
      

 

 

Scientific Annals of Economics and Business 

72 (2), 2025, 337-351 

DOI: 10.47743/saeb-2025-0023 
 

  

 

Regional Media Sentiment Analysis of AI in Entrepreneurship:  

A Comparative Study of the UK, USA and Europe 

Lia Cornelia Culda* , Dumitru Alexandru Mara** , Marian Pompiliu Cristescu*** , 

Raluca Andreea Nerișanu
§

*, Ana Maria Constantinescu°*  

 

Abstract: The rapid growth of the global economy is increasingly driven by innovation, with artificial 

intelligence being at the core of business processes transformation. As AI continues to reshape 

industries, the entrepreneurial economy must adapt to these changes to stay competitive. Often, media 

narratives influence perceptions and guide decision-making. Our study provides comparative sentiment 

analysis of how AI integration into entrepreneurship is portrayed by regional media in the UK, USA, 

and Europe. Analyzing 905 news articles collected via GNews API between August 5, 2024 and April 

1, 2025, we applied the VADER tool to assess sentiment in headlines and article descriptions on a daily 

and weekly basis. The results reveal regional differences and distinct sentiment patterns between 

headlines and content, highlighting a complex media narrative around AI adoption. By associating media 

coverage to entrepreneurial perception, our research contributes to the literature on technology-driven 

economic changes and offers a foundation for future studies exploring the intersection of media news, 

innovation, and business strategy. 
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1. INTRODUCTION 

 

As technology evolves, the innovation process becomes more accessible for companies. 

Artificial intelligence (AI) is playing a key role in driving competitive advantage and 

improving operational efficiency. Yet, AI adoption depends on factors such as company size, 

organizational culture, and technological readiness. Companies face challenges such as the 

need for IT infrastructure, digital skills, and strong leadership support (Ghani et al., 2022; 

Kinkel et al., 2022). Additionally, external pressures, such as government regulations and 

competitive dynamics, along with employee acceptance and the need for upskilling, further 

affect AI integration (Horani et al., 2023; Vogel et al., 2023). 

Beyond these internal factors, media coverage is another powerful influence on 

corporate decisions and public perceptions of AI. Media outlets shape how AI is viewed, 

either as a beneficial innovation or a potential risk. Different channels, from social media to 

traditional newspapers and television, contribute to varying levels of public trust and caution 

(Cui and Wu, 2021; Neyazi et al., 2023). These narratives shape how entrepreneurs view the 

risks and benefits of AI. 

Our study is centered around an important research question: "How do media portrayals 

of AI differ across the UK, USA, and Europe, and what implications do these differences have 

for entrepreneurial decision-making and technological adoption?" To explore this question, 

we conduct empirical analysis. Our approach involves a comparative sentiment analysis that 

quantitatively evaluates the tone of media coverage regarding AI’s transformative role in the 

economy. Through this, we aim to identify regional trends showing how varying media 

narratives may influence entrepreneurial perceptions and actions. 

The decision to focus on the UK, USA, and Europe is intentional, reflecting their unique 

cultural attitudes and regulatory environments. The USA, has a rapid pace technological 

advancement environment. The UK, on the other hand, tends to take a more measured approach, 

weighing the potential benefits of innovation against potential risks. Meanwhile, European 

media often includes more regulatory and ethical considerations. Additionally, a common thread 

among all these regions is the shared language of English, which improves data availability. 

By concentrating on these regions, our study addresses a gap in the existing literature, 

which has often prioritized the technical and organizational aspects of AI adoption over the 

influence of media in shaping public and entrepreneurial perceptions. The insights generated 

through our analysis contribute to the academic and business debate on AI-driven innovation. 

Moreover, we hope that our study will serve as a foundation for future research exploring the 

long-term effects of media sentiment on technological adoption and innovation. 

 

2. NEWS MEDIA INFLUENCE 

 

News media has a strong influence on how people see the world, especially in today’s 

competitive and diverse markets. As news organizations compete for attention and revenue, 

they have adopted a mix of traditional and social media. This change has led to more 

personalized content, especially on regional platforms, making the news more engaging for 

consumers. People also participate more in creating and discussing news, which increases the 

media’s impact. News outlets not only share information but also strengthen regional interests 

and shape public attitudes (Kerrigan and Graham, 2010). 
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Economic news, particularly about downturns or recessions, can significantly affect 

consumer confidence, regardless of the actual economic situation. For example, a study in the 

Netherlands showed that negative economic news could lower confidence even during stable 

times. This highlights the media's power in shaping how people feel and behave, especially 

in areas sensitive to economic changes (Hollanders and Vliegenthart, 2011; Damstra and 

Boukes, 2021). Also, studies have found that bias in economic reporting can influence how 

people feel about the economy and lead to changes in financial and political decisions. For 

example, Dutch newspapers sometimes add a “spin” to economic news to make it more 

memorable, which can affect how consumers view the economy. Even when this spin doesn’t 

match the actual situation, it can cause a short-term drop in consumer confidence. Negative 

or dramatic news can make people more pessimistic about the economy, even if conditions 

are stable (Alsem et al., 2008). 

News media also shapes how people view innovation and technology. Urban areas, where 

economic growth is often tied to technological progress, tend to get more positive media coverage 

of new technologies. This helps speed up the adoption of these technologies in cities. In contrast, 

areas that focus less on innovation might see slower adoption because of how the media presents 

technological developments (Toole et al., 2012; Sama, 2019; Ozgun and Broekel, 2021).  

Media hype, as illustrated by the Gartner Hype Cycle, demonstrates how new 

technologies – such as AI, blockchain, and electric vehicles – experience phases of high 

expectations followed by disappointment and eventual productivity. While such hype can 

generate significant attention and investment, it may also lead to disillusionment when 

expectations are unmet (Bakker, 2010; Morini, 2016). Media hype can also influence 

government policies around technological innovations. Hype cycles can speed up or delay the 

creation of regulations, especially for areas like AI or green technologies. Some experts have 

noticed that AI hype is used to attract funding or shape policy, but it can also divert attention 

from important societal issues, making regulation more complex (Züger et al., 2023). 

The role of media becomes even more complex in the context of AI. AI hype in journalism 

can distort the understanding and regulation of technologies by emphasizing short-term 

productivity gains over journalism’s civic role, thereby obscuring critical debates on ethics, 

accuracy, and societal implications (Spyridou and Ioannou, 2025). At the same time, a 

comprehensive review has highlighted that AI is rapidly transforming digital media through 

automation, personalization, and content curation. Despite these enhancements in creativity and 

efficiency, AI also presents challenges such as privacy concerns, job displacement, and 

algorithmic bias – underscoring the importance of responsible adoption. Public trust in AI is 

significantly influenced by how media frames its ethics and controllability. Long-term analysis 

of media coverage, such as that of New York Times articles, reveals that both the tone and 

perceived morality of AI critically impact public acceptance and subsequent technology 

adoption (Khan, 2022). Moreover, visual media representations – especially in German outlets 

– often depict AI with futuristic or dystopian imagery, amplifying either enthusiasm or 

skepticism depending on whether these portrayals evoke hope or fear (Krause, 2024). 

Media coverage thus serves a double-edged role in innovation. While increased visibility 

can attract investment and stimulate technological progress, excessive scrutiny or an 

overemphasis on short-term outcomes may divert resources away from long-term research 

and development efforts, particularly in fast-evolving sectors like AI and blockchain (Dai et 

al., 2021). Furthermore, the gap in media coverage between developed and developing 

countries increases the "digital divide" and affects the adoption of new technologies. Media 
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access and content availability about technologies like AI and blockchain often favor 

developed countries. In developing regions, limited access to media and technology slows 

down the spread of new technologies. Media in developed countries sometimes exaggerates 

the impact of emerging technologies, while media in developing areas may not have the 

resources to cover them in detail. This difference can further widen the digital divide 

(Freeman and Freeland, 2015). Local media markets also affect how people access and 

understand news. In the U.S., for example, people in large cities have more access to national 

and international news, while rural areas rely mostly on local media. This creates different 

“information cultures” in various regions, where local media strongly influences what people 

know and how they act (Althaus et al., 2009). 

 

3. SENTIMENT ANALYSIS  

 

Sentiment analysis, or opinion mining, involves extracting emotions and opinions from text. 

A major aspect of this techniques is web content mining, which gathers information from online 

sources (Atanasova et al., 2010). This is particularly valuable in areas like financial news, where 

analyzing online content helps organizations understand public sentiment and market trends.   

Provost and Fawcett provided further methodological clarity by detailing how open-

source libraries in Python and R can be utilized to vectorize text data, train classification 

models, and score sentiments without resorting to expensive software solutions (Provost and 

Fawcett, 2013). By utilizing these tools, companies can make better-informed decisions based 

on data insights. This approach is also, widely applied in market research, where companies 

track customer preferences and emotions, adjusting strategies based on feedback (Pang and 

Lee, 2008; Cambria et al., 2013).  

Research shows how sentiment analysis aids entrepreneurship. Palahan (2022) examines 

how sentiment analysis tools help entrepreneurs by extracting important business sentiments from 

a large number of news articles. This research highlights the value of AI in helping entrepreneurs 

make decisions in global trade and investment, showing its practical application in business 

intelligence (Palahan, 2022). Similarly, Shirsat et al. (2017) used sentiment analysis to categorize 

news articles based on their positive or negative tone, focusing on business and entrepreneurship 

news from BBC. Their study shows that computational techniques like tokenization and stop-word 

removal can provide useful insights into business trends (Shirsat et al., 2017). 

Complementing these approaches, Waters et al. (2021) also contribute to this area by 

analyzing the emotions of entrepreneurs on Twitter, applying sentiment scoring to measure 

the emotional expressions of social entrepreneurs. They found that social entrepreneurs tend 

to express more positive emotions, and those transitioning to entrepreneurship show more 

positive sentiments in online conversations. This is helpful for understanding how AI tools 

can analyze entrepreneur behavior on social media (Waters et al., 2021). 

 

4. METHODOLOGY 

 

To start our sentiment analysis for the USA, UK, and European regions, we divided the 

process into three steps.  

The first step involved selecting relevant keywords for our news search. We conducted 

a brief literature review to identify the potential benefits and challenges of AI adoption (Table 

no. 1). Our findings guided the keyword selection. 
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Table no. 1 – Potential benefits and challenges of AI adoption 

Potential benefits and 

challenges 

References 

AI business growth 

automation 

Soni et al. (2019); Malik et al. (2022); Modhoriye et al. (2023); 

Nigmatov and Pradeep (2023); Paul et al. (2023); Rubab and 

Forman Christian (2023) 

AI optimizing business 

processes  

Nigmatov and Pradeep (2023); Paul et al. (2023); Rubab and 

Forman Christian (2023)  

AI-enhanced decision 

making in business   

Cubric (2020); Nigmatov and Pradeep (2023); Rubab and Forman 

Christian (2023)  

AI reshaping business 

models   

Soni et al. (2019)  

AI driving innovation in 

business  

Soni et al. (2019); Cubric (2020); Malik et al. (2022); Modhoriye et 

al. (2023); Rubab and Forman Christian (2023)  

AI market deployment 

strategies  

Soni et al. (2019)  

AI in improving 

competitiveness for SMEs 

Paul et al. (2023)  

AI improving business 

competitiveness  

Modhoriye et al. (2023); Nigmatov and Pradeep (2023); Paul et al. 

(2023); Rubab and Forman Christian (2023)  

AI-powered resource 

allocation optimization 

Cubric (2020); Nigmatov and Pradeep (2023); Paul et al. (2023) 

AI-driven revenue streams in 

business  

Nigmatov and Pradeep (2023); Paul et al. (2023)  

AI-enhanced customer 

experience personalization 

Soni et al. (2019); Cubric (2020); Modhoriye et al. (2023); 

Nigmatov and Pradeep (2023); Paul et al. (2023); Rubab and 

Forman Christian (2023)  

AI boosting operational 

efficiency 

Soni et al. (2019); Cubric (2020); Rubab and Forman Christian 

(2023)  

AI predictive analytics in 

business  

Cubric (2020); Modhoriye et al. (2023); Nigmatov and Pradeep 

(2023); Paul et al. (2023); Rubab and Forman Christian (2023)  

AI job security concerns Soni et al. (2019); Cubric (2020); Malik et al. (2022)  

AI job displacement in 

business  

Soni et al. (2019); Modhoriye et al. (2023); Nigmatov and Pradeep 

(2023)  

Algorithmic bias in AI 

adoption  

Cubric (2020); Nigmatov and Pradeep (2023)  

AI cybersecurity 

vulnerabilities  

Cubric (2020); Modhoriye et al. (2023); Nigmatov and Pradeep 

(2023)  

AI privacy breaches in 

business  

Cubric (2020); Malik et al. (2022); Modhoriye et al. (2023)  

AI stress among employees Malik et al. (2022); Nigmatov and Pradeep (2023)  

AI increasing complexity in 

business operations  

Cubric (2020); Malik et al. (2022); Paul et al. (2023)  

AI employee trust issues Soni et al. (2019); Cubric (2020)  

Ethical challenges of AI in 

business  

Soni et al. (2019); Nigmatov and Pradeep (2023); Rubab and 

Forman Christian (2023)  

Source: own creation based on literature review 

 

The keywords we used were simplified versions of the potential benefits and challenges 

identified in the literature. 
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Figure no. 1 – Keywords 

Source: own creation  

 

The second step involved using a free news API to gather relevant news articles. GNews 

API is a RESTful service that enables users to search and retrieve current and historical news 

articles worldwide. It offers two primary endpoints: a search function for querying articles 

based on keywords, and a top headline feature that provides trending news categorized by 

topics such as general, world, business, technology, entertainment, sports, science, and health. 

The API supports filtering by language and country, delivering results in JSON format. It has 

a free plan up to 100 request per day and additional paid ones (GNews, 2015).  

We filter the result for each region and performed the search using Python and its 

libraries. The code imported libraries to manage HTTP requests (requests), data manipulation 

(pandas), time management (time), and interaction with the operating system (os). An API 

key was used for authentication, and the GNews API base URL was set up to fetch the 

necessary news data.   

 

 
Figure no. 2 – Python libraries 

Source: own creation 

 

We collected titles and descriptions of 905 news articles between August 5, 2024, and 

April 1, 2025. These articles came from three regions: the US with 340 articles, Europe with 

275 articles and UK with 290 articles. All this data was saved in Excel for further analysis.  
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Before analyzing how positive or negative the articles were using the VADER (Valence 

Aware Dictionary for Sentiment Reasoning) tool, we remove any duplicates. This tool helps 

us measure the sentiment of text, whether it's positive, negative, or neutral. VADER gives a 

score ranging from -1 (very negative) to +1 (very positive). We applied it to both the titles 

and descriptions of the articles. 

After getting the sentiment scores, we compared the sentiment across the USA, UK, and 

Europe using bar charts, which helped us see the differences in how AI was discussed in each 

region. We also created charts to show how these scores changed each day and week. This 

allowed us to track how AI was being portrayed over time. 

 

5. RESULTS 

 

The sentiment analysis scores displayed in Figure no. 3, indicate that both titles and 

descriptions across all regions generally lean toward a positive sentiment, even if only 

marginally, with scores that remain close to zero. Nevertheless, descriptions generally exhibit 

a more positive sentiment than titles across all regions. 

 

 
Figure no. 3 – Average sentiment of titles and description by region 

Source: own creation 

 

  
Figure no. 4 – Title sentiment distribution 

 by region  
Source: own creation 

Figure no. 5 – Description sentiment 

distribution by region 

Source: own creation 
 

Figures no. 4 and no. 5 illustrate the distribution of title and description sentiment across 

European, UK, and USA news articles.  
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From these distributions, a few patterns emerge. Europe and the USA feature titles 

leaning more toward positive and neutral sentiment, while UK titles show a relatively higher 

share of negative sentiment. Additionally, descriptions across all three regions skew towards 

positive than their corresponding titles. This can be noticed in the UK and the USA, where 

half or more descriptions are categorized as positive. Overall, these results reinforce that news 

article descriptions tend to contain more positive language than the often more concise titles. 

Overall, media portrayals of artificial intelligence tend to be neutral-to-positive. While 

headlines often use negative or attention-grabbing language, especially in the UK, the articles' 

content generally presents a more optimistic view of AI. This suggests that media outlets aim 

to balance the initial impact of headlines with content that emphasizes the benefits and 

potential of AI, despite critical tones in the titles. 
 

  
Figure no. 6 – Sentiment over time in 

European articles (days) 

Source: own creation 

Figure no. 7 – Sentiment over time in 

European articles (weeks) 

Source: own creation 
 

Both the daily and weekly sentiment trends in European news articles show similar patterns 

of fluctuation, but differ in the timing and intensity of their peaks and troughs. In both cases, the 

description sentiment tends to show more extreme values compared to the title sentiment. 

In the daily analysis of European News Articles, titles showed more volatile sentiment 

– bottoming at -0.51 (October 21, 2024) and peaking at 0.83 (January 25, 2025) – while 

descriptions ranged from a high of 0.92 (September 29, 2024) to a low of -0.65 (January 9, 

2025). The weekly analysis displays a more moderated sentiment, with title scores between -

0.30 (October 6, 2024) and 0.43 (October 13, 2024), and descriptions between -0.31 

(December 1, 2024) and 0.67 (December 22, 2024). 

 

 
 

Figure no. 8 – Sentiment over time in UK 

articles (days) 

Source: own creation 

Figure no. 9 – Sentiment over time in UK 

articles (weeks) 

Source: own creation 
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Combined with previous findings that titles and descriptions predominantly display 

neutral-to-positive sentiment results suggest that while headlines occasionally adopt sharper, 

negative tones to capture attention, the broader media narrative on artificial intelligence 

remains measured and slightly optimistic. 

Overall, the daily trends capture sharper, more frequent shifts in sentiment, whereas the 

weekly trends show a smoother, averaged perspective of the sentiment changes over time. 

The coverage of AI in the UK generally leans toward a neutral-to-positive portrayal, 

although there are notable negative spikes that highlight ongoing concerns about potential 

risks. This combination of skepticism and optimism reflects a media environment that 

recognizes AI's transformative potential while remaining mindful of its challenges.  

Daily, sentiment scores for titles ranged from a strongly positive 0.88 on September 23, 

2024, to a particularly negative -0.92 on January 28, 2025. Descriptive sentiment scores vary 

similarly, reaching a high of 0.89 on October 3, 2024, and a low of -0.81 on January 26, 2025.  

When viewed weekly, sentiment appears more moderate: title scores dipped to -0.49 on 

October 6, 2024, and peaked at 0.49 on January 12, 2025. Meanwhile, descriptive scores 

ranged between a high of 0.78 on December 22, 2024, and a low of -0.03 on March 30, 2025. 

The daily coverage of AI shows significant fluctuations influenced probably by specific 

events or topics. However, the weekly patterns indicate a more consistent narrative. 

 

  
Figure no. 10 – Sentiment over time in USA 

articles (days) 

Source: own creation 

Figure no. 11 – Sentiment over time in USA 

articles (weeks) 

Source: own creation 

 

Both the daily and weekly sentiment trends in USA news articles exhibit fluctuations, but 

the daily analysis shows more shifts compared to the weekly analysis. In both cases, the findings 

align with trends in European and UK articles, where descriptions tend to be more positive. 

In the day-to-day analysis, USA News Articles show notable swings, with title sentiment 

dipping to -0.81 (August 13, 2024) and rising as high as 0.83 (January 25, 2025). Descriptions 

follow a similarly broad range, peaking at 0.88 (January 23, 2025) and bottoming at -0.71 

(March 14, 2025). These daily trends reflect sharper, more frequent sentiment changes in the 

news articles. In contrast, the weekly analysis shows a smoother trend. Title sentiment moves 

from 0.44 (November 17, 2024) to -0.23 (October 20, 2024), while description sentiment 

ranges from 0.72 (September 15, 2024) to -0.08 (October 20, 2024). This smoother pattern 

indicates that while individual daily reports can be highly positive or negative, the overall 

week-by-week portrayal skews neutral-to-positive. 
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Figure no. 12 – Aggregated sentiment over 

time (days) 

Source: own creation 

Figure no. 13 – Aggregated sentiment over 

time (weeks) 

Source: own creation 
 

These aggregated patterns align with observations in Europe, the UK, and the USA 

individually: while titles may occasionally spike sharply – positive or negative – descriptions 

tend to offer a more consistently positive or balanced view. 

Headlines are often crafted to grab attention quickly, using sensational or extreme 

language. While headlines aim for immediate impact and engagement, often exaggerating 

sentiment, the body of the article tends to provide more detailed context. This gap in sentiment 

reflects a common editorial strategy: using headlines to spark interest while employing body 

text for detailed analysis and context. 

European headlines may touch on ethical or regulatory challenges but ultimately focus on 

AI's innovative potential and its role in economic growth. In contrast, UK coverage displays a 

more divided sentiment in headlines, often leaning towards negative framing. This inclination 

may stem from cultural tendencies toward caution. Factors like post-Brexit uncertainty deepen 

this critical tone. However, similar to Europe, the descriptive content in UK articles tends to be 

more optimistic. Meanwhile, in the USA, while headlines occasionally emphasize the risks 

associated with AI, descriptions generally present a strong neutral-to-positive outlook. This 

reflects the country’s strong tech industry and innovation-driven economy, which highlights AI's 

transformative potential despite some negative sentiments in headlines. 

 

6. DISCUSSIONS 

 

One of our findings was the notable difference in sentiment between titles and 

descriptions of articles. Descriptions across the USA, UK, and Europe generally displayed 

more positive sentiment compared to the titles. This divergence suggests that while the media 

may use more sensational or cautious headlines to capture readers' attention, the body of the 

articles provides a more balanced or optimistic perspective on AI. This aligns with previous 

research which has shown that media outlets often adopt a more critical or provocative tone 

in headlines to attract readership (Alsem et al., 2008; Freeman and Freeland, 2015). For 

example, a news article from the USA discusses the impact of an IPO, featuring a title 

sentiment score of -0.49. It focuses on a significant entrepreneurial event: the challenges faced 

during CoreWeave's IPO. Despite the negative headline, the article's description has a score 

of 0.3626, indicating that there is still underlying confidence in emerging AI ventures 

(Yildirim, 2025). Additionally, there is a CNBC article covering LVMH CEO Bernard 

Arnault’s family office investing in AI startups. This article has a neutral title, but its 

description carries a positive score of 0.47 (Frank, 2024). 
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In the UK, for example, the titles were more negative, reflecting a cautious stance 

towards AI. In contrast, the descriptions in UK media were generally positive, suggesting that 

while the initial media narrative may focus on risks or challenges, the detailed content reflects 

optimism about AI’s potential benefits for business. This may reflect the public’s mixed 

emotions about AI, where concerns about job displacement and ethical risks are balanced by 

recognition of AI’s role in innovation and operational efficiency. For example, The Guardian's 

article on retail automation titled “Robot Packers and AI Cameras: UK Retail Embraces 

Automation to Cut Staff Costs” illustrates a similar dynamic. The headline has a sentiment 

score of -0.27, indicating a negative tone, while the article's overall description is neutral. 

Although the headline highlights the potential for job losses, the detailed discussion 

emphasizes that AI-driven automation can help reduce costs and improve operational 

efficiency. It encourages businesses to adopt technology while carefully managing the 

associated disruptions (Butler, 2025). 

Our findings also resonate with studies that highlight how different regions exhibit varying 

levels of optimism about technological advancements (Morini, 2016). For instance, the USA 

showed more positive sentiment in both titles and descriptions compared to the UK and Europe. 

This finding could be explained by the USA's broader emphasis on entrepreneurial culture and 

its history of early adoption of emerging technologies, which media narratives reflect. By 

contrast, European media coverage tends to emphasize regulatory concerns and ethical 

implications more frequently, as reflected in the lower sentiment scores, particularly in titles 

(Kerrigan and Graham, 2010). For example, a report from SiliconRepublic highlights that Neura 

Robotics, based in Germany, recently raised €120 million. This significant investment comes 

with various regulatory challenges. Although the headline appears neutral, the article 

emphasizes the growing entrepreneurial rate and strategic shifts toward AI adoption. The 

description's sentiment score for this report is 0.34 (Mather, 2025). 

Another finding was the notable fluctuation in sentiment over time, particularly daily. 

This volatility is influenced by factors such as new investments in technology, concerns about 

job displacement, and discussions surrounding the potential and tangible benefits of AI in 

fields like medicine, finance, artificial content creation, and robotics. Such fluctuations 

indicate that media portrayals of AI are highly responsive to short-term events and news 

cycles (Bakker, 2010). These dynamics prompt enterprises to re-assess their strategies, 

suggesting that while initial media narratives may produce caution, broader discussions 

ultimately create an environment that encourages AI adoption and innovation.  

This study has several limitations that need to be considered in future research. Future 

studies should extend the analysis period to more than six months and include more regions, 

such as Asia and Africa, as well as diverse languages. This approach would help capture a 

broader perspective on the portrayal of AI in the media. Additionally, while sentiment analysis 

tools like VADER are useful, they may miss the complexity of emotions, and the study did 

not account for social media platforms, which play a growing role in shaping public opinion.  

Future studies could investigate how these media sentiments translate into actual 

business decisions and AI adoption rates. Given the rapid evolution of AI, longitudinal studies 

that track sentiment over a longer period could offer deeper insights into how media narratives 

evolve alongside technological advancements (Palahan, 2022). 
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7. CONCLUSIONS  

 

This study provided a comparative analysis of how media in the USA, UK, and Europe 

portrays AI, offering insights into regional differences in sentiment. Our findings reveal that 

while AI is generally portrayed positively in media descriptions, there are notable variations, 

particularly in the tone of article titles, which tend to be more cautious or negative in certain 

regions like the UK. The results suggest that media plays an important role in shaping public 

and entrepreneurial perceptions of AI, with potential implications for AI adoption rates and 

innovation.  

This duality emphasizes the media’s influential role in shaping public and 

entrepreneurial perceptions, which impacts AI adoption rates and strategic decision-making. 

In practical terms, for example, a more positive perception of AI in the USA could foster a 

culture that encourages rapid adoption and bold innovation. As a result, companies may be 

more inclined to invest quickly in new AI technologies. On the other hand, the more cautious 

approach observed in the UK and Europe, likely due to a stronger emphasis on regulations 

and ethics, suggests that businesses in these regions may adopt AI at a slower pace.  

These findings suggest that business leaders should look past attention-grabbing 

headlines and focus on the full details when thinking about the risks and opportunities of AI. 

Policymakers and investors can use this deeper understanding to create fair rules and make 

smarter investment decisions. Given this context, companies should closely monitor media 

trends. Also, since views on AI differ from place to place, AI companies should adjust their 

messages to match local attitudes about technology and innovation. This approach may help 

reduce fears and shift the focus toward the long-term benefits of AI. 

The study contributes to the existing literature by highlighting the influence of media 

sentiment on technological adoption and pointing out how regional media coverage reflects 

broader cultural attitudes toward AI and business innovation.  

Future research should incorporate social media sources, extend the timeframe, and 

explore how media sentiment influences business decisions and policies. Expanding to more 

regions and languages will provide a deeper understanding of the global interplay between 

media, public perception, and AI adoption in business. 
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