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ABSTRACT

ARTICLE INFO

Al is transforming journalism worldwide, particularly in the production,
dissemination and administration of news content. In Afghanistan, limited
infrastructure, low digital literacy and fragile institutional frameworks hinder the
use of Al in journalism. AI has the potential to greatly enhance journalism, but it
also raises serious ethical questions around transparency, accuracy, accountability,
fairness, privacy and public trust. Despite an increasing amount of international
and regional research, empirical evidence on the ethical implications of Al in
Afghan journalism remains limited. The present study used the Technology
Acceptance Model (TAM) to explore the effect of artificial intelligence on
journalistic ethics in Afghanistan. It examines the impact of perceived usefulness,
perceived ease of use, opportunities and challenges on the intention to use and
actual use of AI by journalists and their implications for ethical journalistic
practice. The research design was quantitative in nature and data were analyzed
with the help of descriptive statistics, Pearson correlation, multiple regression,
independent samples t-tests and one-way ANOVA. The results show that
perceived usefulness, perceived ease of use, and perceived opportunities positively
and significantly influence journalists’ intention to use and actual use of AI. The
study also found that Al enhances news verification, information processing and
newsroom efficiency but there are ethical challenges such as algorithmic bias, lack
of transparency, risks of misinformation, privacy issues and reduced editorial
accountability. Most of the demographic variables did not show a statistically
significant difference except for educational level in selected variables. The
research finds that Al has great potential to supportjournalism in Afghanistan, but
its effective use requires ethical oversight, appropriate regulatory mechanisms,
professional development and strong human oversight to protect journalistic
integrity and maintain public confidence.
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Introduction

Artificial intelligence (AI) is one of the most important
technical developments of the 21st century and is changing
the way data is collected, processed, created, shared and
used. Machine learning, natural language processing and
generative Al have transformed journalism by automating
repetitive newsroom activities, enhancing data analytics,
speeding up news production and enabling more
personalized information (Ali & Hassoun, 2019; Noain-

Sanchez, 2022). Al is not just a technology, but it has
embedded in ecosysterms,
transforming the way newsrooms operate, how editorial

become today’s news
decisions are made and how journalists engage with their

audiences.

Media organizations are powerful architects of
public opinion, societal values and political decision-
making, as well as being channels for the distribution of
information. In this changing environment, the need for
journalist ethics has become more acute. The integrity of
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media companies (Ward, 2019; Kovach & Rosenstiel, 2021;
Christians et al., 2020; Foladi, 2009) is built upon candor,
accuracy, objectivity, accountability and openness. It is a

must for ethical journalism. Research has shown that these
principles can be useful for fighting disinformation,
increasing public trust, and promoting social stability
(McQuail, 2010; UNESCO, 2021; Ahmadi, 2019). Ethical
deficiency can lead to misinformation, bias and increased

social tensions especially in fragile media ecosystems
(Foladi, 2009; Ahmadi, 2019). Journalistic ethics in
Afghanistan are important for the legitimacy, professional

autonomy, and trust from the society (Karokhel, 2018)
considering the large number of media outlets and socio-
political sensitivities.

According to the Social Responsibility Theory
(Siebert et al., 1956), media organizations should not only
serve organizational or political goals, but also concentrate
on the public welfare and contribute to social growth. The
rapid growth of artificial intelligence also introduces new
ethical questions, emphasizing the importance of robust

professional standards in journalism (UNESCO, 2021;
Khatib Zanjani, 2026).

There are big chances for artificial intelligence in
journalism to make things more efficient and to widen the
range of abilities of journalism. Al-assisted systems can
quickly process large data sets and generate news reports
from structured data, assist in multimedia production, aid
in fact-checking, and offer personalized content
suggestions to audiences (Masoudi, 2024; Sonni et al.,

2024).

The advances helped journalists to concentrate on
investigative reporting, interpretation and analytical
journalism, reducing repetitive work (Noain-Sinchez

2022). Some researchers, therefore, argue that Al should be
viewed as a complementary tool to improve professional
journalism, not to substitute it (Ali & Hassoun, 2019;
Zhaxylykbavyeva et al., 2025). At the same time, Al has also
raised complex ethical issues that challenge traditional

journalistic values. Issues related to algorithmic bias,
misinformation, transparency, accountability, privacy,
editorial responsibility, copyright and declining public
trust have emerged as prominent in journalism studies
(Dérr & Hollnbuchner, 2017; Krausovd & Moravec, 2022;
Onakpa et al., 2024). AT systems can improve productivity

and consistency; however, they can also produce false or
biased information, strengthen filter bubbles, reduce the
diversity of sources, and make it difficult to assign
responsibility for editorial decisions (Noain-Sdnchez
2022; Dierickx et al., 2024).

Thus, ethical regulation of Al is as important as
technological progress. Modern-day empirical research
still stresses the need for human supervision in practice of
journalistic ethics. Comparative studies show that
although Al-generated news is often well-structured and
neutral, professional journalists’ articles exhibit greater
factual accuracy, completeness, and clarity of sources, and
adherence to journalistic principles than Al-generated
articles (Zhaxylykbayeva et al., 2025). Audiences trust less
when news is seen to be mostly Al-generated, but this

erosion of trust can be significantly mitigated if media
companies disclose their use of Al and clearly state that
human editors have verified the content (Saeed et al.,
2025). The findings strengthen the argument for openness,
accountability and editorial oversight as fundamental
ethical principles in Al-assisted journalism.

This study investigates the influence of artificial
intelligence (AI) on journalistic ethics in Afghanistan,
covering newsroom practices, perceptions of journalists,
and professional values. The results indicate that AI is
beginning to play a formidable role in Afghan media
landscape and is delivering big jumps in efficiency, speed
and content production. Al-powered tools can help
journalists and media organizations with transcription,
data analysis, automated reporting and distribution of
content which will lead to greater productivity and
operational efficiency in the newsroom.

But the study also finds there are serious ethical and
institutional challenges to adopting Al. Concerns include
transparency and accountability, algorithmic bias,
misinformation, loss of privacy and editorial control
These challenges are aggravated by lack of comprehensive
regulatory frameworks and professional training in

Afghanistan.

This research supports the Technology Acceptance
Model (TAM)
perception of ease of use are important factors in the

that perception of usefulness and

decision to adopt Al in journalism. However, these are

constrained by contextual factors such as poor
infrastructure, lack of institutional support and low digital
literacy among media practitioners. The study concludes
that Al has the potential to positively revolutionize
journalism in Afghanistan; however, an unregulated and
unstructured uptake of Al could pose serious risks to
journalistic ethics and credibility. Therefore, Al should be
used responsibly and normatively to protect journalistic
principles such as truthfulness, accuracy, fairness and

accountability from technological intrusion.
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Afghanistan has particularly limited empirical
research on artificial intelligence in journalism, despite the
growing integration of technology into the media sector.
Previous research has explored the broad adoption of new
technology in media organization’s in Afghanistan, but the
impact of Al on journalistic ethics has not been addressed.
Hakimi et al. (2024) found that Afghan media
organizations recognize the

importance of cloud

computing and artificial intelligence for media
development, but the lack of infrastructure, technical
expertise, and regulatory support hinders their successful

implementation.

The impact of artificial intelligence on the
educational processes of computer science students of
Nangarhar University is positive, which indicates the
growing acquaintance of future specialists with Al
technology (Zirak et al., 2025). Seo et al. (2024) indicate
that students in the communication and media programs

in Afghanistan and Pakistan are increasingly accepting Al
promising prospects for future Al integration in the media
sectors. Additional Afghan studies consider larger
questions of media ethics and the accuracy of information.
The absence of media literacy significantly limits the ability
of Afghan citizens to detect misinformation and fake news,
emphasizing the importance of ethical journalism and
digital literacy in combating information disorder
(Maihanyar and Wardak, 2025). Also, Yaqubi et al. (2025)
reported that audience confidence in Afghan media was

significantly linked to ethical reporting strategies,

transparency, respect for privacy, and editorial

independence.

In Afghanistan, media audiences primarily evaluate
the influence of media by the perceived quality and
reliability of material, not the amount of media
consumption (Miakhel, 2026). The findings indicate that
ethical standards continue to be an important factor in the

public’s trust in the changing media landscape of
Afghanistan.

International scholarship has advanced our
understanding of Al in journalism significantly, but there
are still significant gaps in the research. Prior research has
focused predominantly on technologically advanced
media systems with limited attention to developing
countries characterized by political instability, limited
technological infrastructure and rapidly changing media
landscapes. Most of the existing research in Afghanistan
has been focused on technology adoption, media literacy,
public trust, and digital transformation. The ethical
implications for artificial

journalistic practice of

intelligence - transparency, accountability, accuracy,

fairness, privacy, and editorial responsibility - are largely
unexamined. Also, there is a dearth of empirical studies
exploring the perceptions of journalists on the ethical
implications of Al, especially in terms of its impacts on
transparency, accuracy, accountability, fairness, privacy
and public trust. Moreover, there is a gap in the systematic
application of the Technology Acceptance Model (TAM)
to explain the impact of journalists’ perception of Al on its
use and the ethical implications for journalistic practice in
the context of Afghan media.

This study is an attempt to explore the impact of
Artificial Intelligence on journalistic ethics in Afghanistan
by the help of Technology Acceptance Model (TAM). It
investigates the effect of perceived usefulness, perceived
ease of use, opportunities and challenges on intention to
use and actual use of Al by journalists and how these
factors affect ethical journalistic practices such as
transparency, accuracy, accountability, fairness, privacy
and public trust. The study contributes to the growing
body of literature on Al and journalism by providing
empirical data from Afghanistan, concentrating on
j ournalists, editors, newsroom managers, media executives
and local correspondents in Nangarhar and Laghman
provinces. The findings are discussed in terms of their
implications for media organizations, policymakers,
journalism educators and journalists who want to promote
ethical and responsible use of Al in journalism.

The study has the following specific objectives:

e To
perceived ease of use of Artificial Intelligence in

evaluate the perceived usefulness and

ethical journalism practices by journalists and to
explore their impact on the intention to use and
actual use of AL

e Toinvestigate the opportunities and challenges of
the use of Artificial Intelligence in ethical
journalism practice.

e To study the effects of perceived opportunities
and perceived challenges on journalists’ intention
to use and actual use of Artificial Intelligence.

e  Toanalyses the differences in the use of Artificial
Intelligence and study variables by age, job
position, education level, type of media, and
professional experience.

e To examine differences in Artificial Intelligence
use and related study variables by age, job
position, education level, media type, and
professional experience.

In alignment with these objectives, the study
addresses the following research questions:
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e  What are journalists’ perceptions of the
usefulness and ease of use of Artificial
Intelligence, and how do these perceptions
influence their intention to use and actual use of
Al?

e What are the major opportunities and challenges

associated with the use of Artificial Intelligence
in ethical journalistic practice?

e How do the opportunities and challenges
associated with Artificial Intelligence influence
journalists’ intention to use and actual use of AI?

e Arethere significant differences in Artificial
Intelligence use and related study variables
according to age, job position, educational level,
media type, and professional experience?

Research Hypotheses

H1 | Perceived usefulness has a positive and
significant effect on intention to use and actual
use of artificial intelligence.

H2 | Ease of perceived use has a positive and
significant effect on the intention to use and the
actual use of artificial intelligence.

H3 | Al usage intention and actual use are positively
and significantly influenced by opportunities.

H4 | Perceived challenges associated with Artificial
Intelligence significantly influence journalists’
intention to use and actual use of Artificial
Intelligence.

H5 | First, there is a high positive correlation between
perceived usefulness, perceived ease of use,
intention to use, actual use and opportunities.

H6 | Significant differences in the educational level
were observed in the study variables.

H7 | Significant differences were found in the study
variables according to age, job position, and
years of service.

Methods and Materials

This study aimed to study the effect of artificial intelligence
on journalistic ethics in Afghanistan by employing a
quantitative research design. A structured questionnaire
based on the Technology Acceptance Model (TAM) was
used for data collection from journalists, editors and media
staff selected by purposive sampling. Descriptive statistics
and one-way ANOVA were used to analyze the data
collected in order to determine differences between groups
according to demographic and professional variables.
Standard quantitative research procedures were followed

in the study to ensure the validity and reliability of the
results (Creswell, 2014; Sekaran & Bougie, 2016).

Research Method

This research used quantitative research approach.
According to its purpose, it is applied research, descriptive
in nature, field research in setting, cross sectional in time
and survey design in method. Data were collected through
a structured questionnaire that allowed us to statistically
analyses participants’ perceptions of the impact of
Artificial Intelligence (AI) on journalistic ethics.

Variables of the Study

The independent and dependent variables of this
study are based on the Technology Acceptance Model
(TAM). The independent variables are
usefulness, perceived ease of use, perceived opportunities

perceived

and perceived challenges of artificial intelligence. We
consider intention to use and actual use as behavioral
constructs that relate to AI adoption. The dependent
variable is ethics in journalism. It is measured by core
ethical objectivity,
transparency, fairness and

principles such as accuracy,

accountability, privacy,
credibility. Some demographic variables (age, educational
level, job position, media type and work experience) were
also included to explore the possible differences among

respondents.
Study Site

The study was conducted in Nangarhar and
Laghman provinces, Afghanistan. Provinces were chosen
deliberately as convenient locations for research purposes
because they had a wide range of media professionals
working for local, national and international media
organizations. This diversity enabled data collection from
journalists with different professional backgrounds and
experiences in the use of Artificial Intelligence in
journalism. The provinces were selected based on
accessibility and logistical considerations.

Observation Ward

The unit of observation is the use of Artificial
Intelligence in journalistic practices and its impact on
ethical processes in news organizations. The study explores
journalists’ experiences, perceptions and professional
practices regarding the use of Al in news production and
editorial decision-making.

Analysis Unit

The wunit of analysis is journalists, editors,
newsroom managers, broadcasting managers and local
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correspondents working in local, national and
international media organizations working in Nangarhar
and Laghman provinces. Their answers provide the
empirical basis for the investigation of the ethical

implications of Al for journalism.
Study Population

The target population is journalists, editors,
newsroom managers, broadcasting managers and media
professionals working in local media organizations and
national and international media operating in Nangarhar
and Laghman provinces. They were chosen because of
their direct involvement in news gathering, editing,
production and editorial decision-making and for their
practical experience in using Artificial Intelligence in
journalism.

Sample Count

The total study population was estimated to be
approximately 200 media professionals. The sample size
was calculated using Cochran’s formula for sample size at
95% confidence level and 5% margin of error. This gave a
sample size of 130 respondents, which was considered
statistically representative of the study population.

Sampling Procedure

In this study, a combination of purposive sampling
and convenience sampling was used. Participants were
purposefully selected based on their job role, experience in
journalism and knowledge on the applications of Artificial
Intelligence in media organizations. This approach made
sure that the respondents had relevant knowledge and
practical experience in relation to the research objectives.

Instrument of Research

Data were collected wusing a structured

questionnaire developed by the researcher. The
questionnaire was designed based on the research

objectives, research questions and theoretical framework.

The questionnaire consisted of closed-ended items
measured using a five-point Likert scale to capture
respondents’ perceptions and attitudes.

Data Collection Method

Questionnaires were distributed by hand to
journalists, editors, newsroom managers, broadcasting
managers and local reporters in the provinces of
Nangarhar and Laghman. The questionnaires were
completed voluntarily by the participants, with sufficient
time and instructions. The researcher collected the filled in
questionnaires personally in order to have high response
rate and accuracy of data.

Validity and Reliability

The questionnaire was reviewed by 9 senior
lecturers from Kabul University, Laghman University,
Nangarhar University, and Kabul Education University for
content validity. Comments and recommendations from
the participants were considered in the final version of the
instrument.

A pilot study was conducted with 30 respondents to
check the reliability and construct validity of the
questionnaire. Reliability was assessed using Cronbach’s
Alpha and Composite Reliability (CR), while construct
validity was assessed using the Average Variance Extracted
(AVE), the Kaiser-Meyer-Olkin (KMO) Measure of
Sampling Adequacy, and Bartlett’s Test of Sphericity. The
demonstrated that all
recommended thresholds, showing the satisfactory validity

results constructs met the

and reliability of the research instrument.

The results indicated acceptable psychometric
properties and confirmed the validity of the instrument for
the main data collection process.

Table 1. Reliability and convergent validity pilof test
results.

No Variable Items KMO | Bartlett's Sig. AVE Composite Cronbach's Alpha
Reliability
(CR)
1 Perceived 4 0.567 0.000 0.593 0.852 0.769
usefulness
2 Perceived Ease 4 0.753 0.000 0.618 0.865 0.789
of Use

3 Intention to use 4 0.645 0.000 0.674 0.859 0.679
4 Actual use 4 0.696 0.000 0.616 0.861 0.774
5 Opportunities 5 0.859 0.000 0.738 0.933 0.907
6 Challenges 7 0.740 0.000 0.563 0.898 0.865
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Data Analysis

Data were coded and analyzed using IBM SPSS
Statistics Version 27. Characteristics of the respondents
and study variables were described using descriptive
statistics (frequencies, percentages, means, standard
deviations, skewness and kurtosis). Inferential statistical
analyses such as normality tests, correlation analysis and
multiple regression analysis were used to explore the
relationships among the study variables and to test the
research hypotheses. These statistical techniques helped to
accurately interpret and enhanced the walidity and
generalizability of the study findings.

Ethical Concerns

It was voluntary. All respondents were informed
about the purpose of the research and informed consent
was taken before filling the questionnaire. The anonymity
and confidentiality of the participants were strictly
observed and the collected data were used for academic
and research purpose only. Ethical approval and consent

to participate The study was conducted according to
ethical principles based on Declaration of Helsinki.

Results

Artificial intelligence is changing journalism all over the
world, and Afghanistan is no exception. It provides useful
tools for faster news production, data analysis and better
information access.” But it also raises serious ethical
concerns about issues like misinformation, bias and less
accountability in reporting. These issues are even more
important in the context of Afghanistan’s difficult media
environment. The article considers the possibilities and
ethical problems of the application of Al in journalism and
its influence on the professional standards of the country.

Table 2. Demographic Profile of the Respondents

Variable Category Frequency (N) | Percentage (%)
Gender Male 121 93.1%
Female 9 6.9%
Age 25 years or below 64 49.2%
25 to 36 years 51 39.2%
36 to 45 years 10 7.7%
45 years or above 5 3.8%
Education Level Grade 12 Graduate 25 19.2%
Bachelor’s Degree 100 76.9%
Master’s Degree 5 3.8%
Occupation Journalist 89 68.5%
Head of Newsroom 9 6.9%
Editor 14 10.8%
Broadcasting Manager 18 13.8%
Years of Service in Media Sector 3 years or less 49 37.7%
More than 3 to 6 years 40 30.8%
More than 6 to 9 years 18 13.8%
Province Nangarhar 88 67.7%
Laghman 42 32.3%
Type of Media (Based on Nature) Radio 88 67.7%
Radio & Television 23 17.7%
News Agency 12 9.2%
Print Media 7 5.4%
Media Ownership Government 39 30.0%
Private 91 70.0%
Participation based on Media Centralization | Yes 113 86.9%
(Local/Non-local media) No 17 13.1%
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The  demographic  characteristics of the
respondents suggest that the sample is male, young and
relatively well educated. The participants are primarily
journalists, working in radio-based, private, and locally-

focused media organizations in Nangarhar and Laghman

provinces. Overall, the sample represents a workforce with
a moderate level of professional experience in the media
industry.

Table 3. Descriptive Statistics of Study Variables (Al
and Journalism Ethics)

Variable Item (Indicator) N Mean Std. Deviation
Perceived Usefulness Al improves data accuracy 130 | 3.80 0.97
Al prevents fake news dissemination 130 | 3.48 1.14
Al improves transparency in reporting 130 | 3.5 1.12
Al helps protect national interest 130 | 3.44 111
Perceived Ease of Use | Al tools are easy for ethical decision-making 130 | 3.76 1.06
Easy to evaluate credibility of Al news 130 3.65 0.98
Al helps include multiple perspectives 130 3.66 1.03
Al helps avoid plagiarism 130 | 3.86 1.09
Behavioral Intention Intend to use Al for misinformation control 130 | 3.88 0.94
Ethical policies increase Al use intention 130 3.89 0.98
Intend to use Al for source protection 130 | 354 1.14
Intend not to publish harmful content 130 | 4.38 1.00
Actual Use Used Al for fact-checking news 130 3.28 1.07
Used Al for unity-promoting news 130 3.74 1.08
Used Al for objectivity in reporting 130 | 3.42 1.03
Used Al after evaluating social harm 130 | 361 1.10
Opportunities Used Al for fair and accurate reporting 130 3.43 1.09
Al simplifies source credibility checking 130 | 3.42 1.09
Al helps detect fake content 130 | 3.67 1.04
Al improves news accuracy 130 3.44 1.03
Al helps protect sensitive information 130 3.29 1.14
Challenges Lack of source transparency is a problem 130 | 3.88 1.00
Al errors spread misinformation quickly 130 3.93 0.98
Al threatens journalistic identity 130 3.85 1.06
Overreliance weakens ethical responsibility 130 | 391 1.03
Privacy risks due to Al use 130 | 391 1.01
Lack of Al explain ability reduces accountability 130 3.90 0.97
Al-generated content reduces public trust 130 4.04 1.09

Table 2 shows the descriptive statistics (mean and
standard deviation) for the study variables measured on a
Likert scale.

Correlation Tests

Pearson correlation analysis was preceded by
testing assumptions of linearity and normality. The results
showed that the relationships among variables were about

linear. The Kolmogorov-Smirnov and Shapiro-Wilk tests
indicated some departures from normality (p < 0.05),
however the values of skewness and kurtosis were in
acceptable range (1), supporting the appropriateness of
the data for parametric analysis. We therefore used
Pearson correlation.

Table 4. Pearson Correlation of Variables

Variables Intention Perceived Perceived Actual Opportunities Challenges
to use usefulness Ease of Use use
Intention to use 1 A97** 595** 576** .656** .169
Perceived usefulness A97** 1 .683** 493** .556%* -.025
Perceived Ease of Use 595** .683** 1 562** .661** .109
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Actual use 576** 493**
Opportunities .656** .556%*
Challenges .169 -.025

Correlation analysis results indicate that most
variables are significantly and positively correlated at 0.01
level. The strongest relationship was found between Actual
use and opportunities (r=0.745). Also, there is a strong
positive relationship between perceived usefulness and
Perceived Ease of Use (r = 0.683). By contrast, challenges
correlate weakly and mostly insignificantly with other

.562** 1 T45%* -.022
661** T45%* 1 024
.109 -.022 .024 1

Table 1 One-Sample t-Test Analysis of Study
Variables (Test Value = 3) The one-sample t-test was
conducted to test the significant difference between the
mean values of the study variables and the test value of 3.
The results are shown in the table below.

Table 5. Results of One-Sample t-Test

variables.
Variable N Mean SD T Df Sig. (2-tailed) Cohen’s d

Perceived 130 3.5404 0.8392 7.342 129 <.001 0.644

usefulness
Perceived Ease of 130 3.7327 0.7864 10.623 129 <.001 0.932

Use

Intention to use 130 3.9231 0.7015 15.003 129 <.001 1.316
Actual use 130 3.5115 0.8152 7.154 129 <.001 0.627
Opportunities 130 3.4508 0.8476 6.064 129 <.001 0.532
Challenges 130 3.9154 0.6481 16.103 129 <.001 1.412

The results show that the mean values of all the
study variables are significantly higher than the test value
(3) asall the p-values are below 0.001. This implies that the
respondents generally perceive artificial intelligence in
journalism positively in all constructs such as perceived
usefulness, perceived ease of use, behavioral intention,
actual use, opportunities, and challenges.

In addition, Cohen’s d effect size values indicate
that behavioral intention (d = 1.316) and challenges (d =
1.412) have strong effects, which means that respondents
have a high intensity perception of them. Other variables,
such as perceived ease of use (d = 0.932), perceived
usefulness (d = 0.644), actual use (d = 0.627), and
opportunities (d = 0.532) also have medium to large effect
sizes.

The findings reveal that in totality, the perception
of Artificial Intelligence in Afghan journalism is positive,
but it also poses some challenges showing a dual impact.

Assumptions of Regression Analysis

Before running the regression analysis, the key
assumptions of the model were tested to ensure the validity
of the results. It was assumed that the relationships
between the independent variables (perceived usefulness
and perceived ease of use) and the dependent variables
(intention to use and actual use) are approximately linear.

Skewness, kurtosis, and the Shapiro-Wilk test were used to
assess normality, and the results revealed an acceptable
distribution (skewness = —0.210, kurtosis = 0.542, p =
0.205). Multicollinearity diagnostics did not indicate any
serious problem as tolerance (.533) and VIF (1.875) were
within acceptable levels. The independence of residuals
was acceptable with Durbin-Watson statistic (1.393).
Outlier analysis was performed on standardized residuals
and Cook’s Distance and no influential cases were found.
Finally, the residual plots were visually checked for the
random

assumption of homoscedasticity, and a

distribution of the errors was observed.

The assumptions of regression analysis were
generally met and this supports the reliability of the model.

Table 6. Summary of Multiple Regression Model

Mo | R | R2 | Adjus | Std. F | Sig | Durbi
del ted R2 | Erro : n-
r Wats
on
1 .66 | .44 | 437 505 | 511 | < | 1.393
8 6 31 48 .00

1
Dependent Variable: Intent to Use and Actual Use

Predictors: Perceived Usefulness, Fase of Use
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The predictive impact of perceived usefulness and
perceived ease of use on behavioral intention and actual
use was examined using multiple regression analysis. The
model summary shows that the independent variables
explain 44.6% of the variance of the dependent variable
(RA2 = 446, Adjusted RA2 = .437), which is a moderate
explanatory power.

The overall model was statistically significant (F = 51.148,

p <.001) confirming that the predictors reliably account for
the variation in the dependent variable. Furthermore, the
Durbin-Watson value (1.393) shows that residuals are
fairly independent that confirms the validity of the
regression model.

Table 7. Multiple Regression Coefficients for
Behavioral Intention and Actual Usage.

Predictor B Std. B t Sig. 95% ClI 95% ClI Tolerance | VIF
Error (Lower) (Upper)
Constant 1.500 | 0.224 — 6.702 | < 1.057 1.943 — —
.001

Perceived 0.171 | 0.073 0.213 | 2.353 | 0.020 | 0.027 0.314 0.533 1.875
Usefulness
Perceived Ease of | 0.432 | 0.077 0.504 | 5577 | < 0.279 0.585 0.533 1.875
Use .001

Dependent Variable: Intention and Behavior Use

The effect of perceived usefulness and perceived
ease of use on behavioral intention and actual use was
tested using multiple regression analysis. The results show
that both predictors are significant predictors of the
dependent variable.

Perceived usefulness has a positive and statistical
significant effect (p = 0.213, p = 0.020), while perceived
ease of use shows a stronger positive and highly significant

effect (B = 0.504, p <.001). This suggests that ease of use is
a better predictor than usefulness to explain behavioral
intention and actual use.

the
indicate that the Tolerance values (.533) are more than
0.10, and the VIF values (1.875) are less than 5, confirming
the absence of a Multicollinearity problem in the model.

Moreover, Multicollinearity =~ diagnostics

Table 8. Regression Analysis of Opportunities on
Behavioral Intention and Actual Use

Predictor B Std. Error B T Sig. 95% CI (Lower) 95% CI (Upper)
Constant 1.544 0.152 — 10.140 <.001 1.243 1.845
Opportunities 0.630 0.043 0.792 14.696 <.001 0.545 0.715

Model Summary: R= 0.792, R Square= 0.628,
Adjusted R Square= 0.625, F= 215.986, Durbin-Watson=
1.505

Dependent Variable: Behavioral Intention and Real
Use

A simple linear regression analysis was performed
to investigate the influence of opportunities on behavioral
The results show that
opportunities have a strong and statistically significant

intention and actual use.

positive effect to the dependent variable (p = .792, p <
.001).

R2 of .628 (62.8% of the variance) for behavioral
intention and actual use of the model indicates its strong

explanatory power. The regression model was statistically
215986, p <.001), supporting the
robustness of the relationship.

significant (F

Also, the Durbin-Watson value (1.505) suggests
that the residuals are reasonably independent, which
supports the validity of the model.

Overall, the results suggest that opportunities are
an important factor in influencing the behavioral intention
and actual use of artificial intelligence by journalists.

Table 9. Regression Analysis of Challenges on
Behavioral Intention and Actual Use

Predictor B Std. Error B T Sig. 95% CI (Lower) 95% CI (Upper)
Constant 3412 0.364 — 9.385 <.001 2.692 4131
Challenges 0.078 0.092 0.075 0.852 0.396 -0.103 0.259
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Model Summary R R Square Adjusted R Square F
Durbin-Watson 0.075 0.006 -0.002 0.726 1.407
Dependent Variable: Behavioral Intention and Actual
Usage

A simple linear regression analysis was used to
analyze the effect of challenges on behavioral intention and
actual use. Results show that challenges have a positive yet
statistically insignificant impact on the dependent variable
(B=0.075, p = 0.396).

The model explains only 0.6 % of the variance of
behavioral intention and actual use (R 2 =.006), which isa

very weak explanatory power. Moreover, the overall model
is not statistically significant (F = 0.726, p >.05), indicating
that challenges are not significant predictors of behavioral
intention and actual use in this study.

The value of Durbin-Watson is 1.407 which
indicates that residuals are reasonably independent. In
general, the results indicate that challenges do not play an
important predictive role in influencing the use of artificial
intelligence by journalists in this context.

Table 10. Independent Samples t-test for Provincial
Variations

Variable Nangarhar (Mean + SD) Laghman (Mean + SD) t df Sig.
Perceived Usefulness 3.5398 + 0.89 3.5417 £ 0.72 -0.012 | 128 0.990
Perceived Ease of Use 3.7330£0.82 3.7321+£0.71 0.005 128 0.996
Behavioral Intention 3.9943 £ 0.67 3.7738+£0.75 1.688 128 0.094

Actual Use 3.5938 + 0.84 3.3393+0.73 1.676 128 0.096
Opportunities 34614 £0.91 3.4286 £ 0.70 0.206 128 0.837
Challenges 3.8620 £+ 0.69 4.0272 £ 0.54 -1.364 | 128 0.175

There were no statistically significant differences
between the respondents of Nangarhar and Laghman
Provinces in all variables (p > .05) that is, the province has

no impact on the respondents’ perceptions of artificial
intelligence in journalism.

Table 11 Independent Samples t-test for Differences
Between Government and Private Media

Variable Government (Mean + SD) Private (Mean £ SD) t df p
Perceived Usefulness 358+1.01 3.52+0.76 0.324 128 0.747
Perceived Ease of Use 3.79+0.88 3.71+0.74 0.589 128 0.557
Behavioral Intention 3.86 +0.86 3.95+0.62 -0.681 128 0.497

Actual Use 3.57+0.96 3.49+0.75 0.487 58.51 0.628
Opportunities 3.47+£0.93 3.44+0.81 0.184 128 0.854
Challenges 4.00 £ 0.55 3.88+0.69 1.068 89.73 0.289

Independent samples t-tests were performed to
investigate differences between government and private
media for all study variables. All p-values are above 0.05,

therefore no statistically significant differences were found
between the two groups.

Table 12. Independent Samples t-test for Differences
in Media Location (Local vs National/International Media)

Variable Local Media (Mean | National/International Media (Mean + SD) t df p
+SD)
Perceived 3.52+0.83 3.68+0.88 -0.716 | 128 0.475
Usefulness
Perceived Ease of 3.71x0.79 3.87x081 -0.758 | 128 0.450
Use
Behavioral 3.86+0.70 4.37 +0.54 -2.881 | 128 0.005*
Intention
Differences  between  local  media  and using an independent samples t-test. The results show that

national/international media respondents were examined

there is no statistically significant difference in perceived
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usefulness and perceived ease of use, because the p-value is
greater than 0.05.

However, there was a significant difference in
behavioral intention (t = -2.881, p = 0.005), which
indicated that participants from national/international
media had higher intention to use artificial intelligence
than participants from local media.

Overall, the results show that media location does
not have any significant effect on most of the variables,
except for behavioral intention where a significant
difference is found.

Table 13. One-Way ANOVA Results of Study
Variables Differences by Age Group

Variable F df (Between, Sig. (p-
Within) value)
Perceived 0.404 3,126 .750
Usefulness
Perceived Ease | 1.147 3,126 333
of Use
Intention to Use | 1.095 3,126 354
Actual Use 1.009 3,126 391
Opportunities | 0.891 3,126 448
Challenges 0.116 3,126 .950
One-Way ANOVA showed no significant

differences among the age groups for any of the study
variables (p > .05). This indicates that age was not a
significant factor in participants’ perceptions, intentions,
actual use, opportunities or challenges regarding artificial
intelligence.

Table 14. One-way ANOVA results for differences in
study variables according to educational level.

Variable F Sig. (p-value)
Perceived Usefulness 0.354 .703
Perceived Ease of Use 2.450 .090

Intention to Use 1.082 342
Actual Use 1.939 148
Opportunities 4.018 .020*
Challenges 0.748 475

*Significant at p < .05.

One-Way ANOVA results showed no statistically
significant differences in perceived usefulness, perceived
ease of use, intention to use, actual use and challenges
across educational levels (p >.05). However, a statistically
significant difference was found on opportunities (F =
4.018, p =.020) indicating that the perceptions of the

opportunities associated with artificial intelligence were
different for participants with different educational levels.

Table 15. Results of One-Way ANOVA of Study
Variables Differences by Job Position

Variable F Sig. (p-value)
Perceived Usefulness 0.067 978
Perceived Ease of Use 0.277 842

Intention to Use 0.437 127
Actual Use 0.448 719
Opportunities 0.472 702
Challenges 1.199 313

The results of the One-Way ANOVA showed no
significant differences among the job positions for all the
variables of the study (p >.05). This indicates that job
position of participants did not significantly affect their
perception, intention to use, actual use, perceived
opportunities, and perceived challenges of artificial
intelligence.

Table 16. One-Way ANOVA of Differences in
Study Variables by Years of Service

Variable F Sig. (p-value)
Perceived Usefulness 0.365 778
Perceived Ease of Use 1.860 140

Intention to Use 0.347 792
Actual Use 1.599 193
Opportunities 1.394 248
Challenges 2.297 .081

The One-Way ANOVA revealed no statistically
significant differences across years of service for any of the
study variables (p > .05). This implies that the years of
service of the participants did not significantly affect their
perceptions, intention to use, actual use, perceived
opportunities, or perceived challenges of artificial
intelligence.

Discussion and Testing of Hypotheses

The results of the hypothesis testing from the statistical
analyses conducted in the study are presented in this
section. The hypotheses were tested by means of the
Pearson correlation, regression analysis, Independent
Samples t-testand One-Way ANOVA. The results indicate
whether the proposed relationships and group differences
are statistically significant and therefore whether each
hypothesis is supported or not supported. Table 4.X shows
a summary of the hypothesis testing results, including the
significance values (p-values) and the final decision for the
hypotheses.
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Table 17. Summary of research hypothesis tests

Hypothesis Research Hypothesis P- Decision
value

H1 Perceived usefulness has a positive and significant effect on intention to use and .020 Supported
actual use of artificial intelligence.

H2 Ease of perceived use has a positive and significant effect on the intention touse | <.001 | Supported
and the actual use of artificial intelligence.

H3 Al usage intention and actual use are positively and significantly influenced by <.001 | Supported
opportunities.

H4 H3: Perceived challenges associated with Artificial Intelligence significantly 396 Not
influence journalists” intention to use and actual use of Artificial Intelligence. Supported

H5 First, there is a high positive correlation between perceived usefulness, perceived | <.001 | Supported
ease of use, intention to use, actual use and opportunities.

H6 Significant differences in the educational level were observed in the study .020* | Supported
variables.

H7 Significant differences were found in the study variables according to age, job > .05 Not
position, and years of service. Supported

The current study explored the impact of artificial
intelligence (AI) on the journalistic ethics in Afghanistan,
mainly focusing on the newsroom practices, professional
behavior, and ethical standards among the journalists,
editors, and media managers. To discuss the results to the
research objectives: To investigate the impact of Al on
journalistic ethics, the opportunities it brings and the
challenges it offers to the Afghan media.

Overall, the findings suggest that perceptions about
adopting Al in Afghan journalism are a double-edged
sword. On the other hand, it increases efficiency, allows
content generation and improves data processing
capabilities. On the other hand, it raises serious ethical
issues regarding transparency, accountability, bias, and
credibility of information. The results confirm earlier
international studies that have highlighted the potential
and ethical dangers of Al in journalism (Graefe, 2015; Ali
& Hassoun, 2019).

The results are very consistent with the Technology
Acceptance Model (TAM) in theory. The study’s findings
suggest that perceived usefulness has a significant impact
on journalists’ intention to adopt Al tools, especially for
tasks such as transcription, content creation, and data
analysis. However, perceived ease of use is not enough to
ensure acceptance. Major barriers in Afghanistan include
institutional constraints, lack of training and inadequate
technology infrastructure. This is in agreement with Davis
(1989) who observed that the adoption of technology is
determined not only by system characteristics but also by
contextual and organizational factors.

Ethically, the findings confirm that AI poses

challenges to core journalistic values, including
truthfulness, accuracy, impartiality and accountability.
Similar concerns have been widely raised in the literature,
with scholars arguing that algorithmic journalism can lead
to bias, loss of editorial control and less transparency of
news production processes (Dorr & Hollnbuchner, 2017;
Kruikemeier & Lecheler, 2023). The present study extends

these findings by showing that such risks are higher in

developing media systems, such as Afghanistan, where
regulatory and ethical frameworks are still not well
developed.

The study also indicates that Al adoption in Afghan
journalism is patchy and highly dependent on institutional
capacity. Bigger media organizations with more digital
capacity and trained staff are better placed to successfully
embed AI tools, while smaller or under-resourced
newsrooms are more hesitant. This finding is in line with
Sanchez (2022) who identified weak governance structures
and limited professional training as major constraints to
the integration of ethical Al in journalism, especially in
developing regions.

A major finding of this study is that there is a long
lag between technological progress and regulation of
ethics. Afghan newsrooms are increasingly turning to
artificial intelligence to increase productivity and speed,
but there are no standardized ethical guidelines for its use.
This increases the risk of misinformation, less human
oversight and possible misuse of automated content
generation systems. Dorr and Hollnbuchner (2017)

likewise raised similar concerns, highlighting the need for
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the institutionalization of ethical frameworks for

algorithmic journalism.

It is worth noting that the value of this study lies in
its contextual contribution. Most of the existing research is
limited to Western or highly developed media systems.
This study adds empirical insights from Afghanistan,
where digital transformation is still at its infancy phase. It
reveals the cultural, technological and institutional barriers
to the adoption of AI in journalism. Thus, the study
contributes both theoretically and practically by extending
TAM to a media environment with limited resources, and
evidence to and media

providing policymakers

organizations on the need for ethical Al governance.

The findings have also practical implications for
media development in Afghanistan. They argue that
without adequate training programs, ethical guidelines
and regulatory frameworks, Al could work against rather
than for journalistic integrity. Thus, capacity building, Al
literacy initiatives and institutional reforms are crucial for
responsible Al integration in Afghan journalism (Fatima
etal, 2025).

This paper generally illustrates how artificial
intelligence affects journalism in Afghanistan in terms of
improving the efficiency and productivity of the
newsroom but at the same time bringing about significant
ethical issues. The results confirm the role of perceived
usefulness, institutional readiness and context constraints
on the AI adoption. But it is lacking in robust ethical
frameworks and limited professional capacity to use it
responsibly. Al presents promising opportunities for
Afghan journalism, yet the sustainable integration of Al
demands a balanced emphasis on ethical governance,
professional training, and regulatory development to
preserve journalistic integrity and public confidence.

Conclusion

The study investigated the effect of artificial intelligence
(AI) on journalistic ethics in Afghanistan, such as
newsroom practices, perceptions of journalists, and
professional values. The findings show that Al is emerging
as a powerful player in the Afghan media landscape and is
resulting in significant gains in efficiency, speed and
content production. Al-powered tools can assist
journalists and media organizations with transcription,
data analysis, automated reporting and distribution of
content which will result in greater productivity and

operational efficiency in the newsroom.

But the study also finds there are serious ethical and
institutional challenges to the adoption of AI. Concerns

include transparency and accountability, algorithmic bias,
misinformation, privacy breaches and loss of editorial
control. In Afghanistan, the absence of comprehensive
regulatory frameworks and a lack of professional training
compound these challenges.

This research lends support to the Technology
Acceptance Model (TAM) that the perceived usefulness
and perceived ease of use are significant factors influencing
the decision to adopt AI in journalism. However, these
factors are constrained by contextual factors such as poor
infrastructure, lack of institutional support and low digital
literacy among media practitioners.

The study concludes that while the use of Al holds
promise for positively transforming journalism in
Afghanistan, its unregulated and unstructured uptake
could pose serious risks to journalistic ethics and
credibility. Therefore, the responsible and normative use
of Al is a must to protect the principles of journalism such
as truthfulness, accuracy, fairness, and accountability from
technological intrusion.

Suggestions

¢ +Afghan media institutions should establish
ethical guidelines for the use of artificial
intelligence in journalism.

¢ Conduct frequent training programmers for
journalists to increase their knowledge of AT and
its ethical application in tools.

e Media organizations should upgrade their digital
infrastructure to enable effective and secure Al
integration.

e Human editorial judgment should be applied at
all stages of the Al-assisted news production
process.

e Develop a clear legal and regulatory framework
to govern the use of Al in the media sector.

e Promote media and digital literacy for
journalists and the public to mitigate the risks of
misinformation.

e Further research is needed on the impact of Al
on journalism in different regions of
Afghanistan.

Competing interests

The authors declare no conflict of interest with
regard to the publication of this manuscript.
Availability of data statement

The datasets generated and analyzed during the
current study are available from the corresponding author
on reasonable request.

47


http://nussj.nu.edu.af/

Miakhel & Zirak

http://nussj.nu.edu.af

Vol.03; No.02; 2026

References

Ahmadi, Professor Jawedah (2019). Principles of Media
Ethics. Kabul: Azim Publications.

Ali, W., & Hassoun, M. (2019). Artificial intelligence and
automated journalism: Contemporary challenges
and new opportunities. International journal of
media, journalism and mass communications,
5(1), 40-49.

Christians, C. G., Fackler, M., Richardson, K. B., Kreshel,
P.J., & Woods, R. H. (2020). Media ethics: Cases
and moral reasoning (11th ed.). Routledge.

Creswell, J. W. (2014). Research Design: Qualitative,
Quantitative, and Mixed Methods Approaches.

Davis, F. D. (1989). Perceived usefulness, perceived ease of
use, and user acceptance of information
technology. MIS Quarterly, 13(3), 319-340.

https://doi.org/10.2307/249008

Dierickx, L., Opdahl, A. L., Khan, S. A., Lindén, C. G., &
Guerrero Rojas, D. C. (2024). A data-centric
approach for ethical and trustworthy Al in

journalism. Ethics and Information
Technology, 26(4), 64. DOI:10.1007/s10676-024-
09801-6

Dorr, K.N., & Hollnbuchner, K. (2017). Ethical Challenges
of Algorithmic Journalism. Digital Journalism, 5,
404 - 419.

Fatima, F., Ansari, N. A., & Ahsan, B. (2025). Al in News
Gathering:  Unpacking how Al Reshapes
Journalism in Pakistan. Qlantic Journal of Social
Sciences and  Humanities, 6(4), 220-232.
DOI:10.55737/qjssh.vi-iv.25433

Foladi, Muhammad (2009). Journalistic Ethics. Translated
by: Yahya Yaqubi. Kabul: Danish Publishing
House.

GRAEFE, A. (2015). Guide to Automated Journalism.
Columbia Journalism Review.
https://www.cjr.org/tow_center_reports/quide_t
0_automated_journalism.php

Hakimi, M., Bahraam, H., Shahidzay, A. K., & Sadaat, S. N.
(2024). Examining the Developing Influence of
Emerging Technologies in the Media Sector of
Afghanistan. Studies in Media, Journalism and
Communications, 2(1), 01-
12. https://doi.org/10.32996/smjc.2024.2.1.1

Hyunjin Seo, Azhar Igbal, & Shanawer Rafique. (2024).
Attitudes Toward Al, AI Self-Efficacy, and Al
Adoption: A Survey of Media Students in
Afghanistan and Pakistan. Studies in Media,
Journalism and Communications, 2(2), 22-
30. https://doi.org/10.32996/smjc.2024.2.2.4

Khatib Zanjani, & Nazila (2026). Examination of the
Ethical Foundations of Artificial Intelligence and
Its Alignment with Islamic Anthropological and
Epistemological

Principles.  Religion  and

Communication (Sadeq Journal), e78089.

Kovach, B., & Rosenstiel, T. (2021). The elements of
journalism: What newspeople should know and
the public should expect (4th ed.). Crown.

Krausovd, A., & Moravec, V. (2022). Disappearing
authorship: Ethical protection of Al-generated
news from the perspective of copyright and other
laws. J. Intell. Prop. Info. Tech. & Elec. Com. L., 13,
132.

Karokhel, Danish (2018). Professional Journalism. Kabul:
Pajhwok News Agency.

Kruikemeier, S., Lecheler, S., & Vliegenthart, R. (2023).
What is holding us back? We should be looking
ahead!
practices  in

Considerations about open science
Studies. Digital

384-389.

Journalism
Journalism, 11(2),
DOI:10.1080/21670811.2022.2116722

Liaquat, L., & Shah, M. H. (2025). Conversational Al and

Journalistic Ethics: Emerging Concerns in
Pakistani Newsrooms. Qlantic Journal of Social
Sciences and  Humanities, 6(2),  207-215.

https://doi.org/10.55737/qjssh.vi-ii.25369

Maihanyar, S., & Wardak, M. S. (2025). A Social Media and
Solutions for Detecting Fake News: A Study of
Four Northern Provinces of Afghanistan. Journal
of Social Sciences and Humanities, 2(2), 87-99.
https://doi.org/10.62810/issh.v2i2.52

Masoudi (2025). The impact of artificial intelligence
systems in automated news content production
on the quality and professional standards of
journalism: A qualitative meta-analysis. Journal
of News Sciences, 14(2), 101-120.(Persian)

McQuail, D. (2010). McQuail’s mass communication
theory (6th ed.). Sage.

Miakhel, I. (2026). Impact of Television Content on the
Cultural Perspectives of Youth in Afghanistan: A

48


http://nussj.nu.edu.af/
https://doi.org/10.2307/249008
https://doi.org/10.1007/s10676-024-09801-6?urlappend=%3Futm_source%3Dresearchgate.net%26utm_medium%3Darticle
https://doi.org/10.1007/s10676-024-09801-6?urlappend=%3Futm_source%3Dresearchgate.net%26utm_medium%3Darticle
https://doi.org/10.55737/qjssh.vi-iv.25433
https://www.cjr.org/tow_center_reports/guide_to_automated_journalism.php
https://www.cjr.org/tow_center_reports/guide_to_automated_journalism.php
https://doi.org/10.32996/smjc.2024.2.1.1
https://doi.org/10.32996/smjc.2024.2.2.4
https://doi.org/10.1080/21670811.2022.2116722
https://doi.org/10.55737/qjssh.vi-ii.25369
https://doi.org/10.62810/jssh.v2i2.52

Miakhel & Zirak

http://nussj.nu.edu.af

Vol.03; No.02; 2026

Case Study, Jalalabad City. Journal of Social
Sciences and Humanities, 3(1), 111-127.

https://doi.org/10.62810/issh.v3il.258

Noain-Sanchez, A. (2022). Addressing the Impact of
Artificial Intelligence on Journalism: the
perception of experts, journalists and academics.
Communication & Society, 35(3), 105-121.
https://doi.org/10.15581/003.35.3.105-121

ONAKPA, M. S., ALIYU-OHIARE, F., & Amana, S. O.
(2024). Impact of Artificial Intelligence on
Journalism Ethics. InProceedings of the 3rd
International Conference on ICT for National
Development and Its Sustainability, May 21st-
24th, 2024,(ICT4NDS2024) (pp. 195-210).

Saeed, R., Hashmi, M., & Qamar, S. (2025). The Impact of
Artificial Intelligence on News Credibility and
Media Ethics. Global Sociological Review, X(111),
90-108. https://doi.org/10.31703/gsr.2025(x-

Sekaran, U., & Bougie, R. (2016). Research Methods for
Business: A Skill-Building Approach.

Sonni, A. F., Hafied, H., Irwanto, I., & Latuheru, R. (2024).
Digital Newsroom Transformation: A Systematic
Review of the Impact of Artificial Intelligence on
Journalistic Practices, News Narratives, and
Ethical Challenges. Journalism and Media, 5(4),
1554-1570.
https.//doi.org/10.3390/journalmedia5040097

UNESCO. (2021). Journalism, fake
disinformation: Handbook for journalism
education and training. UNESCO Publishing.

news and

Ward, S. J. A. (2019). Ethics and the media: An
introduction (2nd ed.). Cambridge University
Press.

Yaqubi, Y., Nabil, N. A., & Sapi, A. M. (2025). Assessing
the Relationship Between Public Trust and
Ethical Reporting of Afghanistan International
TV. Journal of Social Sciences & Humanities 2(4),
248-265
https://doi.org/10.62810/jssh.v2i2.52

Zhaxylykbayeva, R., Burkitbayeva, A., Zhakhyp, B,
Kabylgazina, K., & Ashirbekova, G. (2025).
Artificial Intelligence and Journalistic Ethics: A
Comparative Analysis of Al-Generated Content
and Traditional Journalism. Journalism and
Media, 6(3), 105.
https://doi.org/10.3390/journalmedia6030105

Zirak, R., Miakhel, I., & Rokhan, R. (2025). Assessing the

Impact of Artificial Intelligence on the Learning
Students at
Nangarhar University. Journal of Social Sciences
39-52.

Process of Computer Science

and Humanities, 2(2),
https://doi.org/10.62810/jssh.v2i2.30

49


http://nussj.nu.edu.af/
https://doi.org/10.62810/jssh.v3i1.258
https://doi.org/10.15581/003.35.3.105-121
https://doi.org/10.31703/gsr.2025(x-iii).10
https://doi.org/10.31703/gsr.2025(x-iii).10
https://doi.org/10.3390/journalmedia5040097
https://doi.org/10.62810/jssh.v2i2.52
https://doi.org/10.3390/journalmedia6030105
https://doi.org/10.62810/jssh.v2i2.30

