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Abstract: 
With the rapid advancement of generative artificial intelligence technology, the application of AI Text-to-Vid-
eo in the field of news dissemination is becoming increasingly widespread, posing challenges to traditional 
animated news formats. This study employs experimental methods and in-depth interviews to explore the 
differences in user cognitive effects, emotional attitudes, and media preferences between AI Text-to-Video in 
animated news and traditional animated news. The findings reveal that AI Text-to-Video in animated news 
holds an advantage in initial cognitive effects and emotional responses, whereas traditional animated news 
performs better in long-term memory retention. Additionally, user preferences for the two news formats tend 
to be neutral, indicating their functional complementarity in news production. In the future, news production 
should emphasize “ human-machine collaboration,” with journalists transitioning from “content producers” 
to “ planners and reviewers.” Simultaneously, optimizing AI emotional models is essential to enhance the au-
thenticity and diversity of news.

Keywords: 
AI Text-to-Video, animated news, cognitive communication, emotional response, media preference

1 Introduction

In the process of animated news production at the scene, journalists often face the challenge of arriving 
after the news event has concluded, making it difficult to obtain timely information. Simultaneously, with the 
rise of Manuel Castells’ network society, the internet has transformed into a fluid space, significantly promot-
ing the widespread adoption of distributed network technologies. As a result, the latest updates from news 
scenes are often released first by “grassroots journalists.” To address this, media outlets such as Xinhua News 
Agency and The Beijing News have explored the “staged reenactment” (a method of recreating news events 
through animation or live reenactments) model of animated news, using animation or live reenactments to 
help audiences clearly understand the actual situation of news scenes. 

However, with the explosive growth of generative artificial intelligence technology, the application of AI 
Text-to-Video in the media industry has achieved continuous breakthroughs, challenging the traditional 
“staged reenactment” model of animated news. This raises the question: What are the differences in cognitive 
communication effects between traditional animated news and AI Text-to-Video in animated news? How can 
news media leverage AI Text-to-Video to enhance news production efficiency?

https://doi.org/10.37420/j.cer.2025.016



Vol.6  Iss.2  2025

2

© 2025 by the author(s); licensee Mason Publish Group, this work for open access publication is under the 
Creative Commons Attribution International License (CC BY 4.0). (http://creativecommons.org/licenses/by/4.0/)

Communication & Education Review

2 Literature Review 

2.1 Cognitive communication effects

Cognitive communication effects represent a research field that integrates audience cognitive theory and 
communication effects theory. Domestic research primarily focuses on theoretical discussions, with limited 
empirical studies. Keqin Lin and Jingping Zeng argue that cognitive communication emphasizes that all hu-
man cognitive activities are based on bodily experiences of the external world. Jingjing Han and Haoqing Yu 
further point out that cognitive communication falls within the realm of media psychology, focusing on how 
the brain and mind receive and process information in communication contexts. With the advancement of mo-
bile internet technology, many scholars have conducted research on cognitive communication in the context 
of new media technologies. For example, Zhaoyang Wang and Jiejie Wei, through controlled experiments, 
found that stronger emotional attitudes among mobile short video news users lead to better cognitive effects, 
and differences in content arrangement also influence users' cognitive effects. In contrast, studies by foreign 
journals are predominantly empirical. Kexin Song, through a survey on public trust in experts, revealed that 
factors such as experts' professional knowledge, reputation, communication skills, and the transparency of the 
online environment influence public cognitive patterns. While scholars both domestically and internationally 
have conducted extensive research on cognitive communication effects, most studies focus on theoretical de-
velopment and integration with psychology, leaving the questions raised in this study unanswered. 

2.2 Animated news phenomenon 

Based on a systematic review of existing literature, academic research on the animated news phenomenon 
began in 2010. Domestic scholar Yanbin Sun first defined animated news in his article “animated news is 
Just Misplaced”, describing it as a news reporting model that presents newspaper-reported news in animated 
form. Shuhua Wang supplemented the definition, proposing that animated news uses dynamic and visual an-
imations to reconstruct and interpret the process of news events, enhancing the vividness of news reporting. 
Additionally, domestic scholar Mengli Xie pointed out that early animated news primarily relied on hand-
drawn animations, while modern animated news is created using software such as AE and 3DMax. Wenqian 
Xu also highlighted new characteristics of animated news, including fragmentation, entertainment value, sto-
rytelling, and readability. Despite the extensive domestic research on animated news, most studies focus on 
its content characteristics, challenges, current status, and narrative expression, with limited exploration of its 
communication effects.  

2.3 AI Text-to-Video

As an emerging field, research on AI Text-to-Video by domestic and international scholars is still in its in-
fancy. A search on CNKI using “AI Text-to-Video” as the keyword, limited to the field of news and media, 
yields only 38 relevant papers. Anbin Shi and En Zheng argue that AI Text-to-Video, as an extension of the 
GPT-4 model in the field of visual communication, represents an advanced machine learning model capable 
of generating video content through AI. Sha Xun suggests that AI Text-to-Video is a technology that uses 
artificial intelligence to transform user-input text or images into video content, extending users’ sensory and 
emotional thinking. Fengming Wen and Yuqun Wen explored the role of AI Text-to-Video in various stages of 
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short video content planning, shooting, post-production, and presentation. Although the development of this 
communication technology has entered a fast lane, scholars' focus remains primarily on technological devel-
opment and application, making it difficult to effectively address the questions raised in this study.  

2.4 Research questions

A review of domestic and international literature reveals that existing research primarily focuses on single 
areas such as cognitive communication effects, animated news, and AI Text-to-Video, lacking comprehensive 
studies that integrate all three. 

Based on this, the study aims to address the following questions:  

Q1:Compared to traditional animated news, does AI Text-to-Video in animated news elicit stronger emo-
tional reactions?  

Q2:Compared to traditional animated news, does AI Text-to-Video in animated news promote deeper cog-
nitive effects among users?  

Q3:Compared to traditional animated news, is AI Text-to-Video in animated news more preferred by users?  

Q4:Compared to traditional animated news, what are the advantages and disadvantages of AI Text-to-Video 
in animated news in the news production process?  

3 Research Hypotheses and Methodology

3.1 Elaboration of research ideas

This study adopts a positivist research paradigm, combining experimental methods (Experiment 1 and Ex-
periment 2) and in-depth interviews (Experiment 3) to compare the effects of AI Text-to-Video in animated 
news and traditional animated news on users' cognitive effects, emotional attitudes, and media preferences. It 
explores the advantages and disadvantages of AI Text-to-Video in animated news in the news production pro-
cess, verifies research hypotheses through data analysis, and ultimately draws conclusions.

3.2 Research hypotheses

Based on the questions raised above, this study proposes the following research hypotheses:

H1: There is a significant difference in users' cognitive effects between AI Text-to-Video in animated news 
and traditional animated news, with AI Text-to-Video in animated news yielding better cognitive effects.

H2: There is a significant difference in users' emotional attitudes between AI Text-to-Video in animated 
news and traditional animated news, with AI Text-to-Video in animated news eliciting stronger emotional re-
sponses.

H3: There is a significant difference in users' media preferences between AI Text-to-Video in animated 
news and traditional animated news, with AI Text-to-Video in animated news being more favored by users.
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3.3 Experimental method

3.3.1 Experimental environment

In this experiment, participants can use their own smartphones or computers to watch videos. One day 
before the experiment, the experimenter will schedule the experiment time with participants to ensure stable 
internet connectivity, a relaxed and focused state of mind, and a quiet and comfortable environment to avoid 
external interference and noise. During the experiment, participants are divided into three WeChat groups, 
with eight participants in each group. The experiment is conducted over eight days, with the first part on Day 
1 and the second part on Day 8.

3.3.2 Participants

To test the hypotheses, this study employs a controlled experimental method, recruiting participants through 
Xiaohongshu, QQ groups, and personal referrals. To avoid gender bias, the recruited participants are evenly 
split between males and females. Before the experiment, participants are randomly assigned to Groups A, B, 
and C. The experiment includes 12 males and 12 females, totaling 24 participants, with each group consisting 
of 4 males and 4 females.

3.3.3 Experimental design

To accurately assess participants’ cognitive levels and abilities and minimize bias caused by individual dif-
ferences, a baseline cognitive ability test is administered to the 24 participants before the formal experiment. 
The test covers five areas: attention, memory, logical reasoning, language ability, and mathematical ability, 
with a total of 5 questions worth 1 point each. Participants scoring below 4 points are excluded. In this exper-
iment, all 24 recruited participants passed the test and are eligible for the formal experiment.

The experiment consists of two parts. The first part is the initial test (Experiment 1), where Group A learns 
about the event through other channels without watching a video, Group B watches AI Text-to-Video in 
animated news, and Group C watches traditional animated news. Subsequently, a questionnaire is used to 
evaluate each group's cognitive effects and emotional attitudes toward the news details. The second part is 
the crossover test (Experiment 2), conducted one week after the initial test (Experiment 1). In this phase, 
Group C watches AI Text-to-Video in animated news, and Group B watches traditional animated news. The 
questionnaire is used again to assess changes in cognitive effects and media preferences, further verifying the 
differences in cognitive communication effects between the two news formats.

Considering event exposure and memory costs, the stimulus materials for this experiment are selected to 
have low event exposure and low memory requirements to avoid cognitive interference and memory demands 
affecting the results. Therefore, this experiment uses a social news story titled “Man Trapped at the Bottom of 
a Well in Shaanxi Rescued After 4 Hours” from April 2024 as the stimulus material. This news story contains 
complete elements and reliable sources, meeting the experimental requirements. The traditional animated 
news material is sourced from Jiupai News, affiliated with Changjiang Daily, while the AI Text-to-Video in 
animated news is produced using the audiovisual content AI model “Runway.”
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3.3.4 Questionnaire design

The questionnaire is divided into four sections. 

The first section is the baseline cognitive ability test, designed to assess participants' foundational cognitive 
levels and abilities, ensuring they meet the experimental requirements. The test content has been mentioned 
earlier and is applicable to the initial test (Experiment 1).

The second section is the memory test, aimed at analyzing the differences in users' cognitive effects be-
tween AI Text-to-Video in animated news and traditional animated news, with a focus on users' memory re-
tention of event-related information. It consists of 10 questions, each worth 1 point, with a total score of 10. 
Incorrect answers receive no points. 

The third section is the user emotional attitude assessment, designed to measure users' emotional respons-
es after watching the news and evaluate the differences in emotional attitudes between AI Text-to-Video in 
animated news and traditional animated news. It includes 10 questions, with evaluation indicators such as 
sympathy,admiration, tension, moved, concern, warmth, trust, recognition, relief, and inspiration. These two 
sections are applicable to both the initial test (Experiment 1) and the crossover test (Experiment 2).

The fourth section is the user media preference assessment, designed to measure users’ preferences for dif-
ferent news formats and analyze the differences in media preferences between AI Text-to-Video in animated 
news and traditional animated news. It consists of 10 questions, with evaluation indicators including attrac-
tiveness, comprehensibility, innovation, interest stimulation, information dissemination capability, visual 
impact, viewing experience, future usage intention, and social media applicability. This section is applicable 
to the crossover test (Experiment 2). Both the third and fourth sections use a 5-point Likert scale, where 1 in-
dicates “strongly disagree” and 5 indicates “strongly agree.” Higher scores indicate more positive emotional 
attitudes or stronger media preferences.

3.4 In-depth interview method

3.4.1 Sampling method

The sampling method for this interview is purposive sampling, selecting representative news professionals 
as interviewees. The sampling criteria include: (1) covering media workers with different years of experience 
to ensure diversity in interview results; (2) selecting news professionals from different fields and positions 
to reflect diverse perspectives on news production and dissemination practices. Ultimately, five interviewees 
meeting the sampling criteria were identified through professional networks and other means.

3.4.2 Interviewees

Based on the findings from the initial test (Experiment 1) and the crossover test (Experiment 2), the in-
depth interview (Experiment 3) selected five media industry professionals as interviewees. These respondents 
have extensive experience in the media industry and can provide in-depth analysis and evaluation from a pro-
fessional perspective on the cognitive communication effects, emotional responses, media preferences, and 
media management of AI Text-to-Video in animated news compared to traditional animated news. The demo-
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graphic characteristics of the interviewees are shown in Table 1.

Table 1 Demographic Characteristics of Interviewees

Number Age Gender Occupation Duration of 
employment

A01 25 Male Advertising Editor at Provincial Media Less than 5 years

A02 35 Female Publicity Officer at University 5–10 years

A03 35 Male Former News Professional More than 10 years

A04 23 Male Short Video Journalist at Provincial 
Media Less than 5 years

A05 28 Female Editor and Reviewer at National Media Less than 5 years

3.4.3 Interview process

The interviews were conducted in a semi-structured manner, covering topics such as the interviewees' basic 
information, their perspectives on the cognitive communication effects of AI Text-to-Video in animated news 
versus traditional animated news, audience emotional responses, media preferences, and media management. 
The interviews were conducted via telephone, with each interview lasting approximately 45 minutes. The in-
terview process took place from February 8, 2025, to February 10, 2025. Open-ended questions were used to 
guide the interviewees into in-depth discussions, ensuring the richness and depth of the interview content. All 
interviews were recorded and transcribed into a 6,085-word verbatim transcript for subsequent analysis.

3.4.4 Ethical considerations

The entire interview process strictly adhered to academic ethical standards. First, before the interviews, 
each interviewee was provided with a detailed explanation of the research purpose, interview content, and 
how the interview text would be used, and informed consent was obtained. Second, the privacy of the inter-
viewees was respected and protected, with all interview data anonymized.

4 Research Findings

4.1 Primacy effect and sensory priority: AI Text-to-Video in animated news holds initial 
cognitive advantages

AI Text-to-Video in animated news demonstrates significant cognitive advantages during initial informa-
tion reception, enhancing users' memory effects through the primacy effect, multi-sensory stimulation, and 
reduced cognitive load. According to the memory test results from the initial test (Experiment 1) (Table 2), 
Group B, which was first exposed to AI Text-to-Video in animated news, achieved the highest memory score 
(8.5 points), significantly higher than Group C's score of 7.625 points when first exposed to traditional ani-
mated news. This result indicates that AI Text-to-Video in animated news has a notable cognitive advantage 
during initial information reception. This phenomenon can be explained by the primacy effect theory, which 
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posits that individuals have stronger memory encoding capabilities for information encountered for the first 
time, especially during the early stages of information presentation, where novel and unique information 
leaves a deeper impression. During the interviews, interviewees unanimously agreed that the novel format 
and multi-sensory stimulation of AI Text-to-Video in animated news quickly capture attention and enhance 
memory effects during initial exposure.

“When I first watched AI Text-to-Video in animated news, it engaged multiple senses, which activated 
more brain regions and enhanced memory.” (Interviewee A05) The visual impact and fragmented narrative 
structure of AI Text-to-Video reinforce users' initial cognitive experiences through multi-sensory stimulation, 
aligning with the “sensory priority” logic of communication. When information is presented simultaneously 
through multiple sensory channels such as vision and hearing, it activates multiple brain regions, enhancing 
information encoding and storage. As Interviewee A05 stated: “In my work, I have conducted similar data 
analyses, and the results showed that users spent 35% more time on AI Text-to-Video compared to traditional 
news, with emotional keywords like ‘shocking’ appearing 69% more frequently in the comments section.”

Individuals' cognitive resources are limited, and when information presentation reduces cognitive load, 
users can process information more effectively. In fact, the initial cognitive advantage of AI Text-to-Video in 
animated news does not solely stem from the technology itself but is achieved by optimizing user cognitive 
effects through short duration and strong visuals that reduce cognitive load. Interviewee A04 noted, “AI vi-
suals are more impactful, with customizable camera movements and styles that align with short video users' 
habits, enhancing memory points and emotional resonance.” This also creates “cognitive novelty points” for 
users. “Audiences are already familiar with AI through various media reports, and their first exposure to AI 
Text-to-Video effectively activates this cognitive memory. Novelty, curiosity, and exploration can all serve 
as descriptors for the optimal performance of memory retention and emotional identification.” (Interviewee 
A03)

Table 2 Memory Test Results

Group Experiment 1 (Average 
Score)

Experiment 2 (Average 
Score)

News Type (Experiment 1 / 
Experiment 2)

A 6.625 Not Participated —

B 8.5 9.25 AI ➔ Traditional

C 7.625 8.125 Traditional ➔ AI

4.2 Cognitive schema and humanized narrative: the sustained memory advantage of 
traditional animated news

Traditional animated news holds an advantage in deep memory consolidation due to its coherent narrative, 
high information density, and humanized emotional expression. These features can activate users' cognitive 
schemas. Although AI Text-to-Video in animated news demonstrates clear advantages in initial cognition, the 
memory test results from the crossover test (Experiment 2) (Table 2) show that Group B, after switching to 
traditional animated news, further improved their memory score to 9.25 points, while Group C, after switch-
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ing to AI Text-to-Video in animated news, only slightly increased to 8.125 points. This indicates that tradi-
tional animated news has a stronger advantage in sustained memory retention.

According to the Elaboration Likelihood Model (ELM), users’ deep processing of information relies on log-
ical coherence and the activation of cognitive schemas. Cognitive schemas are frameworks formed through 
long-term experience that help users quickly understand and memorize new information. traditional animated 
news, with its coherent narrative structure and rich information density, triggers users' central route process-
ing, engaging their “slow thinking” mechanisms and connecting with existing cognitive schemas, thereby 
consolidating long-term memory. Interviewee A05 noted, “traditional animated news is more coherent, mak-
ing it easier for audiences to activate cognitive schemas and associate information.” Interviewee A04 added, 
“traditional animated news is often based on in-depth investigations, multi-source verification, and contextual 
supplementation, resulting in higher information density.” Using flood reporting as an example, they pointed 
out that traditional animated news requires a combination of “on-site visits and software production,” with far 
greater detail accuracy than AI Text-to-Video, making it easier to form long-term memories in users' minds.

Additionally, the “humanized” characteristics of traditional animated news in emotional expression and 
narrative style are also key factors in its sustained memory advantage. During the interviews, Interviewee 
A03 emphasized, “AI Text-to-Video often lacks depth in emotional expression and narrative support, result-
ing in superficial memory retention.” Interviewee A01 also mentioned, “AI news tends to stay on the surface 
of events, while the human touch in traditional news makes it more empathetic and trustworthy, naturally 
leading to sustained advantages.” Essentially, this sustained advantage results from the combined effects of 
“content authority” and “narrative humanization.” However, its drawbacks, such as long production cycles 
and high costs, cannot be ignored, especially in breaking news scenarios where immediacy is crucial. There-
fore, Interviewee A05 suggested that formulaic reporting in fields like finance and sports could be fully auto-
mated using AI, freeing up human resources for in-depth investigations.

4.3 Cognitive dissonance and emotional models: divergent characteristics in user 
emotional identification

AI Text-to-Video in animated news elicits stronger emotional resonance during initial exposure, but tradi-
tional animated news has a more lasting emotional impact. This difference primarily stems from cognitive 
dissonance, generational differences among users, and the mechanical nature of AI's emotional expression. 
The emotional test results from the initial test (Experiment 1) and the crossover test (Experiment 2) (Table 3) 
show that Group B scored the highest in both tests, with a particularly high score (44.875) when first exposed 
to AI Text-to-Video in animated news, which slightly decreased (43.5) after switching to traditional animated 
news. In contrast, Group C had lower emotional identification scores, with an initial score of 36.125 when 
using traditional animated news and no significant improvement (36.5) after switching to AI Text-to-Video in 
animated news. This suggests that AI Text-to-Video in animated news may be more effective at eliciting ini-
tial emotional resonance, while traditional animated news has a stronger sustained impact.

This difference can be explained by cognitive dissonance theory, which posits that when new information 
conflicts with existing beliefs, users adjust their attitudes or behaviors to reduce psychological discomfort. 
The stronger emotional response of Group B to AI Text-to-Video in animated news compared to traditional 
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animated news may stem from the novelty of the technology and its low cognitive load, while Group C’s low 
identification may reflect their entrenched media usage habits. Additionally, during the interviews, Interview-
ee A01 observed that older users criticized AI news as “fake,” while younger users found it “interesting.” 
This generational difference aligns with the characteristics of “early adopters” and “laggards” in the Diffusion 
of Innovations theory. Younger users, as “early adopters,” are more receptive to the novelty and technological 
advantages of AI, while older users, as “laggards,” tend to rely on traditional news formats.

Interviewee A02 pointed out, “Previously, using AI to generate content about architecture or policy intro-
ductions didn’t resonate well with our audience. They found traditional animated news more relatable, and I 
believe AI news lacks a stylistic model.” Interviewee A04 attributed the mechanical nature of AI's emotional 
expression to its reliance on training data, stating, “It might be limited by algorithms and material libraries, 
making it seem mechanical.” This mechanical emotional expression struggles to evoke deep emotional reso-
nance, especially in news events requiring complex emotional narratives. The divergence in user emotional 
identification ultimately reflects differences in the acceptance threshold for AI’s emotional models. Therefore, 
optimizing the emotional expression capabilities of AI Text-to-Video in animated news and enhancing its 
acceptance across different user groups are crucial. “In the future, we need to optimize emotional models by 
incorporating elements like dialect narration and regional cultural features to bridge generational and regional 
gaps.” (Interviewee A01)

Table 3 Emotional Test Results

Group Experiment 1 (Average 
Score) Experiment 2 (Average Score) News Type (Experiment 

1 / Experiment 2)

A 40.375 Not Participated —

B 44.875 43.5 AI → Traditional

C 36.125 36.5 Traditional → AI

4.4 Use and gratification and functional complementarity: the underlying logic of 
neutral media preferences

Users show no significant preference for either AI Text-to-Video in animated news or traditional animated 
news, as their choices are based on specific needs and usage contexts. This reflects the instrumental ratio-
nality of news consumption and the “functional complementarity” of the media ecosystem in the intelligent 
communication environment. The media preference evaluation results (Table 4) show that the preferences 
of Group B and Group C for AI Text-to-Video in animated news and traditional animated news are similar, 
indicating that users’ media preferences are neutral and not inherently biased toward one form of news. As 
emphasized by the Uses and Gratifications Theory, users' choice of media form depends on their specific 
needs rather than the inherent characteristics of the media form itself. Interviewee A01 noted that government 
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clients prefer the authority of traditional formats, while cultural and tourism clients pursue the visual appeal 
of AI. This differentiated demand suggests that users choose news formats based on specific usage scenarios 
and functional needs rather than an inherent preference for a particular media form.

Furthermore, the neutral tendency in users’ media consumption reflects a shift toward instrumental ratio-
nality in news consumption behavior. In a mediatized society, users switch media based on communication 
contexts and individual needs, demonstrating enhanced audience agency. “WeChat users lean toward tradi-
tional formats, while Douyin users prefer AI. Post-00s users seek a hybrid experience of ‘information + enter-
tainment.’ ” (Interviewee A05) This diversity in media choices not only reflects the diversity of user needs but 
also reveals a media ecosystem characterized by “functional complementarity” rather than “substitution” in 
the intelligent communication environment. In other words, AI and traditional media are not mutually exclu-
sive but instead leverage their respective strengths in different scenarios based on user needs.

From the perspective of media ecology, the diversity and complementarity of media forms are key to the 
healthy functioning of the media ecosystem. As Interviewee A03 observed, “More media outlets are joining 
the trend of adopting AI news, somewhat reflecting a ‘if you can’t beat them, join them’ mentality.” This es-
sentially reflects the adaptation and transformation of media in response to changes in users' media consump-
tion habits. Such changes are both a passive choice in the face of media ecosystem reconstruction and an 
active attempt to embrace user-centric practices.

Table 4  Media Preference Evaluation Results

Group Average Score

B 28.5

C 28.625

4.5 Human-Machine collaboration and ethical challenges: reconstructing the news 
production paradigm

While AI Text-to-Video technology can reduce costs and improve efficiency, it also faces limitations such 
as authenticity risks, homogenization, and insufficient personalized expression. In the future, a “human-ma-
chine symbiosis” news production paradigm needs to be established. During the interviews, interviewees 
generally acknowledged the cost-saving and efficiency-enhancing value of AI Text-to-Video technology. For 
example, Interviewee A01 stated, “In our work, it saves at least 50% of manpower.” The introduction of new 
technology can indeed significantly improve production efficiency and optimize resource allocation. How-
ever, interviewees also expressed concerns about the authenticity risks and homogenization pitfalls of AI in 
news production. Interviewee A04 pointed out, “In my work, I’ve found that AI often generates fabricated 
information, such as misrepresenting domestic events as foreign ones, which can lead to errors or misinfor-
mation.” This not only damages the credibility of news but may also mislead public perception.

Additionally, Interviewee A05 mentioned, “The formulaic and templated nature of AI Text-to-Video in an-
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imated news can lead to a ‘one-size-fits-all’ approach. For example, during Spring Festival reports, multiple 
media outlets’ AI videos used elements like red colors, lanterns, and floating data, resulting in excessive ho-
mogenization.” This phenomenon undermines the uniqueness and diversity of news and may lead to audience 
esthetic fatigue. Furthermore, AI Text-to-Video still has significant limitations in personalized expression and 
stylistic storytelling. For instance, Interviewee A02 noted, “AI lacks distinct personal styles.” Interviewee 
A03 also believes that AI technology often struggles with videos requiring unique styles.

Within the framework of Actor-Network Theory, the differences in user cognitive effects between AI Text-
to-Video in animated news and traditional animated news are essentially manifestations of technological ra-
tionality versus humanistic rationality. Their competition is not a zero-sum game. In the actor-network, there 
is an “obligatory passage point,” meaning that the primary actor imposes rules on the secondary actor, and 
only by passing through this point can the secondary actor's needs be met and problems solved. Therefore, 
a “human-machine symbiosis” news production paradigm must be established, creating a dynamic mutual 
construction process between technology and social actors. In this regard, Interviewee A04 suggested, “The 
role of journalists should be restructured, shifting from ‘content producers’ to ‘planners and reviewers,’ lever-
aging the efficiency advantages of AI while ensuring the authenticity and objectivity of news through human 
review.” Additionally, Interviewee A05 emphasized the need to consider users’ psychological and emotional 
needs, aligning values to reduce negative experiences such as the “uncanny valley effect.” Interviewee A01 
recommended, “Establish AI material training positions and form specialized AI news teams to enhance effi-
ciency.”

5. Conclusion and Outlook

Currently, AI Text-to-Video, as a multimodal communication form, is triggering a paradigm shift in the 
field of news dissemination. This study, through a combination of experiments and in-depth interviews, thor-
oughly analyzed and explored the differences in cognitive communication effects, emotional responses, and 
media preferences between AI Text-to-Video in animated news and traditional animated news. The research 
found that AI Text-to-Video in animated news demonstrates significant cognitive advantages during initial 
information reception, primarily due to its novel format and multi-sensory stimulation. However, traditional 
animated news holds a stronger advantage in deep memory consolidation, closely related to its systematic 
narrative and content authority. Users’ emotional responses to the two news forms differ, and their media 
preferences are neutral, indicating that user choices depend more on specific contexts and individual needs. 
Although AI Text-to-Video technology offers significant cost-saving and efficiency-enhancing advantages in 
news production, it also faces challenges such as authenticity risks and homogenization. 

Future research could further optimize the emotional models of AI Text-to-Video to enhance its emotional 
expression capabilities and user acceptance. Meanwhile, news media organizations should actively explore a 
“human-machine symbiosis” news production paradigm, redefining the role of journalists from “content pro-
ducers” to “planners and reviewers” to better adapt to the media ecosystem in the intelligent communication 
environment.
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