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Introduction

Since the 1950s, computer scientists, cognitive psychologists, and an array of other disciplines

have questioned what it means to be intelligent by establishing the field of artificial intelligence (AI),

challenging that even machines can be intelligent. After 70 years of research, AI is finally emerging

from its isolation within academic circles and is now garnering the attention of the general public.

In fact, it has not only established itself as a well-designed technology that ought to be discussed,

but as an emerging social actor. Undeniably, humans are increasingly interacting with AI as it would

with other humans. Thus, it is important to not only understand how, but why humans stereotype

AI and what influences us to that perception to begin with. This study investigates news media

coverage as a causal mechanism for AI stereotypes by borrowing the stereotype content model

(SCM) from the field of social psychology as the guiding theoretical framework.

Research Questions

1. How has the framing of AI for the SCM warmth and competence dimension changed in U.S.

news media between 2000–2024?

2. Which SCM quadrant is AI framing within U.S. news media most predominantly situated in

across all variables including medium, political orientation, news source, and temporal shifts?

3. How does AI framing within U.S. news media vary depending on the news organization’s

political orientation and medium?

Theoretical Framework

Stereotype Content Model (SCM) Social groups are perceived along two dimensions, warmth and

competence, producing four quadrants with distinct emotional responses:

Admiration: high warmth, high competence

Pity: high warmth, low competence

Envy: low warmth, high competence

Contempt: low warmth, low competence

Corpus

Methodology

Diachronic Analysis: Time-series frequency analysis quantified how prominently AI featured in

coverage and how this shifted across the study period.

Sentiment Analysis: Documents scored on warmth and competence dimensions of the

Stereotype Content Model using the SADCAT dictionary.

Statistical Analysis: (source-year level, n = 117):
Mann-Whitney U — print vs. broadcast

Kruskal-Wallis — political orientation (left/center/right) and source

Spearman’s ρ — temporal trend (2000–2024)

Frequency Results

AI coverage remained minimal across all six

sources through 2015, with fewer than 100 an-

nual mentions per outlet. Coverage rose gradu-

ally from 2016 onward, coinciding with AlphaGo’s

2016 victory and the introduction of the Trans-

formers architecture in 2017. The ChatGPT re-

lease in December 2022 triggered an unprece-

dented surge — annual AI mentions in the New

York Times and Wall Street Journal exceeded

1,750 in 2023, roughly a tenfold increase over

pre-2022 levels. Broadcast outlets followed the

same trajectory at lower volume, with MSNBC

consistently lowest.

Diachronic Results

The blue line (competence) and orange line

(warmth) show diachronic trends across all six ag-

gregated sources between 2000–2024. Warmth

remained stable around 0.03, while competence

gradually declined from 0.10 in the early 2000s

to 0.08 by 2024. Despite major AI milestones in-

cluding Roomba, Watson, Transformers, ChatGPT,

framing along these dimensions has remained con-

sistent.

SCM Results

Across all sources and 25 years of coverage, AI consistently framed AI within the high-warmth/high-competence

quadrant of SCM, means clustered between warmth scores of 0.01–0.06 and competence scores of 0.06–0.13.

Statistical Results

Discussion

Key Findings & Implications

AI is consistently framed in the Admiration quadrant across all sources, mediums, and years.

Medium drives framing more than ideology, broadcast frames AI with ∼70% higher warmth

than print (p < .001, r = 0.75), while orientation showed no significant effect.

Findings suggest news media coverage is not representative of general public consensus

specifically in relation to AI.

Limitations

News data is limited to U.S. mainstream (paid) mass news media

The corpus is restricted to data available online, creating gaps in data
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