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Abstract. The article explores the implications held by artificial intelli-
gence (Al) for newsrooms in Albania through a qualitative research ap-
proach. Utilising 24 semi-structured, in-depth interviews with journalists
and editors, media professionals’ experiences and perceptions regarding
the integration of Al into their practices are studied. The results indicate
that Al is employed for information gathering, translation, image verific-
ation, and news trend analysis. While identified advantages of Al include
time optimisation and improved news quality, challenges persist, such as
concerns about information accuracy and scepticism of technology. Journ-
alists stress the need for manual verification and the irreplaceable role of
the human factor in information security. The use of Al data to identify
audience preferences also demonstrates an increase in the capacity of Al to
deliver content that resonates with audiences. It is argued in the study that
collaboration between Al and journalists is essential to ensure quality and
accuracy in journalism.
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INTRODUCTION
In journalism, an inhuman presence has already entered the realm of news

writing. Artificial intelligence (AI) has found applications in newsrooms for news
reporting (Biswal and Gouda 2020), newsgathering, and distribution (Deuze and
Beckett 2022). Notably, The Washington Post frequently indicates that “it was
‘powered by Heliograf’, which is The Post’s artificial intelligence system” (Tandoc
et al. 2020, 549). This shift facilitates the automated production of thousands
of news articles daily across various countries (Barrolleta and Sandoval-Martin
2024). For instance, the Associated Press collaborates with startups to introduce
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AT innovations in news production, while the Chinese government is urging its
state-run Xinhua news agency to integrate Al to create a high-tech newsroom
(Zhang et al. 2023). These developments highlight the evolving dynamics within
media and communication landscapes (Saliu 2024) that are transforming news
gathering, production, and distribution processes (Pavlik 2023).

The increased use of Al has also raised ethical concerns and prompted new
professional practices in journalism (Deuze and Beckett 2022; Al-Zoubi et al.
2024). These advancements are leading to radical changes in newsroom prac-
tices that bring into question journalists’ profiles and the professional knowledge
needed for information collection and distribution. These significant transform-
ations — part of the over 500 years of journalistic tradition — have called into
question the Zoabi compatibility of such integrated automation with traditional
journalism values and its impact on perceptions of credibility (Tandoc et al.
2020). Concerns about trust in news have thus emerged alongside the adoption
of AT and automated journalism (Ali and Hassoun 2019) given that producing
text and audiovisual content has become easier than ever, potentially involving
biased or misleading outputs (Illia et al. 2023).

Moreover, it is not only Western countries that are adopting AI. When it
comes to the utilisation of new technologies (including the Internet and social
media), developed and developing countries exhibit minimal differences. Annual
reports from the Reuters Institute show the inhabitants of least developed coun-
tries are often more informed online than their counterparts in developed coun-
tries are, who tend to prefer offline media for information (Newman et al. 2024;
2022; 2021). In Albania, where the consumption of online media is widespread,
the incorporation of AI in journalism offers a distinct chance to analyse the
motives, attitudes and changes in work practices caused by Al integration.

To understand how Al is adopted and perceived in journalism in Albania, it is
essential to consider the national media circumstances. Albania’s media is char-
acterised by high ownership concentration, political affiliations among main-
stream media organisations, and a relatively developed digital infrastructure.
While the number of media channels suggests pluralism, concerns regarding
editorial independence, transparency of funding, and political pressure persist
(Media Ownership Monitor Albania 2023; European Commission 2023). These
structural factors have a major impact on how journalists operate, interpret,
apply or resist Al technologies in their day-to-day work. As Cools and Diako-
poulos (2024) emphasise, the adoption of Al in newsrooms cannot be separated
from local political and institutional contexts, which influence both the poten-
tial and limitations of technology.

This article aims to investigate the role of Al in Albanian media outlets,
stressing its applications, perceived advantages, and problems, together with the
larger implications of Al for journalistic practices. Hence, the research questions
are:
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o For which purposes do media journalists in Albania use Al for?

o How do Albanian journalists and editors perceive the influence of Al on the
quality, accuracy and credibility of news content?

o How does AT help with identifying audience preferences?

LITERATURE REVIEW

The emergence of automated news writing has added to the decline in the
perceived importance of journalists in the newsroom since this process requires
minimal human intervention after the initial programming. This shift speeds up
production and alleviates newsrooms’ budget constraints (Graefe 2016). How-
ever, non-human actors are not limited to news writing. In a study of Al use in
newsrooms, Beckett and Yaseen (2023, 4) analysed 105 news and media organisa-
tions across 46 countries and found that Al is employed for newsgathering, news
production, and distribution, encompassing all stages of content creation “from
ideation to publishing”. More than half the respondents from these media organ-
isations mentioned increased efficiency and productivity as the core objectives
driving AI adoption. Journalists and media executives seek to automate mono-
tonous tasks, thereby streamlining workflows and allowing journalists to engage
in more creative, relevant and innovative work (Beckett and Yaseen 2023).

The integration of Al into news collection, report design, and distribution has
transformed news production practices (Munoriyarwa et al. 2023), a trend that
began with technological advancements and the rise of social media, altering
the evaluation models and criteria for media systems (Houston 2023; Saliu et al.
2023). Although news was traditionally produced in-house, the use of freelancers
has become common, enabling journalists to work outside the newsroom in a
networked manner (Deuze and Witschge 2019). The growth of online media has
facilitated this shift, prompting a rise in media entrepreneurs. Journalistic man-
agers now face the challenge of balancing editorial and professional responsib-
ilities as the traditional definition of journalism evolves (Deuze and Witschge
2019; Holsgens et al. 2020). The advent of AI means that today journalism can
occur even if human journalists are absent.

These changes are closely tied to the need to balance the speed and urgency
demanded by online media these days with the need for reliability, objectivity
and accuracy in journalism, all while meeting public expectations for impactful
and engaging reporting (Srisaracam 2023). Al is revolutionising journalism by
transforming how news is gathered, edited and presented. Media organisations
nowadays produce a substantial volume of news content that is collected, edited
and presented with a high degree of professionalism (Al-Zoubi et al. 2024). In
the realm of news and journalism, AI is often associated with various uses of
Al-as-a-Service (AlaaS), which provides organisations with access to specific Al
capabilities through cloud computing. This can range from chatbots and know-
ledge maps to computer vision and voice recognition (Simon 2024).

- let. 62, 3/2025 623



= Ramadan CIPURI, Erlis CELA, Hasan SALIU

From a managerial perspective, automated journalism is justified by rational
business considerations. Al can facilitate numerous tasks in every stage of the
reporting process, from gathering to producing, verifying and distributing news
(Cools and Diakopoulos 2024). Journalists can automate various aspects of news
production, such as data discovery and verification, graphic production, pub-
lishing with selected filters, and automatic article tagging (Lopez et al. 2023).
Al-supported journalism enables numerous articles to be produced rapidly, even
in multiple languages, considerably reducing production costs and enhancing
profit margins (Karim and Porlezza 2020).

Al is also making significant strides in the areas of news gathering and
verification. Journalism is fundamentally a verification discipline (Kovach and
Rosenstiel 2021), and the need for verification has become ever more critical in
an era when misinformation can spread quickly (Tariq et al. 2024). Even though
the term fake news gained prominence in 2016, it refers to the long-standing issue
of misinformation (Barclay 2018). Disinformation, misinformation and propa-
ganda all have historical precedents, but the current environment is uncharted
territory. The Internet and social media allow individuals to disseminate their
narratives, some of which might be untrue (Saliu 2023; Saliu and Llunji 2022).
As defined by Allcott and Gentzkow (2017, 213), “Fake news is intentionally and
verifiably false and could mislead readers”.

This underscores the significance held by Al today given the vast volume of
news circulating in the online sphere. Journalists can utilise AI-powered tools to
identify patterns and trends in large datasets, as well as to validate sources and
information. Al is increasingly relied on to track trending topics and breaking
news on social media platforms, permitting journalists to cover the most press-
ing stories of the day (Diakopoulos and Koliska 2016). This process has become
considerably easier today, particularly with the use of ChatGPT, currently the
most widely used generative AI software system in the world (Samo and Svetlik
2024).

Digital transformations have seen new forms of journalism emerge that chal-
lenge epistemological and professional themes (Cools et al. 2022). As technolo-
gical adoption rises, so too do ethical concerns in journalism (Deuze and Beckett
2022), especially as regards the impact of Al algorithms on journalistic processes.
In a survey of 105 news organisations in 46 countries conducted by Beckett and
Yaseen (2023), 60% of respondents expressed concerns about the integration of
AT into journalism. Such concerns largely arise because algorithms can intro-
duce biases in content evaluation and may produce information whose accuracy
and reliability may be challenged (Cools and Diakopoulos 2024). Further, the
mysterious nature of certain algorithms complicates transparency and human
decision-making (Beckett and Yaseen 2023).

These changes are primarily concerned with balancing the speed and urgency
required by online media these days with the need for reliability, objectivity and
accuracy in journalism, while also addressing business profitability and public
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expectations for impactful reporting (Srisaracam 2023). The change in focus to
audience preferences has fundamentally altered journalism. Catering to pub-
lic interests calls for providing the information that the public desires rather
than what journalism professionals believe the public should be informed about
(Kovach and Rosenstiel 2021; Saliu et al. 2024). In digital journalism, newsrooms
have implemented audience analytics to identify the most-clicked and read art-
icles, as well as to measure the time spent on particular news items, thereby
assessing audience consumption patterns (Lee and Tandoc 2017). However,
the influence of audience metrics on news production remains a critical con-
cern (Dodds et al. 2023). “Audience metrics are quantitative information used
to monitor, measure, and analyse various aspects of the audience, including, but
not limited to, the size and composition of the audience, audience behaviour, and
audience engagement” (Wang 2017, 472). The implementation of audience ana-
lytics in newsrooms acts as external pressure exerted by web analytics compan-
ies, which “promote profit-making orientations in the newsroom that challenge
and influence the professional values and norms of news production” (Lamot
and Paulussen 2020, 360). Many newsrooms utilise audience metrics not simply
to align media strategies with audience interests but also to evaluate journalists’
performance (Lee and Tandoc 2017).

Such dynamics resonate with the ideas presented by John Pavlik (2000) who
noted that journalism has always been shaped by technology. He argued that
technological changes impact: (1) the ways journalists conduct their work; (2)
the nature of news content; (3) the structure and organisation of both newsrooms
and the news industry; and (4) the nature of relationships within and between
news organisations, journalists, and their diverse publics, including audiences,
competitors, news sources, sponsors, and regulatory entities (Pavlik 2000, 229).
Some scholars suggest that journalists engage in a continuous negotiation pro-
cess when confronted with technological innovations, initially employing new
tools in accordance with traditional routines, but eventually developing new
practices around these technologies to balance their adherence to established
norms with the need to adapt to external market pressures in news production
(Nelson and Tandoc 2018; Tandoc 2014; Tandoc and Maitra 2017). In the con-
temporary hypermedia landscape, establishing a balanced dynamic among the
audience, responsible political actors as carriers of messages, and the media is
vital for promoting transparent communication and supporting the integrity of
democratic discourse (Vercic¢ 2022).

METHODOLOGY

The presented study employs a qualitative research approach to explore the
implications held by AI for newsroom organisations in Albania. The choice of
qualitative methodology reflects the need to understand the experiences, percep-
tions and practices of journalists and editors as they increasingly incorporate Al
into their professional routines. Qualitative research is particularly well suited
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for studying complex social phenomena where meanings and experiences vary
across contexts, as demonstrated in journalism studies focused on technology
adoption. The primary data for this study were gathered through 24 semi-struc-
tured, in-depth interviews with journalists and editors working in various media
outlets across Albania. The interview cohort comprises nine editors, including
an editor-in-chief and an information director, as well as two participants from
online portals and seven from television. The group of interviewed journalists
includes fifteen individuals, with seven from online portals, and eight from tele-
vision.

The study relies on qualitative in-depth, semi-structured interviews (Denzin
and Lincoln 2017). Semi-structured interviews are particularly effective for gath-
ering consistent information from all participants while allowing them to elab-
orate on their thoughts (Pajo 2018). These interviews aimed to collect detailed
data regarding media professionals’ experiences within their editorial practices.
Numerous studies have identified in-depth interviews as an effective qualitative
method for exploring the impact of new technologies on journalism (Jamil 2020).

The journalists and newsroom editors considered in this study were chosen
based on their roles in the newsroom and their experience with AI tools and
applications in journalism. The sample includes a mix of editors and journal-
ists from various media formats, including audiovisual and online platforms, to
capture a broad range of experiences. Media outlets were purposively selected
to include leading national newsrooms known for their influence on public dis-
course. Although not statistically representative, the sample reflects structural
and editorial diversity, consistent with the goals of qualitative research to ensure
contextual depth and relevance. Previous studies show the importance of incor-
porating multiple perspectives from within-newsroom hierarchies to understand
how Al impacts different roles (Dalen 2024). In addition, priority while selecting
interviewees was given to those who had directly engaged with AI technologies
for automated content generation, news verification, and audience data analysis.

The questionnaire employed in the interviews was structured around five
main topics: (1) the use of Al in information gathering; (2) news trends and the
nature of content; (3) the structure and organisation of newsrooms under the
influence of AI; (4) the relationship with audiences; and (5) the advantages and
challenges of AI in journalism. Overall, the questions aimed to explore journ-
alists’ views on the role, benefits and challenges of AI for journalistic practices.

In preparing and conducting the interviews, the methodological approach
utilised in prior studies was adapted. The researchers Cools and Diakopoulos
(2024) investigated journalists’ perceptions in the Netherlands and Denmark
concerning the opportunities and risks associated with AI in newsrooms,
employing a qualitative approach grounded in semi-structured interviews. Sim-
ilarly, another study used semi-structured interviews to examine the integra-
tion of Al into editorial routines, focusing on cases from the BBC and The Times
(Lopez et al. 2023).
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The interviews were conducted by the authors either face-to-face or via email
depending on the participants’ preferences and accessibility.

All interviews were conducted in line with established ethical standards for
qualitative research. The interviewees provided informed consent before par-
ticipating, and their identities were anonymised to assure confidentiality. The
research team securely stores the interview transcripts, which are not publicly
accessible, in compliance with data protection regulations such as the GDPR
(European Commission 2021). Nevertheless, the study strictly adhered to ethical
research principles, including informed consent, data anonymisation, and con-
fidentiality protocols.

Data Analysis

Thematic analysis as described by Braun and Clarke (2006) was employed to
analyse the interview data. This method offers a systematic approach to identify-
ing, analysing and reporting patterns (themes) within qualitative data, making it
suitable for examining diverse experiences and perceptions regarding the integ-
ration of Al into journalism (Braun and Clarke 2006).

The analysis process encompassed several steps, beginning with becoming
familiar with the collected data by reading the interview transcripts, then identi-
fying and labelling segments of responses pertinent to the research questions.
Findings were grouped into themes such as “uses and advantages”, “quality,
accuracy and verification”, “trends and identification of audience preferences”,
and “challenges and expectations”. The analysis then proceeded with a detailed
examination of each theme, using direct quotes from interviewees to illustrate
key findings.

When processing responses, answers were first categorised by topics and
then coded to ensure anonymity as provided for in the questionnaire. Responses
were given the codes “Ed.” for editors and “Journalist” for journalists. The codes
were further divided into two categories: interviewees employed in television,
and those engaged with online portals. The coding format followed this struc-
ture: “TV Ed.” + ‘number’ for television editors, and “Portal Ed.” + ‘number’
for portal editors. Television journalists were labelled “TV Journalist” + ‘num-
ber’, while those from online portals were designated “Dig. Journalist” + ‘num-
ber’. For example, the first editor interviewed from television was coded as “Tv
Ed.1”, whereas the response from a journalist affiliated with an online portal was
marked “Dig. Journalist2”.

RESULTS

AT is employed in Albania’s media establishments for information gathering,
translation, image verification, and news trend analysis, facilitating the extrac-
tion of accurate data. Journalists exhibit varying attitudes to Al; some rely on
traditional methods and refrain from using AI to gather political information.
Conversely, some portal journalists utilise Al to translate materials and analyse
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complex data, albeit they always verify the accuracy of the information. Notably,
the use of Al in online journalism, particularly on portals, has become preval-
ent as these platforms seek to better understand audience preferences. Al is also
employed for text-to-podcast conversions, although challenges persist among
more experienced journalists and scepticism remains among editors who favour
traditional models.

Use and Advantages
An interviewed journalist summarised how Al is applied in their work as
follows:

Tuse Al in cases where I need to translate video material from a language

I don’t speak, and to find information about a specific individual, which I
then verify with the original article or other sources. I also use it to research a
particular event or individual and to analyse large amounts of data.

(Dig. Journalist6 2024)

Analysis of the interview responses reveals that AI is more widely utilised in
portal editorial offices for automating certain information-gathering processes.
One journalist noted that news writing itself is becoming more automated, rapid
and straightforward: “We are using automation to write simple news, such as
sports score reports or statistical information, which allows us to focus on more
in-depth analysis” (Dig. Journalistl 2024). The same journalist added, “Another
aspect is the transcription of interviews. Journalists no longer handle the tran-
scription themselves; instead, they rely on Al-generated applications” (Dig.
Journalistl 2024).

Even in its initial stages, the use of Al is seen to offer several advantages. The
most frequently mentioned benefits include time optimisation and the poten-
tial to enhance news quality. One journalist encapsulates these advantages:
“With AI, we optimise the time spent searching for and collecting information;
we summarise lengthy texts into key points; we compile different news; and we
transcribe statements swiftly in both Albanian and foreign languages” (TV Ed.8
2024). Many journalists view AI more as a preliminary tool for generating ideas
rather than as a direct influence on the final content (Dig. Journalist4 2024; TV
Journalist8 2024).

A portal journalist stressed that, given the current inclination for video over
reading, Al facilitates the conversion of text into audio:

The Voice Maker app is a program that transforms the entire text of news
articles into podcast versions. Its impact has been positive as feedback from
our audience indicates it allows them to listen to the news while driving or
engaging in other activities. The audio-podcast format has made the content
more enjoyable and minimised the audience’s time commitment.

(Dig. Journalistl 2024)
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Others mentioned that AI assists in video creation and editing, as well as
transcribing interviews, thus saving time and allowing journalists to concentrate
on more creative aspects. “Al offers superior translations compared to traditional
platforms like Google Translate, especially ChatGPT, which also edits the text,
particularly in English” (Dig. Journalist6 2024). Overall, the chief advantages
include time savings, increased accuracy, and improved data analysis and audi-
ence behaviour insights.

However, some journalists express concerns with AI’s emphasis on speed in
information gathering. They contend that these technologies prioritise expedi-
ence, necessitating manual verification. Some television newsroom editors have
not fully integrated AI, noting they are still in the exploratory phase to determ-
ine its optimal applications. They assert that the proper implementation of Al
will require time.

Quality, Accuracy and Verification

The Albanian media’s incorporation of AI has influenced the quality and
accuracy of information, albeit attitudes among journalists on this matter vary.
Television editors appreciate Al tools for enhancing accuracy, aiding with source
verification, and filtering out misinformation. One interviewee argued, “Al is
what distinguishes news from rumours”. He further explained, “In an era when
false information creates chaos, robust AI tools help us produce high-quality
news based solely on verified facts (sources)” (TV Ed.1 2024). This suggests that
AT can help significantly with improving news quality. Still, he pointed out that,
despite AT’s role in expediting data processing, challenges with accuracy remain,
particularly concerning current information, as AI platforms often rely on out-
dated data.

Conversely, some portal journalists acknowledge the efficiency that AI brings,
but point to the need to filter information to ensure its accuracy. From the per-
spective of television journalists, scepticism exists regarding AI’s accuracy. Some
maintain that they still depend on manual research and traditional methods,
reflecting a level of mistrust in new technologies, notably AI. Nonetheless, others
concur that Al speeds up data collection, asserting that its integration into these
processes should always be accompanied by careful source verification.

According to the interviewed journalists and editors, the human factor
remains critical in the Albanian media for verifying the information collected by
Al A significant number of editors and journalists viewed Al as a valuable tool
for data collection and analysis, yet they underscored that the role of journalists
is indispensable to guarantee the quality and accuracy of news. One TV editor
argued that while AI can provide the initial data analysis, the human journalist’s
role is irreplaceable: “AI can collect and analyse data, but it is journalists who
assign the proper meaning and narrative. Accuracy hinges on the collaboration
between humans and technology, each fulfilling an irreplaceable role” (TV Ed.1
2024).
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The division of responsibilities between Al and journalists is a necessary col-
laboration to assure a high level of journalistic quality. “Information generated
by AI platforms must be verified by journalists to ensure the complete accur-
acy of the information and the context in which it will be utilised” (Portal Ed.1
2024).

The interviewees emphasised that AI cannot operate without human inter-
vention, particularly with fact-checking and contextualisation. They stress the
journalists’ role as a crucial filter to make sure of the reliability and accuracy of
information. “Journalists and editors often serve as filters, reviewing and inter-
preting the data provided by AI especially in cases where more in-depth analysis
is required” (TV Ed.8 2024).

Nevertheless, some journalists and editors (both on television and with
online portals) maintained scepticism over AT’s capabilities in this respect. They
argued that Al cannot detect, analyse or verify real-time events, highlighting
that this technology relies solely on historical data and cannot provide direct
insights into current occurrences. One interviewee expressed such scepticism,
stating, “How can AI detect or analyse news in real time? AI does not know the
events” (TV Journalistl 2024).

Trends and Identification of Audience Preferences

The use of Al-generated data to tailor content for audiences has a consid-
erable impact on Albanian media. Among the 24 journalists and editors inter-
viewed, 10 admitted to using data generated by AI to customise their content,
while another 14 stated that they do not utilise AI for this purpose. It appears
from the responses provided that AI is more commonly used by news portals
than by television newsrooms for targeting audiences. Editors of portals acknow-
ledge the use of AI for analysing audience behaviour and personalising content,
whereas most television newsroom editors do not employ Al for this purpose.
One television editor described Al as an invisible scanner that helps journal-
ists identify topics of public interest by instantly analysing millions of posts on
social networks and news sources, thereby accelerating the process of identifying
important topics for immediate coverage. He articulated the role of Al in topic
identification as follows:

Al is that invisible scanner that moves faster than any reporter. With the
ability to analyse millions of posts on social networks and news feeds in an
instant, AI helps journalists discover breaking topics that require immediate
coverage and that interest the public. (Tv Ed.1 2024)

Two editors from online portals noted that Al is very useful for monitoring
social networks and following public discussions, aiding newsrooms to discover
trends and topics that attract more attention (Portal Ed.1 2024; Portal Ed.2 2024).
AT can rank news based on relevance and popularity, facilitating the selection of
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the most pertinent content for audiences. “Al tools can follow posts and reactions
on social platforms, discovering what is trending and how the public is perceiv-
ing a certain event” (Portal Ed.1 2024). One interviewee noted: “By processing
every interaction, every click, and every comment, it gives us a clear picture of
the interests and preferences of the audience. Al is today an exceptional reader of
the audience” (Tv Ed.1 2024).

Another journalist uses Al to analyse audience demographics and interests,
permitting the creation of more targeted content (Dig. Journalistl 2024). Some
newsrooms leverage Al to test headlines and understand which topics resonate
the most with audiences. “It is interesting to test the titles to see which ones per-
form best, particularly on social networks and the television website” (Tv Ed.6
2024).

One editor-in-chief of a television newsroom stated that AI has influenced
the adaptation of content according to audience preferences. He asserted, “There
is no longer room for random content. Each article is based on what readers are
looking for, and AI specifically aids in this sophisticated adaptation” (Tv Ed.1
2024).

Conversely, slightly more established applications and platforms (such as
Google Analytics and Google Trends) remain the most commonly used tools for
understanding audience behaviour and targeting content. One journalist from a
portal explained, “AT helps collect and analyse data to segment audiences based
on their behaviour, which aids in creating content tailored to specific groups”
(Dig. Journalist3 2024).

Yet, some newsrooms still do not extensively utilise AI for this function,
relying more on traditional methods to follow news trends while, for others, AI
provides general assistance. A journalist from an informational portal stated:
“AT quickly processes the material, uses metaphors, and maintains harmony in
the texts, but sometimes this material contains inaccuracies and can appear to
be made up” (Dig. Journalist6 2024).

Challenges and Expectations with Integrating Al into

Editorial Processes

From the perspective of media professionals, the use of Al in Albanian news-
rooms brings several significant challenges. The lack of accuracy and reliability
of the information generated by AI remains the central concern for many news-
rooms. A considerable number of interviewees stressed that manual verification
is still necessary to avoid errors. This highlights the prevailing mistrust among
journalists and newsroom managers in new technologies, notably AI. One journ-
alist observed, “The integration of artificial intelligence into editorial processes
presents challenges for journalists, especially the older ones, related to a lack of
technological knowledge” (Dig. Journalistl 2024). He stated that another chal-
lenge is that AI does not possess as much information in the Albanian language
as it does in other major languages, particularly English, which has added to the
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scepticism among experienced journalists who have a specific memory of local
events.

Meanwhile, journalists recognised the need for training to enhance their
knowledge and skills so as to facilitate the efficient use of AI by the media.
Overall, the main challenges are related to accuracy, and the lack of context and
adaptation to local realities. In terms of expectations, some journalists expressed
the view that AT often fails to grasp the nuances of complex issues.

DISCUSSIONS

The use of AI by the Albanian media reflects different approaches among
editors and journalists, as well as between television media and online portals.
They regard Al as important in the research and verification stages of news pro-
duction through various innovations. In answer to the first research question, it
is evident that Albanian media currently employ AI for translation, transcrip-
tion, text-to-speech conversions, summarising longer texts, gathering informa-
tion, and generating ideas.

Moreover, some advantages of using AI were identified, suggesting that
the presence of non-human factors in the newsroom complements the human
element. There is a category of editors and journalists who have embraced the
impact of AI, while another group does not see it as a significant factor. Out
of the 24 interviewees, 7 stated that AI has had a positive impact, improving
content personalisation, trend analysis, and optimisation for different platforms.
Conversely, 17 indicated that AI technology has not significantly affected editor-
ial content since they continue to rely on traditional content-creation methods.

Various studies indicate that journalists perceive automated journalism as a
support mechanism that complements the role of human journalists. This view
posits that automating routine processes in journalism permits journalists to
focus more on engagements requiring unique human expertise and skills, such
as original and in-depth reporting (Diakopoulos 2019). In many instances,
journalists see Al as a pathway to integrating automated news writing within
the news-making process (Thasler-Kordonouri and Barling 2023). The expert-
ise held by professional journalists is indispensable for ensuring that new tech-
nologies are harmoniously integrated into existing news production structures
(Milosavljevi¢ and Vobic 2019) and developed in line with the values of journal-
ism, while maintaining its function of serving the public (Jones and Jones 2019).

As concerns the role of Al in the quality and verification of information
addressed in the second research question, Albanian journalists are divided
in their opinions. Journalists and television editors perceive the human factor
as irreplaceable because journalists provide a narrative context to information
that AT cannot. The processing of large amounts of information by AI may also
hold ethical implications. The emergence of Al-generated content in digital for-
ums has sparked debates on legal and ethical issues, such as the risks of misin-
formation and copyright protocols related to the data fed into generative models
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(Thomson et al. 2024). Studies on the strategic use of misinformation in political
discourse reveal that discussions about the problematic nature of information
involving both political actors and journalists influence the determination of
information legitimacy, identifying certain communication practices as harmful
(Egelhofer et al. 2020).

In general, Albanian journalists and editors maintain the position that the
human factor is irreplaceable for verifying the information collected by Al,
especially regarding new information and journalistic standards. Two editors of
online portals opined that while Al is a useful tool for expediting and facilitat-
ing processes, the verification and interpretation by journalists remain crucial to
avoid misunderstandings and assure an accurate and reliable final product. Ana-
lysis of media professionals’ attitudes suggests that cooperation between human
expertise and technology can ensure that quality and accurate information is
provided to the audience.

To some extent, this position aligns with the findings of similar studies in
other Western countries, which also stress that generative Al should not be per-
mitted to operate without human oversight due to doubts regarding its accuracy,
compliance with journalistic standards, and limitations in creativity and stylistic
expression (Guenther 2025). Al can be utilised both ethically and unethically,
but there is a collective need to strive for a new synthesis between our natural
environments and digital technologies, focusing on how this new integration
can support and develop a better society and a healthier biosphere (Floridi 2023).

As for the third question, which pertains to the trend and identification of
public preferences, Albanian media (both portals and television) are increasingly
utilising AT to identify trends and public preferences. Analysis of the interviews
indicates that the use of AT for this purpose has increased in nine newsrooms.
Journalists and editors highlighted that AI aids with processing every click,
comment and interaction to analyse audience interests and personalise content.
Those who do not employ Al tend to rely more on traditional content-creation
methods. This suggests that portals are more inclined to use Al for analysing
and tailoring content according to audience interests. Namely, this is because the
public does not constitute a homogeneous entity but is a diverse and fragmented
audience that cannot be effectively reached through simplistic or uniform mes-
saging (Kamin and Perger 2021).

The mentioned orientation aligns with previous studies indicating that media
focus on attracting larger audiences to maximise their product distribution
(Blassnig and Esser 2021). A study conducted in Albania and Kosovo reveals that
journalists and editors in those countries were inclined to be guided in their
decision-making by audience data (Camaj et al. 2023). Another study emphas-
ises that while television outlets in those countries continue to maintain an
elite-centric approach to journalism, digital journalists, online newspapers, and
portals utilising social media have adopted audience-centric attitudes to news
(Saliu et al. 2024).
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The other group consists of media professionals who continue to prioritise
traditional approaches, maintaining editorial control and utilising Al primarily
for data processing or initial information gathering. They acknowledged that AI
has facilitated the collection and processing of information but asserted that it
has not impacted editorial content. These professionals advocate an elite-centric
approach to journalism focused on important societal developments rather than
public entertainment (Saliu et al. 2024).

Some findings - such as the use of AI for transcription, translation, and to
improve time-efficiency — may seem predictable in well-resourced media sys-
tems. However, their recurrence in this study should be understood within
the structural limitations of Albanian journalism. These practices reflect more
than operational convenience; they show how journalists adapt to automation
in the absence of institutional support. From the perspective of technological
affordances (Norman 1999), these tools are not merely available but selectively
activated in response to professional constraints. The tendency to deploy Al
in low-risk tasks while retaining human control over editorial decisions con-
sequently aligns with the logic of hybrid newsrooms (Newman 2022; Hendrickx
and Picone 2024) where journalistic authority continues to hold precedence over
algorithmic output. This dynamic suggests a cautious, context-specific integra-
tion of Al rather than any full-scale transformation of news production. While
AT may improve the working conditions of journalists, it should not be permit-
ted to operate without human oversight (Guenther 2025).

Importantly, the trends observed in Albania are not isolated. Similar pat-
terns have been detected in other Central and Eastern European contexts. For
example, a study conducted in countries such as the Czech Republic, Hungary,
Poland and Slovakia reveals that editorial offices across these nations share com-
parable concerns — seeking to balance technological innovation with ethical
journalism practices (Thomson Foundation and Media and Journalism Research
Center 2024). These regional findings also reflect broader global research, which
reveals persistent disparities in AI adoption, particularly in transitional demo-
cracies and smaller media markets (Beckett and Yaseen 2023).

CONCLUSIONS

Based on data collected from 24 interviews with editors and journalists
from Albanian television and portal newsrooms, we conclude that the use of
AT in Albanian newsrooms is generally still in its infancy. The adoption of Al
in Albanian media is on the rise, bringing several advantages, including time
optimisation and improved news quality. Journalists utilise AI for automatically
writing simple news stories, translating materials, and transcribing interviews,
allowing them more time for in-depth analysis. Still, the reliability of AI-gener-
ated information remains a concern. Most journalists view the human role as
irreplaceable for verifying and interpreting information.
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The use of Al for analysing audience behaviour is prevalent in online portals,
whereas TV newsrooms are more cautious. Continuous improvement in tech-
nological knowledge and training for journalists is required to address the chal-
lenges of integrating Al into editorial processes.

Despite the many advantages, scepticism remains as to the accuracy and effi-
ciency of Al, particularly for current information, as these technologies often
rely on outdated data. Journalists and editors assert that ensuring high journal-
istic quality calls for collaboration between AI and media professionals.

The integration of Al into journalism requires a careful approach that assures
not just efficiency but also the reliability and accuracy of information, thereby
maintaining the journalist’s central role in reporting and verifying news.

Concerns arise regarding the adoption of Al in journalism, particularly
regarding algorithmic biases, maintaining editorial independence, upholding
journalistic values, ensuring transparency in news production processes, chal-
lenges in fact-checking, data ethics, and the essential role of human judgment in
decision-making.

In summary, although AI aids in supporting processes and daily journalistic
routines, its impact on editorial content remains moderate.

Limitations and Future Research

This study has certain limitations, mostly due to its qualitative design. The
sample is not statistically representative, and the findings are context-specific
rather than broadly generalisable. However, the inclusion of a diverse group of
journalists and editors from both television and digital platforms strengthens
the study’s ability to provide insights into how Al is conceptualised and imple-
mented in transitional media environments.

Future research could explore the long-term impact of Al adoption on journ-
alistic values and routines, especially in terms of how it influences editorial
judgment, public trust, and working conditions. Comparative studies across
countries with transitional media systems may offer valuable perspectives on
structural differences in the integration of AI into journalism. Moreover, audi-
ence-centred research is essential for understanding public perceptions of, and
reactions to, the content produced or assisted by AI technologies.
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UMETNA INTELIGENCA V NOVINARSKIH REDAKCIJAH:
SPREMEMBE IN IZZIVI V ALBANLJI

Povzetek. Clanek raziskuje vpliv umetne inteligence (UI) na novinarske re-
dakcije v Albaniji s pomocjo kvalitativnega raziskovalnega pristopa. Na podlagi
24 polstrukturiranih, poglobljenih intervjujev z novinarji in uredniki so preucene
izkusnje in dojemanja medijskih strokovnjakov glede vkljucevanja UI v njihovo
delo. Rezultati kazejo, da se UI uporablja za zbiranje informacij, prevajanje, pre-
verjanje slik in analizo trendov v novicah. Med prednostmi uporabe Ul sta iz-
postavljena casovna ucinkovitost in izboljsanje kakovosti novic, kljub temu pa
ostajajo izzivi, kot so skrb za tocnost informacij in dvom v tehnologijo. Novinarji
poudarjajo potrebo po rocnem preverjanju ter nenadomestljivo viogo cloveskega
dejavnika pri zagotavljanju varnosti informacij. Uporaba podatkov UI za prepo-
znavanje interesov obcinstva prav tako kaze na vecjo sposobnost Ul pri ustvarja-
nju vsebin, ki pritegnejo bralce. V studiji je poudarjeno, da je sodelovanje med Ul
in novinarji kljucno za zagotavljanje kakovosti in natancnosti v novinarstvu.

Klju¢ni pojmi: umetna inteligenca, UL, novinarstvo, mediji, druzbena omrez-
ja, novice, redakcija.
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