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Survey: Newsroom executives share their experience so far
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About the report

At the beginning of this year, | received a DM on Slack from Ole
Martin, a data specialist from the Germany-based SCHICKLER
Consulting Group. We had cooperated on a WAN-IFRA report
about what role Al was playing with publishers’ reader revenue
strategies that was published in February of 2022.

We talked about possibly doing a follow-up to that report. But
about the same time, ChatGPT was already exploding onto the
scene, and we scratched the “follow-up” idea to focus purely
on what newsrooms were doing — or not doing — with
Generative Al (GenAl) tools.

In case you haven't heard the story by now: Generative Al is not
new. It's been around since 2014 in some form. But fast-forward
to November of last year when OpenAl, the founder of
ChatGPT, decided to release a test version of the chatbot to
the public. It was admittedly a last resort for the company to
see how users might interact with the tool after numerous
setbacks over the previous year.

Within five days of the release, ChatGPT already had 1 million
users; after 100 days, 100 million — making it the fastest-
growing consumer application ever, according to a number of
sources.

| could plug in quotes from the likes of Bill Gates and others
who have said this technology will change the world. Perhaps it
will, perhaps it won't, but one thing is certain: this is indeed
“next-level” Al that appears to be a game-changer for most
industries and that definitely includes news media.

But how are newsrooms actually using the technology? And
what are the hopes and concerns among news professionals
when it comes to integrating Al into journalistic workflows?
There are plenty of opinions, but what was lacking was a clear
picture of the attitudes and use cases in newsrooms right now.

So we opted for a focused, not-so exhaustive global survey to
send to newsroom editors, journalists, and other newsroom staff
to get a good barometer of where they stand so far on using
this technology. We received 101 responses from participants
all over the world.
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About the report

The results paint a picture of optimism, some scepticism, great potential,
experimentation in motion, challenges to overcome, opportunities to be had. But it
appears that news organisations are not sitting on the sidelines as has been their
modus operandi over the years with such sweeping possible change. Encouraging.

All said, it is clear there is development that needs to come from Al players. And
questions need to be addressed about misinformation, accuracy, data privacy and
possible regulation — even OpenAl’s CEO asked the US Congress to legislate that!

Equally important is for newsrooms to also experiment, to determine where such a
technology can help their specific needs.

| like this quote from Ezra Eeman, Change Director at Mediahuis, commenting on
our LinkedIn promotion (see image) of a Generative Al session at our upcoming
Congress in Taipei — one that he will be a part of: “[...] Al is neither a hero nor a
villain. Let's rather have the discussion on how we want to work with this powerful
technology ensuring it enriches rather than undermines the journalistic landscape.”

In that spirit, we hope you find this report insightful for your newsroom.
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World News Media Congress 2023

World Media Leaders Summit, World Editors Forum, Women in News Summit

Register here
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PLENARY: GENERATIVE Al - MEDIA SAVIOUR OR
EXISTENTIAL THREAT?

Generative Al (for example, ChatGPT) has already sparked a revolution in the
creative industries — and has the potential to disrupt media businesses,
journalism and the information ecosystem. What are the upsides for news
publishers and journalism, and where are commercial and ethical safeguards
needed?
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— Dean Roper, Director of Insights, WAN-IFRA
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We had already been working with Al at Mediahuis, but
it was the announcement of Midjourney version 4 and
when ChatGPT became publicly available [in November
2022] that changed things. Suddenly it was possible for
anyone to use these tools in an accessible and user-
friendly way, and it became obvious that this is not just

for data scientists and for people who work on the
technical back-ends.

— Ezra Eeman, Change Director at Mediahuis
in an with WAN-IFRA
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https://wan-ifra.org/2023/04/theres-not-enough-strategic-thinking-about-the-impact-ai-will-have-on-business-models/

Is your newsroom actively working with Generative

Al tools like ChatGPT? Newsrooms either in
or out — so far

Yes: 49%

Nearly half of newsrooms surveyed are
actively working with generative Al tools

With 49 percent of respondents saying their newsrooms are already using
tools like ChatGPT and 51 percent not doing so, it's a clear indication of,
on the one hand, how important publishers view the technology since it
exploded onto the scene in the latter half of 2022.

On the other hand, it shows the caution that many newsrooms are
demonstrating with such nascent, evolving (disruptive) tools that are still
shrouded with questions (and real concerns). That said, the quick adoption
of this technology shows how the old aircraft carrier analogy of traditional

o o news organisations adopting or recognising critical trends has sped u
0. (o) P g P P
significantly.




Half may be using,
but only on a limited basis

39% 70% say only 0-15% of their journalists
are using Generative Al weekly

31%

As is often the case in newsrooms when a rather new
technology comes into play, there are the “no thanks” users,
the cautious, the curious and champions. And not surprisingly
here with Generative Al, it's the small percentage of champions
that are doing much of the initial experimentation and heavy

13% usage. Still, with only 13 percent saying there are no users yet,
the rest indicates a good level of curiosity.
8%
6%
3%
No one 0-5% 5-15% 15-30% 30-50% >50%

What percentage of journalists in your newsroom do you believe is already using ChatGPT (or a similar tool) on at least a weekly basis?




Journalists a bit more
resistant than editors

Is there resistance to use Generative Al tools?

o
>s I 37% say editorial management shows
5 g 4% no reluctance; but a third isn’t sure
3 5 _ 299% What is more telling: the fact that 37 percent of respondents say
2 v that editorial management and 26 percent say journalists are
58S 30% quite open to using GenAl tools? Or that nearly a third of those

surveyed are not sure what the feeling in their newsrooms are

Z surrounding the use of these tools? The latter likely speaks to
o _ 26% this early stage of GenAl and lack of use in those respective
a 379 newsrooms. But compared to editorial management, journalists
(o] .
8 are generally less receptive to these Al tools.
¢ I e e
(e} . .
& that about a quarter of respondents (26 percent) indicate that
C . . . . . .
o 30% there is no resistance among journalists. Either way, it shows

there is a long way to go if newsroom management wants to
embrace these tools across the board. You could imagine a

M Journalists ¥ Editorial Management similar scenario unfolded when data was introduced into
newsrooms, for example.
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Who will step up to make
a strong case for GenAl?

32% of adoption driven by editorial management
— is an even more top-down approach needed?

The bottom-up approach of embracing new technologies is often a great
recipe for success in many newsrooms. But with all the questions surrounding
Generative Al, at least at this point, it looks like there is a more collaborative
approach and no particular driver of introducing it.

Or this simply shows the more integral roles (and influence) that data and tech
teams play in newsrooms’ development, or the cross-collaborative nature of
today’s publishing process. But with CEOs’ obvious awareness of Generative
Al's potential — perhaps that 11 percent of “Other” comes from the C-suite —
will we soon see a shift in who is really driving this development?

Who are the main drivers behind introducing
Generative Al tools into the newsroom?

Other

Individual Journalists

Data/Tech Teams

Editorial Management




Guidelines for GenAl
— what guidelines?

Clearly there doesn’t appear to be a uniform approach for how newsrooms
are enforcing the use of Generative Al tools, as journalists have the freedom
to use them as they see fit, according to nearly half of the surveyed
participants.

At WAN-IFRA's Digital Media Europe conference in April during a panel
discussion about the topic, speakers from large news organisations said they
were currently in the process of formulating policies. Only 4-5 people raised
their hands in the 200-strong audience when asked if they had guidelines in
place for Generative Al. That said, 20 percent of survey respondents said they
have guidelines. 29 percent told us they are not using GenAl tools, and 3
percent said they do not allow the use of them.
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All that said, newsrooms
see the value in GenAl ...

Survey participants overwhelmingly (70 percent) say they see Generative Al
tools as helpful in the short term. 2 percent of surveyed participants say they
see no value in the short term; 10 percent are not sure, and 18 percent said it
needs more development (more on that later).

As we will see in slide 12, many newsrooms are already taking advantage of
these tools to create summaries, simplify their research, improve their
workflows, correct text and more. Even the CEO of OpenAl admits there will
be mistakes made and other issues cropping up as the technology evolves,
but the feeling among publishers we have spoken to is that the industry (and
other industries) are on the cusp of something big — now is the time to
experiment.
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... and most think more
Al means role changes

37%
82% see roles and responsibilities changing;
45% see significant changes

Al has often been associated with replacing human jobs or tasks. In
fact, 38 percent of survey respondents said job security was one of
14% their major concerns (see slide 17). Most management and experts
have argued that will not be the case in the newsroom, but where
most agree is that job roles and responsibilities will likely change

O,
5% with the increased use of GenAll.

A full 82 percent say the roles will change slightly or significantly;
Yes, Yes, slightly Not sure No while 45 percent said significantly. Only 14 percent assume that the

significantly roles will not change. We have already seen some publishers

introduce Al roles but it is easy to imagine roles for copy editing /

Do you think that GenAl tools change the roles and proofing, for example, to be altered.

responsibilities of editors and / or other professionals?
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How newsrooms are already
taking advantage of Generative Al

Text creation, research, corrections and workflow - - "
headline the ways journalists are working with tools

With all of the varied types of content 32% 32% 32%
journalists and editors need to produce for

different platforms today, text summaries /

bullets seem a logical, practical use of tools 19%
like ChatGPT as it can learn from a text a

journalist wrote as opposed to the riskier

version of asking it to write a summary about

"Joe Biden'’s speech to Congress,” for

example. 54 percent of the survey participants

are doing just that. More than 40 percent also More Translation Topic ideation ~ Content  Textcorrection Workflow/  Simplified  Text creation
personalisation creation efficiency research /

use it for simplified search / research, i eraction (aricles) onrch

correcting texts and improving workflows.

In what ways is your newsroom actively working with Generative Al tools like ChatGPT?




Three areas show greatest potential
for fu rther development B Greatest Usage Potential W Actively Used

While respondents rated text creation as the
most useful area for GenAl tools (63 percent),

54%
newsrooms clearly see promise in the areas of
workflow / efficiency, translation and e
personalisation for further development — A
compared to actual usage so far.
61 percent rated workflow / efficiency as an 3e%
area where GenAl can help the most. In fact, J
43 percent of newsrooms already use the tools
for this purpose. While “translation” is
considered valuable by 51 percent, only 32
percent say they use tools in this area so far.
42 percent see potential in more

personalisation but only 19 percent usage. More Translation Topic ideation ~ Content  Text comection Workflow / Simplified  Text creation
For the highlv rated text creation. 54 percent personalisation creation efficiency research /
gnly ! P / interaction (articles) search

are already active in this area.

Where do you think these tools could help your newsroom most?




nE
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For newsrooms, there are two pillars: the first is well
known, that content is the king. And the second pillar is
delivery — delivery is the queen right now; she calls the
shots. Al is helping to deliver the content to the right
audience thanks to personalisation technologies and to
technical topics — personalisation is almost impossible

by humans.

— Wojciech Ehrenfeld, Heat of IT Services, Ring Publishing Poland
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Exemplary use cases illustrate how Al can become
an essential part of a newsroom's toolkit

AI-SUPPORTED WORK TOOLS
FOR EDITORIAL OFFICES

The development of fine-tuned
language generation models to
meet the needs of individual
editorial teams can free up time and
enable high-quality journalism.
Standardised texts such as news
items can be automated with the
help of Generative Al. Headlines,
teasers or captions can also be
generated. The result is a
compelling product for readers.

REGIONALISED AUDIO-CONTENT

By using artificial intelligence,
regionalised radio contributions can
be created automatically — both by
creating or adapting scripts and by

using synthetic voices. It is
conceivable to adapt already
existing contributions in a localised
way or to create completely new
contributions. The effort for an
audio contribution can thus be
reduced from several hours to a few
minutes. Some news agencies and
editorial departments are already
experimenting in this direction.

AUTOMATED PRODUCTION &
LAYOUT

With the use of artificial intelligence,
the production of the pages can be
automated, all the way to a
completely personalised e-paper.
Content can be automatically
converted into printable pages
without the need for manual
intervention by a designer. Every
subscriber could thus receive their
own digital daily newspaper. Tools
that are already used for layout
design will evolve further and
further into this.
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M OSt n ews ro o m S Do you view these tools as serving more of a supportive role

(research, ideation, workflow) vs. an actual quality
improvement (content creation / correction) role?

see GenAl tools
in a supportive role

50%

The tools are seen as an important way to increase
productivity and efficiency in a number of processes.

As we saw earlier, a number of newsrooms are already
working with Generative Al to create summaries and
bullet texts. You could argue that this function is both
content creation (quality improvement) as well as workflow
help (supportive). 39 percent of respondents see the use
of Al in this fashion. 50 percent see the tools as purely a

supportive role for newsrooms. 8 percent see it indeed as . ]

uality improvement.
9 y imp Supportive Quality Neither

improvement




Fear of the unknown? Naturally, inaccuracies
and plagiarism are newsrooms’ top concerns

There have already been a number of cases reported where publishers used some form of

Al to produce content and mistakes the tools made went unnoticed and were published. Or

user-generated content went awry, i.e. hoaxes. So it is not surprising that respondents

overwhelmingly chose inaccuracies (85 percent) as their top concern. Plagiarism also was

rated as a top concern followed by data protection and privacy issues, which is where,

85% again, regulation will play a vital role going forward. It is possible that the lack of clear
guidelines leads to uncertainty and potentially insufficient control. The development of

67% clear policies, staff training and open communication around the responsible use of
Generative Al tools should therefore be a priority.

46%
38%
5% 3%
Inaccuracy of information /  Plagiarism / copyright Data protection / privacy Threat of job security Other None
quality of content infringement concerns

What are your major concerns about using Generative Al tools?




nE
N

We can publish faster than ever before. We can publish
[for] less expensive than ever before. We can publish in
some cases close to the same quality as ever before.
We can publish 1,000 articles for the cost of what one
article used to cost to produce.

— Josh Jaffe, president of media for Ingenio, a publisher of spiritual and
wellness sites that has used GenAl technology to publish over 11,000 articles,
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https://digiday.com/media/how-one-publisher-is-using-generative-ai-to-publish-thousands-of-evergreen-posts-create-a-chatbot/

Proof of concept: Deeper
development needed

At this early stage, 18% of respondents aren’t While the majority see Generative Al

(¢)
convinced, want to see further fine-tuning tools as helptul, almost 1/5 (18%) of
survey participants also say that Al

Although the potential benefits of Generative Al are acknowledged, it is tools still need more deVGlOpment 1o
crucial to address the worries expressed by 18 percent of survey respondents
who said further development is necessary before Al tools can be truly useful.
That message should not be lost to the likes of ChatGPT founder OpenAl and

publishers using the tools.
Perspective is essential, though: this technology is changing almost daily. It

was only in November of 2022 when ChatGPT was introduced to the public by
OpenAl as a last resort after many setbacks. In the first 100 days, ChatGPT
garnered 100 million users; it's the fastest-growing consumer application ever.
OpenAl was shocked it did so well. There are bold predictions about what
GenAl can do in the future, but those are always difficult to know how they
might pan out. Clearly this is a vital testing and development stage. Then
there are the regulatory, privacy and other legal issues to come.

be truly useful.
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https://explodingtopics.com/blog/chatgpt-users
https://www.itworldcanada.com/post/openai-execs-shocked-by-chatgpts-popularity

About the contributors

About WAN-IFRA
WAN-IFRA is the World Association of News Publishers. Its mission is to protect the rights of journalists
and publishers around the world to operate independent media. WAN-IFRA provides its members with

expertise and services to innovate and prosper in a digital world and perform their crucial role in society.

With formal representative status at the United Nations, UNESCO and the Council of Europe, it derives
its authority from its global network of leading news publishing companies and technology

entrepreneurs, and its legitimacy from its 60 national association members representing 18,000
publications in 120 countries.

About SCHICKLER Consulting

SCHICKLER Consulting, part of the Highberg Group, is a leading consultancy for the media industry in
Germany and the DACH region. With the experience of more than 1,500 projects, SCHICKLER
recognised the increasing relevance of Al and data intelligence for media companies. With a rapidly
growing Data Science Team and over 30 years of consulting experience, it became a partner for
publishers to develop Al use cases and build data infrastructures. One of its most recent projects is

DRIVE where SCHICKLER leads a data intelligence network of more than 20 regional news publishers in
Germany and Austria.
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