, su propia compafiia de IA con un objetivo claro: competir con OpenAl”.
Xataka, 15 abril.
https://www.xataka.com/empresas-y-economia/elon-musk-lanza-su-propia-compania-inteligencia-artificial-x-ai-que-
sabemos-su-plan-para-competir-openai

Ross, Philip; Maynard, Kasia (2021). “Towards a 4th industrial revolution”. Intelligent buildings international, v. 13, n. 3,
pp. 159-161.
https://doi.org/10.1080/17508975.2021.1873625

Salazar-Garcia, Idoia-Ana (2018). “Los robots y la inteligencia artificial. Nuevos retos del periodismo”. Doxa comunica-
cion, n. 27, pp. 295-315.
https.//doi.org/10.31921/doxacom.n27a15

Samuel, Jim; Kasyap, Rajiv; Yana, Samuel; Pelaez, Alexander (2022). “Adaptative cognitive fit: Artificial intelligence
augmented management of information facets and rerpesentations”. International journal of information management,
v. 65, 102505.

https://doi.org/10.1016/j.ijinfomgt.2022.102505

Sanahuja-Sanahuja, Rosana; Lopez-Rabadan, Pablo (2022). “Etica y uso periodistico de la inteligencia artificial. Los
medios publicos y las plataformas de verificacion como precursores de la rendicion de cuentas en Espafa”. Estudios
sobre el mensaje periodistico, v. 28, n. 4, pp. 959-970.

https.//doi.org/10.5209/esmp.82385

Sanchez-Garcia, Pilar; Merayo-Alvarez, Noemi; Calvo-Barbero, Carla; Diez-Gracia, Alba (2023). “Spanish technological
development of artificial intelligence applied to journalism: companies and tools for documentation, production and
distribution of information”. Profesional de la informacion, v. 32, n. 2, e320208.
https://doi.org/10.3145/epi.2023.mar.08

Tejedor, Santiago; Vila, Pere (2021). “Exo journalism: A Conceptual approach to a hybrid formula between journalism
and artificial intelligence”. Journalism and media, v. 2, n. 4, pp. 830-840.
https://doi.org/10.3390/journalmedia2040048

Tafiez-Lopez, Miguel; Fieiras-Ceide, César; Vaz-Alvarez, Martin (2021). “Impacto de la inteligencia artificial en el perio-
dismo: transformaciones en la empresa, los productos, los contenidos y el perfil profesional”. Communication & society,
v.34,n.1, pp. 177-193.

https://doi.org/10.15581/003.34.1.177-193

Taiez-Lopez, Miguel; Toural-Bran, Carlos; Valdiviezo-Abad, Cesibel (2019). “Automation, bots and algorithms in news-
making. Impact and quality of artificial journalism”. Revista latina de comunicacion social, n. 74, pp. 1411-1433.
https://doi.org/10.4185/RLCS-2019-1391

e320514 Profesional de la informacidn, 2023, v. 32, n. 5. e-ISSN: 1699-2407 14


https://doi.org/10.1136/bmj.n160
https://doi.org/10.3145/epi.2021.may.17
https://doi.org/10.1177/10776958221149577
https://doi.org/10.3145/epi.2023.mar.27
https://isoj.org/wp-content/uploads/2022/03/ISOJ-2022.pdf
https://doi.org/10.13052/jmm1550-4646.171322
https://www.xataka.com/empresas-y-economia/elon-musk-lanza-su-propia-compania-inteligencia-artificial-x-ai-que-sabemos-su-plan-para-competir-openai
https://www.xataka.com/empresas-y-economia/elon-musk-lanza-su-propia-compania-inteligencia-artificial-x-ai-que-sabemos-su-plan-para-competir-openai
https://doi.org/10.1080/17508975.2021.1873625
https://doi.org/10.31921/doxacom.n27a15
https://doi.org/10.1016/j.ijinfomgt.2022.102505
https://doi.org/10.5209/esmp.82385
https://doi.org/10.3145/epi.2023.mar.08
https://doi.org/10.3390/journalmedia2040048
https://doi.org/10.15581/003.34.1.177-193
https://doi.org/10.4185/RLCS-2019-1391

Al application in journalism: ChatGPT and the uses and risks of an emergent technology

Ufarte-Ruiz, Maria-José; Calvo-Rubio, Luis-Mauricio; Murcia-Verdu, Francisco-José (2021). “Los desafios éticos del pe-
riodismo en la era de la inteligencia artificial”. Estudios sobre el mensaje periodistico, v. 27, n. 2, pp. 673-684.
https://doi.org/10.5209/esmp.69708

Ufarte-Ruiz, Maria-José; Fieiras-Ceide, César; Tufiez-Lépez, Miguel (2020). “La ensefianza-aprendizaje del periodismo
automatizado en instituciones publicas: estudios, propuestas de viabilidad y perspectivas de impacto de la IA”. Analisi,
n. 62, pp. 131-146.

https://doi.org/10.5565/rev/analisi.3289

Ufarte-Ruiz, Maria-José; Murcia-Verdu, Francisco-José; Tuiiez-Lopez, José-Miguel (2023). “Use of artificial intelligence
in synthetic media: first newsrooms without journalists”. Profesional de la informacion, v. 32, n. 2.
https://doi.org/10.3145/epi.2023.mar.03

Villez, Mari; Codina, Lluis (2018). “Periodismo computacional: evolucidn, casos y herramientas”. Profesional de la infor-
macion, v. 27, n. 4, pp. 759-768.
https://doi.org/10.3145/epi.2018.jul.05

Van-Dijck, José; Poell, Thomas; De-Waal, Martjin (2018). The platform society. New York: Oxford University Press. ISBN:
978 0 190889777

Ventura-Pocino, Patricia (2021). “Algorithms in the newsrooms: Challenges and recommendations for artificial intelli-
gence with the ethical values of journalism”. Catalan Press Council.
https://fcic.periodistes.cat/wp-content/uploads/2022/03/venglishDIGITAL_ALGORITMES-A-LES-REDACCIONS_ENG-1.pdf

Yu, Yang; Huang, Kuo; Jones, Bob (2020). “Artificial intelligence in media: Journalists’ perceptions and organizational
talk”. Communication, technologies et développement, v. 8.
https://doi.org/10.4000/ctd.3262

Zelizer, Barbie (2019). “Why journalism is about more than digital technology”. Digital journalism, v. 7, n. 3, pp. 343-350.
https://doi.org/10.1080/21670811.2019.1571932

7. Annexes

Annex |. ChatGPT interview

This interview was conducted in Spanish.

The Al tool answer the question “How can ChatGPT help in journalistic routines?” as it follows:
ChatGPT can help in different tasks of the journalistic routine, such as:

1. Generation of summaries and synopses of news or events.

2. Creation of articles and content from given information.

3. Data analysis and generation of graphics and visualizations.

4. Translation and adaptation of content to different languages.

5. Generation of interview and survey questions.
Overall, ChatGPT is a powerful tool that can automate and streamline many of the repetitive tasks in the jour-
nalistic process, freeing up time for journalists to focus on research and the production of high quality content.
Related to possible risks, ChatGPT answers the question “What are the problems and risks of using ChatGPT in
newsrooms?” as it follows:
Although ChatGPT can be a useful tool in routine journalism, there are also some problems and risks that must
be considered:

6. Accuracy: ChatGPT is trained with a large amount of data, but it can still make mistakes or produce inaccurate or mis-
leading information. It is important to verify the information generated by ChatGPT before publication.

7. Neutrality: ChatGPT is trained with information from the Internet and may reflect existing biases or prejudices in
society. It is important to be careful not to perpetuate these biases through the use of ChatGPT in the production of
journalistic content.

8. Loss of human skills: Excessive use of ChatGPT in routine journalism can result in a loss of human skills and knowledge,
such as the ability to investigate and critically analyze.

9. Depersonalization: The use of ChatGPT to generate content can result in a loss of humanity and personality in jour-
nalistic content.

It is important to use ChatGPT as a complementary tool, and not as a substitute, for human skills and knowledge in rou-
tine journalism. It is also crucial to be aware of these issues and risks and take steps to mitigate them.
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Annex Il. Prompts of phase A of the experiment with journalists

Because the participants work in Spanish, the prompts were built and used in this language.

Required action Prompt
- . ) Write 20 questions focused on his professional career to interview Pedro Sanchez
1A Writing an interview . . . } .
onTV. Also write an introduction and a closing for the piece.
Write a 1-minute radio news about a car accident que that took place tonight on
1B Writing informative pieces based on data SC-20 towards Santiago Sur. There have been no injuries. Emergency services have
been deployed to the scene.
Write a script for two people for an educational video of less than one minute that
1C Script writing (radio, television, social media) will be broadcast on social media. The topic is the importance of recycling. Offer se-
veral tips that anyone can follow to recycle more and take care of the environment.
. . . Make copies for LinkedIn from this news item (text of the news item). Use emojis
2A Adapting news to social media o .
and write in a casual and friendly tone.
2B Summarizing information Summarize this information: (paste here the original text). Use 500 words maximum.
. Rewrite this text so a five-year-old kid can understand it: (paste here the original
2C Adapting a text (to another format or style) text). Use at least 100 words.
2D Translating text Translate this text into Galician: (paste here the original text).
. . . ) . With what news would you open the news / place on the front page etc. in a media
A H h | f inf - - o
3 lerarchizing several pieces of information of these characteristics? (Describe the characteristics)
Hierarchizing information within an informa- . . . . . . .
. R . X R Write a headline for this news item: (paste here the news item text). It will be publi-
3B tive piece (you can ask it to write a headline, a R .
) . shed in a digital newspaper. Do not use more than 15 words.
subtitle, a printer, etc.)
. . . Which of the following news items will you publish: (paste here the headlines).
3¢ Choosing which news to publish Choose only five. They will be published in the local generalist newspaper.
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