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Abstract

Objectives: The study aimed to identify the attitudes of media professionals working in Jordanian
satellite channels towards employing artificial intelligence (Al) technologies in media work. It also
sought to assess the extent to which these professionals recognize the importance of integrating Al
in the operations of these channels. Additionally, the study aimed to evaluate the readiness of these
channels to successfully implement Al technologies in their work.

Methods: A simple random sample consisting of 95 media professionals working in Jordanian
satellite channels was selected. The study adopted a descriptive approach to describe the sample
and measure its variables, and an analytical approach to answer the research questions and test the
hypotheses.

Results: The study found that although there is a good level of awareness among media
professionals regarding the importance of using Al technologies in television work, they hold
negative attitudes towards employing these technologies in their channels. The study also revealed
statistically significant differences in the attitudes of employees towards the use of Al technologies
based on gender. Furthermore, it concluded that there is a lack of readiness among the channels to
successfully employ Al technologies in their operations.

Conclusion: The study concluded that Jordanian satellite channels need to improve their
infrastructure, internal regulations, and organizational culture to be ready to successfully adopt Al
technologies in their work. It also highlighted the importance of focusing on training young
professionals with moderate experience, as they tend to have more positive attitudes toward the use
of Al technologies in media operations compared to others.

Keywords: Artificial intelligence (Al); Jordanian satellite channels (JSC); awareness; trends;
readiness
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Introduction
Stefénel (2022) points out that the employment and use of (Al) techniques in media work have brought about remarkable
development by integrating data and algorithms and transforming them into news stories. This has been called by various
terms, including, for example, “robot journalism” or “automated journalism.” or algorithmic journalism, that is, the method
in which algorithms are used automatically to create news stories through organized and machine-readable data, and this
development constitutes another manifestation of technological progress that will lead to major transformations in the
structure of media institutions and their methods of work, as well as It represents a unique case in collecting and writing
news, in addition to preparing and writing journalistic analyzes about various events and issues. Karnouskos (2020) argues
that this matter could lead to important shifts in the concept of media, its characteristics, mechanisms, and societal effects.
Many international news agencies, press, and television institutions have relied on the use of (Al) models in performing
their daily work by using algorithms to generate automatic news without human intervention, or relying on automated
responses to the public through chatting via robots and verifying fake news, which has created significant changes in the
rate of its daily production of media content and meeting the needs of an audience of millions of people who are increasingly
connected day by day to digital media, especially on websites, social media networks and digital broadcasting platforms.
Abdel Hamid (2020) argues that although international media and social networks have made great strides in shifting
towards activating (Al) in performing their digital services, the newly developed (Al) systems are still in their early
experimental stages in the Arab region. Many questions have arisen about the extent of its success and ability to gain public
trust, its contribution to developing the work system within newsrooms, and its performance of many routine daily tasks
through algorithms, so that media workers devote themselves to performing deeper roles related to greater analysis,
interpretation, and investigation of news stories. Brake (2020) expects that (Al) journalism will witness major
developments, especially in light of the so-called digital revolution, which is expected to provide new media technologies
such as (Al), augmented reality, and the Internet of Things, in addition to the employment of robots in several fields,
including journalistic work, which will have a major impact on the media industry over the next few years.
Research Problem
The tremendous changes in the contemporary business environment, most notably the rapid developments in the
information technology sector and communications systems, have led to a dramatic shift in the tools and means of exercising
functions and activities and measuring their performance in various sectors, including the media sector. Digitization and
application of (Al) techniques in the media sector has placed Jordanian media institutions, with challenges that have forced
them to employ this technology in their work so that they can compete and continue to perform their media mission. As
Jones (2012) mentions, the Sociotechnical Theory concludes that if new technologies are introduced into any organization,
the organization must prepare its infrastructure, organizational culture, and employees to accept the technology to achieve
the purpose for which this technology was introduced into the organization. Employing (Al) techniques in media institutions
may create a state of readiness, challenge, and passion among some workers in media institutions, it may also develop a
state of fear for interests, confusion, and resistance to change among many media professionals. This depends, in part, on
the extent to which employees realize this change's importance and readiness for this shift. From here, questions came to
the minds of the researchers regarding the preparedness of Jordanian media institutions to employ these technologies
successfully. Other questions have arisen about the attitude of media professionals working in (JSC) towards employing
(Al) techniques in the work of these channels.
Research Questions and Hypotheses
Research Questions
1. What are the attitudes of media professionals working in (JSC) towards employing (Al) techniques in these channels?
2. To what extent are media professionals working in (JSC) aware of the importance of employing (Al) techniques in
media work?
3. Are (JSC) ready to employ (Al) in their programs?
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Research Hypotheses

HO1: There are no statistically significant differences at (u = 3.5, a = 0.05) in the attitudes of media professionals
working in (JSC) towards employing (Al) techniques in media work due to their gender.

HO02: There are no statistically significant differences at (i = 3.5, o = 0.05) in the attitudes of media professionals
working in (JSC) towards employing (Al) techniques in media work due to their age.

HO3: There are no statistically significant differences at (u = 3.5, a = 0.05) in the attitudes of media professionals
working in (JSC) towards employing (Al) techniques in media work due to their experience.

HO4: There are no statistically significant differences at (u = 3.5, a = 0.05) in the attitudes of media professionals
working in (JSC) towards employing (Al) techniques in media work due to their job type.

Research Objectives

1. Identifying the attitudes of media professionals working in (JSC) towards employing (Al) technologies in media
work.

2. ldentify the awareness of media professionals working in (JSC) of the importance of employing (Al) techniques for
media work.

3. Verifying the readiness of (JSC) to employ (Al) in their programs.

4. Verifying the differences in the attitudes of media professionals working in (JSC) due to demographic differences
(gender, age, experience, and nature of the job).

Research Importance

Theoretically, the study will shed light on the concept of (Al); the development, and its employment in media work, the
expected effects of employing (Al) in media work, and the challenges facing this employment. Empirically, the importance
stems from the results that the study will reach, which will be available to planners and analysts in the field of digital media,
which can help push officials to make sound decisions, which will improve the media’s ability to employ (Al) techniques
to communicate with audiences and increase their viewership.

Research Limits

The objective boundaries of the study are represented in its variables related to the attitudes of media professionals
working in (JSC) towards using (Al) techniques in media work, and the awareness of workers in (JSC) of the importance
of employing (Al) techniques in the work of these channels. As for the human boundaries, they are represented by media
professionals working in (JSC) in Various jobs such as news presenters, editors, directors, photographers, linguistic
proofreaders, decoration and design workers, sound effects...etc. media jobs. The spatial boundaries are represented by the
public and private (JSC) operating in the Hashemite Kingdom of Jordan (Jordanian Satellite Channel, Kingdom Channel,
Roya Channel, Amman TV) Finally, the time boundaries are the second half of the calendar year 2024.

Research Terminology

Satellite channels: They are stations that broadcast their transmission via satellite so that this transmission exceeds the
geographical borders of the transmitting country, as it can be received in countries and regions via special devices and
capturing signals coming from the satellite, and its television broadcast can be captured in many areas via receivers and
satellite dishes (Murad, 2015). This definition applies to the Jordanian satellite channels (JSC) included in the study: the
State TV satellite channel, the Kingdom Channel, the Roya Channel, and Amman TV.

The research defines (JSC) procedurally as those Jordanian television channels that broadcast in Arabic, are not
encrypted, are owned by governmental or private Arab capital, and are directed to the Arab recipient wherever they are.
This definition applies to the (JSC) included in the study: the state Satellite Channel, the Kingdom Channel, and the
Jordanian Satellite Channel. Roya, Amman TV channel.

Artificial Intelligence (Al): It is a science that contains computer programs, and has certain characteristics that make
them simulate human mental capabilities. This science investigates how to make a computer perform the tasks that humans
perform but in a better way (Mira and Kate ,2019).

The researcher defines it procedurally as the response of computers on the (JSC) included in the study after being
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programmed by specialists intelligently to access the processing patterns of higher mental processes within the human mind.

Theoretical framework

Satellite Channels: The comprehensive dictionary of meanings almaany.com/ar/dict (2024) defines the channel
linguistically as the channel through which things pass, and the television channel is defined linguistically as the device
that carries images and transmits them to the viewer. Technically, satellite channels, according to Al-Danani (2020) are the
carrier of content. The media feeds the viewer directly via a direct or cable dish. Satellite channels are tools for education,
disseminating knowledge, and disseminating its benefits through the various television programs they provide. They also
serve political, religious, national, and humanitarian goals. Al-Sayed (2009) points out that what is broadcast from satellite
channels is captured directly without passing through censorship and is not presented within the state’s various television
services.

The importance of satellite channels, from the point of view of Murad (2015) stems from their ability to address
members of society of all classes and sects. They provide what young and old people of both genders want in any place and
at any time, and meet the public political, social, educational, and health needs. The channels are distinguished by their
ability to attract viewers, especially teenagers, and achieve a high degree of participation through the education and
entertainment materials they provide, in addition to the social impact, they deal with the viewer directly. In this medium,
the sender addresses the recipient face to face, storing facts and images, shortening the time between events, and presenting
them to the viewers directly or after a while. Satellite channels help in achieving development, education, and rapid delivery
of information to remote and isolated areas through direct reception from satellites floating in the orbit of the sky, which
have crossed all borders and entered homes without permission, conveying the world in the hands of the user with all that
is in it and direct access to it. They also contribute to connecting Arab expatriates in general to their homeland. The
importance of satellite channels also stems from the fact that they can carry information materials of great benefit to the
viewer, including educational channels that provide free classes in various sciences, and offer cultural channels that display
fruitful seminars and discussions, in addition to news transmission sites. Important political, social, cultural, and economic
issues, from the heart of the event, and at full speed, the drama that some channels show for the purposeful citizens
contributes to the cohesion of the Arab family. This is in addition to purposeful religious heritage satellite channels that
focus on Arab heritage and present the basic elements for its preservation. It stands against what regular channels put
forward to distort Arab heritage and Islam.

Satellite broadcasting began in Jordan in 1993 launching the Jordanian Satellite Channel, owned by the government
Radio and Television Corporation. Nowadays plenty of (JSC) are available to the audience varying in the content they
provide. Some of the well-known channels are the ones discussed in this study. In addition to the governmental satellite
channel that offers programs include news bulletins, cultural and social programs, and Jordanian drama, in addition to
broadcasting national events. There are Roya Channels, launched in 2011 and famous for presenting a wide range of
entertainment and social programs. It provides news bulletins, drama series, and various talk shows that discuss issues in
Jordanian society. In addition to these channels, we have Al-Mamlaka Channel, which is an independent news channel
established in 2018, and focuses primarily on political and economic news locally and globally, it seeks to provide objective
coverage of current events. Another satellite channel is Amman TV It is an entertainment channel established in 2017 and
offers a variety of programs, including drama series, talk shows, and cultural and social content. It is distinguished by
providing content that meets the interests of young people.

Artificial Intelligence (Al): The use of (Al) technologies and their employment in various sectors has led to major
transformations in the modern lifestyle and created tremendous opportunities to achieve sustainable development goals by
reshaping the means of transportation, health, science, and the financial market, with the innovative solutions and evaluation
provided by (Al) applications. including better planning, risk assessment, and faster knowledge exchange, especially during
crises. Abdel Hamid (2020) believes that (Al) technologies were not far from developing media work, as they brought
about major transformations in the media’s ability to influence and address public opinion, and provided smarter, more
advanced, and faster tools for conveying the news to the recipient and interacting with the public easily, this development
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includes print and audio media, in addition to social networking and new media in general. Abdel Hamid adds that (Al) has
contributed to important changes in the profession of journalism and media, as a result of the increasing reliance on smart
robots that photograph, edit content, proofread, translate, and deal with huge amounts of data, with greater accuracy and
speed than humans, and with a huge level of production that exceeds the levels of traditional content production in a very
short time (in few seconds). According to Wash Post PR Blog (2016), (Al) techniques were used in their contemporary
form for the first time in the newsroom by The New York Times in a project called (Editor), which involved applying tags
to traditionally written news stories. The Washington Post also relied early on a more sophisticated model of (Al), using
Heliograph software to cover the 2016 Olympic Games in Rio de Janeiro; The program collected data related to the schedule
of events, results, and medal shares.

Despite the development brought about by the use of (Al) technology in journalistic and media work, Wash Post PR
Blog (2016) believes that there are general challenges facing the use of (Al) technologies in the field of journalism, the
most prominent of which is the availability of data, as (Al) technologies can be best used when there is enough data to
capture patterns, learn from them, and improve the system accordingly. Whereas humans can pair experiences and elicit
optimal responses from a small number of similar experiences, (Al) requires large amounts of data to know what the correct
response should be, without data, the ability of (Al) is limited. There is also a difficulty facing the use of (Al) when this
data is unorganized and unstructured. One of the challenges facing the use of (Al) technology is the need for more self-
awareness because these technologies cannot explain their outputs: What did it write? What did it do? or how did it get
there? This is the task of (Al) designers who must be accountable to the public and service recipients. Another challenge
facing the employment and use of (Al) technologies in media work is the issue of redefining copyright and fair use. Modern
technologies have often challenged copyright laws in the creative industries, where (Al) technologies may represent a new
conflict because they involve (Al) learning from “expressive” works created by humans — a dataset of articles, paintings,
or music, this would potentially test the legal interpretation of “fair use”, where copyrighted material is used to produce
journalistic content without permission or payment for use.

The future of Artificial Intelligence Journalism: Keohane (2017) shows that despite the challenges facing the use of
(Al) technologies in journalism, journalists and editors are now finding themselves victims of layoffs from digital publishers
and traditional newspaper chains alike. For example, nearly a third of the content published by Bloomberg News uses an
automated technology or so-called (Al) technology, and the system (called Cyborg) used by Bloomberg News helps
reporters publish thousands of articles about corporate earnings reports every three months. Graefe (2017) referred to a
study by the Google News Initiative in cooperation with the International Journalism Research Center at the London School
of Economics and Political Science on experts from newsroom leaders from Europe, the United States, and Asia-Pacific,
Pointed out there is a growing trend to use these technologies in the field of Newspaper publishing, with newsrooms
beginning to explore the potential of these new technologies, though only a few have implemented (Al) on a large scale,
for most journalistic institutions, it is still in the experimental adoption stage. While some journalists are ambivalent or
skeptical, many are interested in how (Al) technologies will impact workflows and processes, how newsrooms will navigate
another new phase, how new technological challenges or opportunities might affect the mission of journalism, as well as
the shape and ethics of the news industry in the age of (Al).

Previous studies

The study by Abdel Hamid (2020) aimed to monitor the use of (Al) applications in the production of media content,
and the perception of a sample of the Egyptian public about the credibility of the content produced via (Al) compared to
the content produced by human editors. A sample of 400 economic news followers, were exposed to two models of news
coverage of stock price trading on the Egyptian Stock Exchange, one by a robot on the Cairo 24 website, and the other by
a human journalist on the Youm?7 website. The results indicated that the most prominent areas that have succeeded in
employing (Al) applications in media work are automated chatting via websites and social media networks, with an average
score of 4.03, followed by dealing with big data, with an average score of 4.01, then the feature of recognizing faces of
characters on social media networks, with an average score of 3.99. Machine translation came in fourth place, with a mean
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of 3.81. The results showed that the order of the elements of the credibility of the message produced through (Al) tools,
which was presented on the Cairo 24 website, was as follows: “Accuracy is in first place with a mean of 3.83, followed in
the category of objectivity, with a mean of 3.65, then “separating fact from opinion” with an average My account 3.64, and
in the fourth place, justice and fairness for different points of view, with an arithmetic mean of 3.46, and in last place is the
quality of wording of the news, with an arithmetic mean of 3.43.

The study by Brake (2020) aimed to monitor the trends of communicators toward the use of (Al) techniques in press
institutions in Egypt and Saudi Arabia, by identifying the factors affecting the acceptance of communicators to use these
technologies and their rates of use, leading to the attitudes of communicators towards the future of the journalism industry
in light of the use of these technologies, and what are their proposals to achieve optimal use in the field of journalistic work.
The study was conducted on a sample of 193 individuals, during the period from June to September 2019, the study found
that the level of use of these technologies was low at 34.2%, followed by non-use of (Al) technologies at 33.6%, then at
moderate level at 26.6%, and finally at a high level at 5.6%. The study also found that there are no statistically significant
differences between the tendency of communicators towards using(Al) techniques and the press institutions in which they
work depending on the country to which the institution belongs, as well as the presence of a statistically significant direct
relationship between some variables related to individual differences and UTAUT elements, as well as the presence of a
statistically significant relationship Between UTAUT elements and each other.

The study by Miroshnichenko (2020) aimed to answer the question: Will robots replace journalists? Based on a review
of the current state of automated journalism, and an analysis of common arguments about “robots not being able to”
overcome humans in creative practices, the study indicates that readers sometimes cannot distinguish between news written
by robots or humans and that the use of robots has shown great success. In dealing with big data, analyzing it, and writing
economic and sports news, the study expects that newsrooms in media institutions will rely on robots during the next decade
to produce the largest amount of content as quickly as possible per the economics of those institutions” work to increase
the number of visits and views to their websites.

The study by Lewis & Guzman (2020) linked (AI) and the public’s interactions with it by developing models of
communication theory and emerging technology to find a compatible formula for the relationship between humans and
machines through three main aspects of (Al) techniques, including (1) the functional dimensions that the public understands
from these devices and applications. (2) The dynamics that connect the public through these technologies, and the limits of
the relationship between the public and (Al) technology, whether between the individual himself or between the individual
and others. (3) Metaphysical implications that blur the boundaries between human, machine, and communication.

The study by Moravec et al (2020) aimed to characterize the application of algorithms at the Czech News Agency CTK
and convert large data files into news texts based on the production of reports on trading results on the Prague Stock
Exchange using (Al) without human intervention for the Czech News Agency during the year 2019, to compare the
production rates of the algorithms, and the quality of journalistic content produced by humans. The results indicated that
the financial situation in Czech newsrooms reveals the inevitability of relying on (Al) in Czech journalism to continue its
mission. Despite all of this, journalists expect that their roles will continue their mission, and they will work in conjunction
with (Al) techniques to produce reports in a better way.

The study by Sylvia & Olmsted (2019) indicates that companies operating in the media sector increasingly rely on (Al)
tools in the media industry to discover audience content, engage them through augmented reality, improve messages,
manage and create content, audience participation statistics, and operational automation. But they face major challenges in
balancing effectiveness and efficiency, the human element, and (Al).

The study by Hassoun (2019) aimed to describe the current state of technology and its role in renewing and modernizing
journalism, by focusing on the role of (Al) in changing journalistic practice, identifying the potential effects on the future
of journalists as a result of employing (Al) applications, and deducing ethical and professional challenges that may disturb
journalistic practices. The journalism profession is a result of the emergence of these modern technologies. The study
concluded that (Al) technologies represent a major development in the journalistic work environment in the digital age,
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especially in light of their ability to overcome contemporary journalism's basic problems, combat fake news, edit news
according to editorial policy, and customize content. The study also indicated that the use of (Al) applications in journalism
raises professional and ethical issues, especially; Undermining creativity, lack of monitoring, bias, transparency, fairness,
use of data, and data quality. It also concluded that (Al) techniques will improve the work of journalists instead of replacing
them, and therefore, (Al) does not threaten communicators in journalistic institutions.

The study by Monti (2019) aimed to analyze the ethical and judicial problems of automated journalism based on (Al)
techniques, especially regarding freedom of information, by applying the European concept of freedom of information and
media regulation, with a special focus on the Italian legal system. The study finds that, about the scope of European legal
systems, the Italian system has developed the idea of freedom of information more broadly, and innovations have been
developed that can be implemented in understanding how issues related to automated journalism are formulated from a
legal point of view.

The study by Tatalovic (2018) sought to determine the extent of reliance on (Al) techniques in the global press by
summarizing scientific studies and research and placing them in the form of press reports by using automation techniques,
as happened in some newspapers about sports, political, and economic topics, as the study found Scientific journalism has
not yet benefited from (Al) techniques as happened in sports, political, and economic journalism, and editors working in
the field of scientific journalism are still unaware of the importance of using (Al) techniques in preparing reports for
scientific journalism.

The study by Shields (2018) applied to 1,000 journalists, indicates that 80% of media practitioners believe that (Al) will
have significant impacts on the media industry, while 62% believe that (Al) technologies will improve decision-making,
and 47% believe that they will improve productivity. However, a third of respondents to the study also felt not completely
confident in their understanding of (Al) applications and how they can be applied in their work, and saw human control as
less difficult, (47%) of respondents saw (Al) applications as trustworthy. (45%) felt that (Al) would hurt their work or job
capabilities.

The study by Gaily (2018) tried to answer whether the use of (Al) applications in the field of sports journalism and the
introduction of automatically produced content is just another evolutionary stage in the field of sports journalism, or will
lead to a revolution that can be defined as a comprehensive change, the study concluded that although the use of (Al)
applications would contribute to automating sports content and formulating future predictions, it is still unable to replicate
collective or public deduction, creativity, or human judgment, and given the limits of with the current dexterity of robots
needed to implement (Al) driven mass automation, occupations requiring manual dexterity will likely remain in demand in
the near term.

Methods and Procedures

Methodology: The research adopted descriptive statistics to identify the sample characteristics and measure variables
using frequencies, arithmetic mean, standard deviation, and a T-test. The study also relied on inferential statistics to test the
research hypotheses using one-way analysis of variance (ANOVA) to measure differences in the level of attitudes of media
professionals working in the (JSC) towards employing (Al) techniques in media work due to mediating factors
(demographic factors). Statistical Package for the Social Sciences (SPSS) program was used to perform these statistical
tests.

Population and Sample: The research population consists of all media professionals working in the (JSC) that
broadcast their programs on a regular daily basis, namely: The Jordanian Satellite Channel (owned by Jordanian
Television), Al-Mamlaka Channel, Roya Channel, and Amman TV Channel. Population volume as obtained by
communicating with the human resources departments of these channels equals (270) media professionals, and according
to the table for determining the sample size from a known population Sekaran (2009) the research selected a simple random
sample consisted of (95) person of media professionals working in those channels. Accordingly, the study tool (the
questionnaire) was distributed to the sample members, after conducting descriptive statistics, as shown in Table (1), it was
found that (73.7%) of the respondents were male and that the highest percentage were young people (26-30 years old), at a
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rate of (27.4%), the study sample showed that (80.8%) were young people under the age of (40) years. This confirms that
the percentage of workers who have less than (10) years of experience is (61%) and that (34.7%) of these are those whose
experience ranges between (6) years and (10) years. The characteristics of the study sample, also showed that the largest
percentage of respondents to the study questions were television reporters, at 25.3%.

Table No. (1): Description of the demographic variables

Variable ‘ frequency ‘ %
Gender
Male 70 73.7
Female 25 26.3
Total 95 100
Age
20 - 25 years 9 9.5
26 - 30 years 26 27.4
31 - 35 years 21 22.1
36 - 40 years 22 22.1
More than 40 years | 18 18.9
Total 95 100
Experience
5 years or less 25 26.3
6 - 10 years 33 34.7
11 - 15 years 12 12.6
16 - 20 years 12 15.8
More than 20 years | 10 10.5
Total 95 100
Job Type
Announcer 11 11.6
Reporter 24 25.3
Director 8 8.4
Developer 12 9.6
Photographer 13 13.7
Editor 18 18.9
Lightning 1 1.1
Decoration 1 1.1
Others 7 7.4
Total 95 100

Research Tool: The research tool consists of a questionnaire to collect the data necessary for statistical analysis. The
questionnaire consisted of three parts: the first was the cover letter and the second was devoted to measuring the
demographic characteristics of the study sample. The third part consisted of (30) questions prepared to measure study
variables using a five-point Likert scale. To increase the Validity of the research tool, it was presented to a group of
arbitrators specialized in media, including academics and professionals, and modifications were made in light of the
arbitrators’ observations. The Reliability of the tool was also measured using the Cronbach Alpha coefficient. The results,
as illustrated in Table (2), showed that reliability for all variables is above the limit required to be exceeded, which is (0.60).
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Table No. (2): Reliability of research tool (Cronbach’s alpha coefficient)

Variable Questions Cronbach’s alpha
Awareness of media professionals to the importance of employing | Q1 - Q10 0.733
(Al techniques in media work
Attitudes of media professionals towards employing (Al) techniques | Q11 - Q20 0.917
in media work
Readiness of (JSC) for employing (Al) techniques Q21-Q30 0.813

Statistical Analysis

1.  Answering Research questions

What are the attitudes of media professionals working in (JSC) towards employing (Al) techniques in these channels?

The statistical results are listed in Table No. (3) and Table No. (4) reveals a presence of negative attitudes for media
professionals working in (JSC) towards employing (Al) techniques in these channels. The arithmetic mean (u=3.1453),
which is less than the test value (u=3.5), as well as the value (T-calculated= - 2.648) is less than the value of (T-
tabulated=2.05). This was confirmed by the value of the actual significance level (¢=0.11), which is higher than the test
significance level (0=0.05).

What is the level of awareness of media professionals working in (JSC)for the importance of employing (Al) techniques
in media work?

The statistical results are listed in Table No. (3) and Table No. (4) reveals a good awareness among media professionals
working in (JSC) of the importance of employing (Al) techniques in these channels. The arithmetic mean (u=4.005), which
is higher than the test value (u=3.5), likewise the value (T-calculated= 9.729) which is higher than the value of (T-
tabulated=2.05) and confirmed by the value of the actual significance level (a=0.00), which is less than the test significance
level (0=0.05).

Are (JSC) ready to employ (Al) techniques in their work?

The statistical results are listed in Table No. (3) and Table No. (4) reveals a clear lack of preparedness of (JSC) to
employ (Al) techniques in their work. The arithmetic mean (u=4.2326), which is higher than the test value (u=3.5), likewise
the value (T-calculated= 14.048) which is higher than the value of (T- tabulated=2.05) and confirmed by the value of the

actual significance level (0=0.00), which is less than the test significance level (0=0.05).

Table No. (3): Measurement of research variable

Variable | Responses | Arithmetic Mean | Std. Deviation | Std. Error
Attitudes | 95 3.1453 0.8842 0.0907
Awareness | 95 4.0053 0.5062 0.0519
Readiness | 95 4.2326 0.5083 0.0521

Table (4): T-test for research variables

variable | Responses | T-value | df | Sig (a)
Attitudes | 95 2.648- | 94| 0.110
Awareness | 95 9.729 94 | 0.000
Readiness | 95 14.048 | 94 | 0.000

T-test was conducted at x =3.5, and « =0.05, T- tabulated=2.05
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2.  Testing Research Hypotheses

HO1: There are no statistically significant differences at (u = 3.5, oo = 0.05) in the attitudes of media professionals
working in (JSC) towards employing (Al) techniques in media work due to their gender.

The statistical results, as illustrated in Table (5), reveal that the value of (F- calculated = 0.74) for the gender variable,
which is much lower than the value of (F- tabulated = 2.10), and the value of the actual significance level was (0= 0.392)
which is higher than the test significance level value (¢=0.05), therefore we reject the null hypothesis and accept the
alternative one which says that there are statistically significant differences in the attitudes of media professionals working
in (JSC) towards employing (Al) techniques due to the gender variable,

HO2: There are no statistically significant differences at (u = 3.5, o = 0.05) in the attitudes of media professionals
working in (JSC) towards employing (Al) techniques in media work due to their age.

The statistical results, as listed in Table (5), revealed that the value of (F- calculated = 2.54) for the age variable, which
is slightly higher than the value of (F- tabulated = 2.10), and the value of the actual significance level was (a= 0.045) for
the age variable, which is slightly less than the test significance level value is (0=0.05). Therefore, we accept the null
hypothesis which states that there are no statistically significant differences in the attitudes of media professionals working
in (JSC)towards employing (Al) techniques due to the age variable.

HO3: There are no statistically significant differences at (u = 3.5, oo = 0.05) in the attitudes of media professionals
working in (JSC) towards employing (Al) techniques in media work due to their experience.

The statistical results, as illustrated in Table (5), revealed that the value of (F- calculated = 4.259) for the variable
number of years of experience, which is higher than the value of (F- tabulated = 2.10), and the value of the actual
significance level was (0=0.03) for the variable of experience, which is less than the test significance level value is (0=0.05).
Therefore, we accept the null hypothesis which states that there are no statistically significant differences in the attitudes
of media professionals working in (JSC) towards employing (Al) techniques due to the variable number of years of
experience.

HO4: There are no statistically significant differences at (u = 3.5, o = 0.05) in the attitudes of media professionals
working in (JSC) towards employing (Al) techniques in media work due to their job type.

The statistical results, as listed in Table (5), revealed that the value of (F- calculated = 2.703) for the variable job type,
which is higher than the value of (F- tabulated = 2.10), and the value of the actual significance level was (¢=0.011) for the
variable of job type, which is less than the test significance level value is (¢=0.05). Therefore, we accept the null hypothesis
which states that there are no statistically significant differences in the attitudes of media professionals working in (JSC)
towards employing (Al) techniques due to the variable job type.

Table (5): One-way (ANOVA) to test (HO1, HO2, HO3, H04)

Demographic Variable Sum squares | df | Mean squares F Sig (a)

Gender Between Groups | 0.58 1 |058 0.74 | 0.392
Within Groups 72.915 93| 0.784
Total 73.495 94 | -

Age Between Groups | 7.456 4 | 1.864 2.54 | 0.045
Within Groups | 66.040 90 | 0.784
Total 73.495 94 | -

Experience | Between Groups | 11.696 4 | 2924 4.259 | 0.03
Within Groups | 61.799 90 | 0.687
Total 73.495 94 | -
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Demographic Variable Sum squares | df | Mean squares F Sig (a)
Job Type Between Groups | 14.769 8 | 1.846 2.703 | 0.011
Within Groups | 58.727 86 | 0.683
Total 73.495 9 | -

ANOVA- test was conducted at x =3.5, and a =0.05, F- tabulated=2.1

Results and discussion

1. There are negative attitudes among media professionals working in (JSC) towards employing (Al) techniques in the
work of these channels (u=3.1453, T-calculated= -2.648 and a =0.11), despite their awareness of the expanding role of
technology, including (Al) techniques (as will appear in measuring the awareness). However, they do not prefer using
digital technologies in media work because they feel (as they answered in the questionnaire) that it will reduce their
creativity, threaten their career future, not respect individual privacy, and increase media crimes, in addition they don't like
to live in virtual reality.

This result was consistent with the study by Brick (2020), which addressed the attitudes of journalists in Egypt and
Saudi Arabia towards the use of (Al) techniques, as it concluded that the largest percentage of journalists (34%) preferred
to use it on small range, while the percentage of those who wanted to use it widely, not exceeding (5.6%) of the respondents.
The study by Grafe (2017) conducted by the Google News Initiative on those working in press publishing concluded that
although there is an increasing attitude toward using (Al) techniques in press publishing, some journalists are contradictory
or they are skeptical about the ability of (Al) to manage newsrooms, they also wonder what the ethics of news production
look like in the age of (Al). The result reached by Moravec (2020) differed from our study, which concluded that journalists
who were interviewed expect that their roles will remain important and that they will work in conjunction with (Al)
techniques to produce the report a better way.

2. There is a high level of awareness among media professionals working in (JSC) about employing (Al) techniques in
the work of these channels (u=4.0053 T-calculated=9.729, « =0.000), and that the future will increase the role of technology
and software in digitizing the media and that this will lead to improving the quality of work, it also leads to an increase in
the level of transparency in reporting the news. However, half of the media professionals surveyed do not believe that the
virtual broadcaster (robot) will be able to replace the human broadcaster. They expect that employing (Al) techniques will
contribute to falsifying the recipient’s awareness, increase media piracy, and push legislators to adopt new legislation to
regulate media work.

The results reached by Sheild (2018) conducted (1000) journalists agreed that (80%) of practitioners are aware of the
use of (Al) and believe that (Al) will have a major role in the media industry, and (62%) believe that applications of (Al)
will improve decision-making. The study by Miroshnichenko (2020), which aimed to answer an important question: Will
robots replace journalists, also showed that the respondents believe that robots have revealed success in dealing with huge
data and that newsrooms will depend on it during the next decade. The study by Abdel Hamid (2020) that he carried out to
monitor the Egyptian public’s awareness of the content of (AI), showed that the sample averaged (4.03 out of 5) that it
succeeded, especially on social sites and communication networks

3. There is a lack of readiness for (JSC) to employ (Al) techniques in their work, (u = 4.2326, T-calculated =14.048, «
= 0.000), and (JSC) needs to develop their infrastructure, pump greater financial resources, and increase the speed of
Internet networks to be able to employ (Al) techniques successfully perform their work, they also need to employ new
expertise and hold intensive and advanced training courses for their workers. Television channels also need to change their
media culture to suit digital changes, amend their internal legislation regulating their media work, and introduce the Arabic
language into artificial intelligence software.

4. There are statistically significant differences in the attitudes of workers in (JSC) towards employing (Al) techniques
in their work due to gender (F-calculated = 0.74, o = 0.392). But there are no statistically significant differences in the
attitudes of workers in (JSC) towards employing (Al) techniques in their work due to the age variable (F- calculated = 2.54,
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0.=0.045), or due to the number of years of experience (F - tabulated = 4.259, « = 0.03,), or due to the job type (F- calculated
=2.703, o = 0.011).

However, the results of the (H012) test appeared close to the test’s cut-off point in terms of both the (F- value) and the
significance level (o). We believe that the reason is that 80.8% of the sample members are young people under forty years
of age, and this reduces the variance of age of respondents and prevents the occurrence of differences of attitude among
(JSC) media professionals towards employing (Al) techniques due to age.

Conclusion

From the above results, the study concluded the following:

1. Neither the media professionals have a positive attitude towards employing (Al) in their jobs, nor (JSC) are ready
enough to employ (Al) in their programs.

2. On the other hand, there are high level of awareness among media professionals working in (JSC) about employing
(Al) techniques in the work of these channels and its role in improving the quality of the media work.

3. Although half of the media professionals surveyed do not believe that the (robot) will be able to replace the humans,
they expect that it will contribute to falsifying the recipient’s awareness, increase media piracy, and push legislators to
adopt new legislation to regulate media work.

4. The study also concluded that there are differences in the attitudes of workers in (JSC) towards employing (Al)
techniques in their work due to gender but there are no differences in these attitudes due to the age variable.

Recommendations

From the above results and conclusions, the study recommends that (JSC) should seek to improve its infrastructure of
computers, software, digital technologies, and the Internet to facilitate and successfully employ (Al) techniques in their
work. (JSC) must pump more financial resources and develop legislation to help improve the environment that supports the
use of (Al) techniques in its work. On the other hand, (JSC) is required to Spread and develop a culture of dealing with this
technology as the language of the future, and for workers to feel that this technology came to work, improve its quality, and
does not pose a threat to any employee if he uses it and deals with it well. For (JSC) to make this shift, they also need to
send workers to specialized training courses in employing (Al) techniques, in administrative work and receive expertise
from outside the channels to hold training courses.
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