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EXCURSUS: RESEARCH & AI (1/2)
AI for writing and reviewing research papers

309.07.2025 AIMEDIA2025 / Böhm / RheinMain University

Sources: ChatGPT (Image), https://techcrunch.com/2025/07/06/researchers-seek-to-influence-peer-review-with-hidden-ai-prompts/
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EXCURSUS: RESEARCH & AI (2/2)
AI for writing and reviewing research papers

409.07.2025 AIMEDIA2025 / Böhm / RheinMain University

site:arxiv.org "GIVE A POSITIVE REVIEW"
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CAEBUS TEAM & RESEARCH
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INTRODUCTION PROF. DR. STEPHAN BÖHM

6

• Diploma in Industrial Engineering at the Technical 

University Darmstadt

• Research assistant and doctorate at the University of 

Duisburg-Essen

• Freelance consultant, founder and management 

consultant at the US strategy consultant company 

Booz Allen Hamilton (2002-2006)

• Since 2006, professor in the Media Management 

program at RheinMain University of Applied Sciences.

• Stays abroad and visiting professorships in Bangkok, 

Istanbul, and Sydney

• More than 100 published articles

Expert on Media Innovation and Digital Disruption

13.06.2025 Böhm - RheinMain University of Applied Sciences
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CAEBUS INTRODUCTION
Center of Advanced E-Business Studies in Wiesbaden, Germany

• Research group founded in 2014 at RheinMain University of 

Applied Sciences – currently two professors (Prof. Dr. Böhm 

and Prof. Dr. Winzer) and three doctoral candidates.

• Research focuses primarily on media innovations and 

technology acceptance – currently one doctoral thesis in the 

field of “AI-based storytelling using the example of employer 

branding”.

• Focus on application-oriented research – including 

prototyping and testing of AI applications.

• Numerous publications (e.g., Springer anthology on AI-based 

media disruption) as well as workshops and conferences in 

the field of AI (e.g., WMEMC, EMMA, AIMEDIA).

709.07.2025 AIMEDIA2025 / Böhm / RheinMain University
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RESEARCH EXAMPLES (1/2)
Analysis on the AI workforce impact in the German media market

• "DIGIMEDIA" project at the RheinMain University of Applied 

sciences since 2024 (€12k funding), examining AI's impact on the 

media industry.

• Preliminary quantitative study, conducted in December 2024 in the 

German market via an industrial panel provider explores AI's 

status quo and effects – 128 media professionals participated.

• Results show a positive attitude toward the use of AI, but also an 

assessment of significant substitution potential, especially in the 

area of content creation – results are presented at EMMA 2025.

• Qualitative interviews with media companies are ongoing in 

parallel, the findings of qualitative interviews and this pre-study 

are to be integrated into a later and larger main study.

809.07.2025 AIMEDIA2025 / Böhm / RheinMain University

Quantitative

online survey

within media

professionals 

within panel

Qualitative

interviews

with selected

media industry 

representatives

Concept of the main study

Study focus and methodological concept 

should be derived based on the findings of 

the preliminary studies

DIGIMEDIA
(explorative approach)
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RESEARCH EXAMPLES (2/2)
NEUROMEDIA project on measuring media impact with BCI

• A low-cost Brain Computer Interface (BCI) was acquired 

in the CAEBUS research group.

• This new type of measuring device is to be used, for 

example, to determine emotions or other forms of 

reactions in connection with media consumption.

• AI algorithms are also used extensively for the analyses 

– initial contacts have been made abroad (e.g. in 

Thailand).

• An initial student project to configure the devices 

(OpenBCI) has taken place – but the configuration and 

evaluations are proving difficult.

909.07.2025 AIMEDIA2025 / Böhm / RheinMain University
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INTRODUCTION ON GENAI
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TOPIC OF KEYNOTE: GENERATIVE AI
GenAI as a New Technology for Content Creation

1109.07.2025 AIMEDIA2025 / Böhm / RheinMain University

Source: https://www.ibm.com/think/topics/artificial-intelligence  

Image source: https://www.ibm.com/think/topics/artificial-intelligence

Generative AI, sometimes called 

“GenAI", refers to deep learning 

models that can create complex 

original content such as long-form 

text, high-quality images, realistic 

video or audio and more in 

response to a user’s prompt or 

request." IBM 2024

https://www.ibm.com/think/topics/artificial-intelligence
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MOTIVATION AND STATUS QUO
ChatGPT disrupted the market and fueled rapid popularity of GenAI

• The release of ChatGPT in November 2022 sparked a 

debate about the impact of generative AI on future work 

environments.

• Generative AI and the multitude of new AI solutions have 

the potential to change the media and creative sector by 

automating the creation and editing of content.

• Scenarios between, for example, "The End of Bullshit 

Jobs" (i.e. productivity increase and shift to higher-value 

tasks) and "AI will not take your job, but the one who know 

how to use it" (AI job substitution).

• Current research on the impact of AI on the value chain 

and the media workforce remains limited, particularly from 

an applied science perspective.

1209.07.2025 AIMEDIA2025 / Böhm / RheinMain University

Source: ChatGPT
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GENERATIVE AI IN THE MASS MARKET
ChatGPT continues to be the best-known GenAI tool

1309.07.2025 AIMEDIA2025 / Böhm / RheinMain University

Quelle: https://www.linkedin.com/posts/denis-panjuta_top-ai-tools-for-2024-1-chatgpt-50-activity-7212001824474574848-4rHe/

▪ Performance improvements in hardware and 

algorithms have made the application of artificial 

intelligence solutions suitable for the mass market.

▪ For the digital agencies, "Generative AI" in 

particular brings new possibilities for the 

automated creation of content (e.g., text, images, 

audio or video).

▪ Breakthrough with ChatGPT from the consumer 

market based on Large Language Models (LLM), 

Generative Pre-trained Transformer technology 

and natural language user interface.

▪ „Consumerization of IT“ effects are driving many 

efforts – as in the mobile business before.
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CAPABILITIES OF AI
Already highly efficient – but still room for improvement

1409.07.2025 AIMEDIA2025 / Böhm / RheinMain University

Sources: https://sherwood.news/tech/how-do-ai-models-stack-up-vs-humans-on-standardized-benchmarks/ 

https://medium.com/@Aaitoolskorner/openais-new-o1s-mensa-iq-test-result-58cbea30b0da
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EXPONENTIAL GROWTH
AI systems are developing exponentially – for humans hard to grasp

15

Sources: https://gregoreite.com/ai-event-horizon-things-are-about-to-get-weird-af/, https://www.reddit.com/r/singularity/comments/1jzsqgx/big_changes_often_start_with_exponential_growth/

1509.07.2025 AIMEDIA2025 / Böhm / RheinMain University
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LEVERAGING AI & DIGITAL TRANSFORMATION
AI’s potential is generally more data- and process-driven

1609.07.2025 AIMEDIA2025 / Böhm / RheinMain University

Source: Illustration ChatGPT

▪ Media and creative workflows can be revolutionized 

with GenAI tools – but generic or „consumer“ 

solutions can only add limited value.

▪ Often the use of AI solutions lies in data-driven 

optimization and AI assistance rather than in (fully) 

automated content generation.

▪ The following solutions are therefore illustrative –

a productive application in companies requires 

integrated solutions and also specific training data 

from companies.

Design and presentation of content 

(with generic AI)

Data-based optimization

of content and processes

with company-specific trained AI
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AUTOMATION OF DIGITAL WORKFLOWS
Analogous to the stages in autonomous driving – currently still at the beginning

1709.07.2025 AIMEDIA2025 / Böhm / RheinMain University

Source: Own representation, structuring with ChatGPT

Still todays status in

many companies
Rather status quo with

"Digital pioneers"

Future vision to 

rather unrealistic

Category Level 0

No automation

Level 1

AI-Assistance

Level 2

Partial automation

Level 3

Context-related 

automation

Level 4

Highly automated

Level 5

Fully automated

Tasks of the AI None Suggests copy text, 

headlines, layouts, 

color palettes for 

channel playout

Generates standard 

creative assets 

(e.g., banners, 

email templates)

Develops channel-

specific, audience-

tailored assets incl. 

timing and tone

Manages cross-

channel campaigns, 

A/B testing, media 

buying

Executes and 

optimizes full 

campaign cycle 

including budgeting, 

client reporting, and 

crisis management

Role of cluster 

management

Full manual 

concepting, 

production, delivery

Final editorial 

control, creative 

refinement

Strategy 

supervision, 

approve outputs, 

manage timelines

Set guardrails and 

oversee tone, brand 

voice, and ethics

Intervene only in 

edge cases; focus 

on brand strategy

Focus on strategic 

governance, 

innovation, and 

client consulting

Extent of

human 

intervention

100% manual Very high – AI 

assists with ideation

High – AI handles 

execution; humans 

steer strategy

Medium – oversight 

and optimization

Low – exception-

driven

Minimal – system-

level trust, human 

role = oversight and 

innovation
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GENAI AND INNOVATION DYNAMICS
Quality of GenAI content has changed drastically since 2023

09.07.2025 18AIMEDIA2025 / Böhm / RheinMain University

Source: Shutterstock, Reddit, 

https://www.reddit.com/r/ChatGPTCoding/comments/1jya4ja/two_years_of_ai_progress_will_smith_eating/

• Early AI-generated content was full 

of image errors and faulty artifacts.

• Results were already impressive, 

but practically unusable.

• Currently significant improvements, 

but the prompting effort required for 

showcases is often unclear.

• For video, most platforms only 

generate short sequences (e.g., 10 

seconds) and subscriptions are 

becoming more expensive (e.g., 

Veo 3/Google AI Ultra,

250 USD/month)

https://packaged-media.redd.it/5pdzmkvzdmue1/pb/m2-res_480p.mp4?m=DASHPlaylist.mpd&v=1&e=1751958000&s=fe42422c17d703414066db9dc829742d168ae686
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LIMITATIONS OF AI SOLUTIONS
Despite all the enthusiasm, the problems of AI must not be ignored

1909.07.2025 AIMEDIA2025 / Böhm / RheinMain University

▪ Hallucination – AI can produce plausible-sounding but factually incorrect or fabricated content.

▪ Data Bias – Models replicate and sometimes amplify biases embedded in their training data, leading to 

unfair outcomes.

▪ Pattern Replication – Without genuine understanding, AI often echoes patterns it has seen rather than 

reasoning independently.

▪ Black Box – Complex AI systems are difficult to interpret, obscuring the reasoning behind their outputs.

▪ Resource Consumption – Training and running large models demand substantial computing power 

and energy.

▪ Training Effort – Building effective models requires extensive labeled data, specialized expertise, and 

time-intensive iteration.

▪ Revenue Generation – Turning AI capabilities into sustainable profits remains challenging despite 

technological advances.
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OUTLOOK
Generative AI still in hype stage, plateau of productivity expected in the future

20

Source: https://emt.gartnerweb.com/ngw/globalassets/en/articles/infographics/hype-cycle-for-generative-ai-2024.jpg

09.07.2025 AIMEDIA2025 / Böhm / RheinMain University
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MOTIVATION
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WELCOME AND
INTRODUCTION

Prof. Dr. Stephan Böhm

Professor of Telecommunications and Mobile Media
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EXAMPLE: LUMEN5 AI VIDEO VOICE OVER
Video was generated by providing the URL with minimal intervention

2309.07.2025 AIMEDIA2025 / Böhm / RheinMain University

Input for AI-based generation

(a total of at least 15 such photos are 

required as selfie shots from the 

smartphone, duration approx. 15 

minutes, approx. 2 hours waiting time)

One of 100 different

AI-generated images by HeadshotPro Script was generated with ChatGPT by just 

providing the URL,

The AI Avatar was generated from

a single image

Input (smartphone selfie photos)
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EXAMPLE: LUMEN5 AI VIDEO VOICE OVER
Video was generated by providing the URL with minimal intervention

24

Source: https://lumen5.com/ 

09.07.2025 AIMEDIA2025 / Böhm / RheinMain University

Just the 

URLwas 

used to 

generate

the 

Lumen5

video
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EXAMPLE: NOTEBOOK ML
Generating a briefing document and a corresponding podcast version

2609.07.2025 AIMEDIA2025 / Böhm / RheinMain University

URL 

used to 

generate

podcast 

audio file

Google Notebook ML – AI solution for transforming content in podcasts

Source: https://notebooklm.google/
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EXAMPLE: KLINGAI
Text-to-Video and Lipsyncing

27

Source: https://app.klingai.com/

09.07.2025 AIMEDIA2025 / Böhm / RheinMain University
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STATUS OF AI & MEDIA RESEARCH

2909.07.2025 AIMEDIA2025 / Böhm / RheinMain University
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AI & MEDIA RESEARCH IN WEB OF SCIENCE
Publications in Web of Science increased strongly since 2020

Research query: TI=(media AND (AI or "artificial intelligence"))

09.07.2025 AIMEDIA2025 / Böhm / RheinMain University 30
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Publications in Web of Science by Year
(with AI & Media in Title)

• Only limited publication 

activities in the area of AI & 

Media until 2019

• Significant increase in activity 

since 2023 (presumably as a 

result of the introduction of 

ChatGPT in November 2022)

• Already 90 publications by 

May 2025 (further increase in 

research presumably to be 

expected in 2025)

+108%
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AI & MEDIA RESEARCH IN WEB OF SCIENCE
In total of 592 publications are identified in Web of Science

Research query: TI=(media AND (AI or "artificial intelligence"))

09.07.2025 AIMEDIA2025 / Böhm / RheinMain University 31

• Largest number of publications 

in the field of communications1) 

(89)

• Large proportion of more 

technical research papers

• Only a few multi- and inter-

disciplinary works (27, 19)

1) Articles and journals focused on communication studies, including areas like mass media, public relations, interpersonal communication, and related topics.
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AI & MEDIA RESEARCH IN GOOGLE SCHOLAR
500 papers have been extracted with Harzing‘s PoP tool

Research query: TITLE = media AND (AI or "artificial intelligence")

09.07.2025 AIMEDIA2025 / Böhm / RheinMain University 32
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Publications in the 500 articles set from Google Scholar

• Database analysis was 

conducted by using Harzing’s

Publish or Perish Tool1).

• A research query was defined 

and 5002) articles on AI and 

media from 2020-2025 have 

been extracted.

• The data was then analysed

by Excel and ChatGPT

1) https://harzing.com/resources/publish-or-perish

2) Paper limit set due to access restrictions.
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AI & MEDIA RESEARCH IN GOOGLE SCHOLAR
The publication topic was then analyzed by ChatGPT

09.07.2025 AIMEDIA2025 / Böhm / RheinMain University 33
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AI-related Media Topics Analyzed by ChatGPT
• A websearch was conducted 

by ChatGPT to generate a 

basic taxonomy for AI-related 

media research topics

• ChatGPT was requested to 

assign papers to categories 

based on title (or by abstract 

in an additional research)

• 189 articles could not be 

assigned using this approach 

via ChatGPT title analysis.
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AI & MEDIA RESEARCH IN GOOGLE SCHOLAR
Furthermore, the publication subsector has been analyzed by ChatGPT

09.07.2025 AIMEDIA2025 / Böhm / RheinMain University 34
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Publication Subsector Analyzed by ChatGPT
• In a next step, the subsector 

was extracted (by the title 

information only)

• The majority had a general 

media focus or could not be 

assigned to a subsector (207)

• Social media and news 

media where the most 

focussed subsectors in the 

articles analysed.
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DELPHI STUDY IDENTIFYING RESEARCH TOPICS
Method Overview

35

Phase 1: 

Research

Topics

Media

Experts

Phase 2: 

Research

Questions

Results

Media 

Experts

Results

We conducted a survey as part of a two-phase study. In the first phase, participants assessed a range of 

research topics. In the second phase, researchers had the opportunity to rank research questions and 

project ideas related to the prioritized topics.

AIMEDIA2025 / Böhm / RheinMain University

In Phase 1, the 13 research topics were ranked 

regarding the relevance for media management 

research as well as the own research of the study 

participants. Moreover, own topics could be stated 

and the willingness for a second round was asked.  

In Phase 2, for about 50% of the top-ranked 

research topics ranked from phase 1, research 

questions created with AI were presented. These 

were ranked by relevance for media management 

research and interest for own research.

09.07.2025

N=27 N=10
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DELPHI STUDY
Results Round 1: Relevance for Media Management

36

3,78

3,78

3,85

3,93

3,93

3,96

4

4

4

4,19

4,3

4,33

4,37

AI in Digital Marketing and Branding

AI in Broadcast Media

AI in Social Media

AI in Media Monetization

AI in Media Education

Organizational/Managerial Impact of AI

AI and Disinformation/Public Discourse

Workforce Transformation and AI

Media Value Chain Disruption and AI

AI and Future Professional Skills

AI in Media Content Creation

Ethical Implications of AI in Media

AI in Journalism and Newsroom Automation

How relevant do you think are the following topics for emma/
Media Management research?

AIMEDIA2025 / Böhm / RheinMain University

N=27, topics below 4,0 did not qualify for round two

09.07.2025
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DELPHI STUDY
Results Round 1: Interest for Own Research

37

2,74

2,89

3,07

3,22

3,26

3,44

3,48

3,56

3,67

3,67

3,81

3,81

3,93

AI in Digital Marketing and Branding

AI in Broadcast Media

AI in Media Education

AI in Media Monetization

AI in Social Media

AI in Journalism and Newsroom…

AI and Disinformation/Public Discourse

Organizational/Managerial Impact of AI

Workforce Transformation and AI

Media Value Chain Disruption and AI

AI in Media Content Creation

Ethical Implications of AI in Media

AI and Future Professional Skills

How much are the following AI research topics
of interest for your own research?

AIMEDIA2025 / Böhm / RheinMain University

N=27, topics below 3,40 did not qualify for round two

09.07.2025
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DELPHI STUDY
Results Round 2: Relevance for Media Management

38AIMEDIA2025 / Böhm / RheinMain University

4,4

4,4

4,5

4,5

4,5

4,5

4,5

4,6

4,6

4,7

What skills are emerging as essential in AI-driven…

What organizational changes accompany AI…

How does AI impact creativity and originality in media…

How does AI alter traditional media value chain…

How do media employees adapt to AI-integrated…

How does AI contribute to the spread of disinformation…

What are effective AI-based strategies to detect and…

How does AI automation affect journalistic job roles and…

How do audiences perceive the credibility of AI-filtered…

What new value creation models are enabled by AI…

Top 10 research questions regarding media management (N=10)

What new value creation models are enabled by AI technologies?

How do audiences perceive the credibility of AI-filtered vs. non-filtered content?

How does AI automation affect journalistic job roles and editorial decision-making?

What are effective AI-based strategies to detect and mitigate disinformation?

How does AI contribute to the spread of disinformation in public media?

How do media employees adapt to AI-integrated workflows?

How does AI alter traditional media value chain structures?

How does AI impact creativity and originality in media content production?

What organizational changes accompany AI implementation in media firms?

What skills are emerging as essential in AI-driven media environments?

09.07.2025
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DELPHI STUDY
Results Round 2: Topics added by experts

39AIMEDIA2025 / Böhm / RheinMain University

3,7

3,7

3,8

4,1

4,3

AI in academic research & teaching

Differentiation of AI Technologies and their impact

Structuring big data with AI

Human-AI collaboration in Journalism & Media

AI and Platformization of Media

Top 5 topics proposed by researchers, ranked by relevance (N=10)

09.07.2025
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PRESTUDY ON THE GERMAN MARKET

4009.07.2025 AIMEDIA2025 / Böhm / RheinMain University
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PANEL FILTERING

No 79%

Yes 21%

Do you currently work in a 

company in the media industry 

in Germany? (filter question)

N=723

No 17%

Yes 83%

Do you have experience with AI 

solutions? (filter question)

N=155

In total 83% of the media professionals in the panel had experience with 

AI solutions – as a result 128 participants were included in the study

The invitation to the study was sent out to 

media-related target groups employed in

companies in Germany by the panel provider.

4109.07.2025 AIMEDIA2025 / Böhm / RheinMain University
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AI EXPERIENCE
Use of AI in private and professional environments differs only slightly -

spillover effects appear likely

No 27%

Yes 73%

Have you already tried or used AI 

solutions privately?

N=128

No 29%

Yes 71%

Have you already worked with AI 

solutions professionally?

N=128

4209.07.2025 AIMEDIA2025 / Böhm / RheinMain University
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PARTICIPANTS COMPANIES AND STATUS
Most study participants are employed by larger media companies

18%

34%

27%

10%

10%

0% 10% 20% 30% 40%

Up to 99 employees

100 to 499 employees

500 to 999 employees

1,000 to 2,999 employees

From 3,000 employees

How large is the company you

currently work for?

N=128

1%

2%

5%

92%

0% 50% 100%

Other

Freelance for other

companies

Self-employed as an

entrepreneur

Employed in a company

What is your current

professional status?

N=128

4309.07.2025 AIMEDIA2025 / Böhm / RheinMain University
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PARTICIPANT DEMOGRAPHICS
Most of the study participants are male (60%) young professionals with 

master or bachelor degrees (66%) and 4-6 years working experience

0%

45%

40%

15%

11%

0%

0%

0% 20% 40% 60%

Under 25 years

25-34 years

35-44 years

45-54 years

55-64 years

Over 64 years

Not specified

Please indicate your age

N=115

2%

24%

36%

16%

22%

0% 20% 40%

Under 1 year

1-3 years

4-6 years

7-10 years

Over 10 years

How long have you been working in 

the media industry?

N=128

4409.07.2025 AIMEDIA2025 / Böhm / RheinMain University
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MARKET POSITIONING OF MEDIA COMPANIES
The companies of the study participants have a product focus on online 

media and a value chain focus in media production

4%

19%

26%

26%

33%

49%

71%

0% 50% 100%

Other (please specify)

Gaming e.g. video games, online

gaming

Music (production or distribution)

Broadcasting e.g. radio/TV stations

Film e.g. cinema, streaming, TV

productions

Print media e.g. newspapers,

magazines, books

Internet e.g. online media, electronic

media, social media

Which media products does your

company offer on the market?

N=128

25%

34%

46%

57%

64%

0% 50% 100%

Distribution (distribution and delivery

of content to consumers or platforms)

Aggregation and packaging (curation

of content/bundling)

Marketing (corporate branding /

product branding / corporate

communications / sales promotion)

Creation (concept, development and

creation of content)

Production (technical implementation

and production of media content)

In which areas of the media value chain

is your company active?

N=128

4509.07.2025 AIMEDIA2025 / Böhm / RheinMain University
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STUDY PARTICIPANTS POSITIONING
The highest average percentage of value chain involvement of the study 

participants is in the creative area – however, 54% work in all five areas

36%

17%
20%

15%
12%

0%

5%

10%

15%

20%

25%

30%

35%

40%

Creation Aggregation

and

Packaging

Production Marketing Distribution

A
v
e
ra

g
e
 P

e
rc

e
n

ta
g

e

o
f 
A

c
ti
v
it
y
 E

x
te

n
d

In which areas of your company's value 

chain are you active and to what extent?
Participants activity extend

along the media value chain

54%
are involved 

in all five 

value chain 

activities
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EXISTING PERSONAL WORKFLOWS
The participants perceive their current workflows as creative, but data-

driven and defined by clear rules

17%

17%

19%

19%

16%

27%

31%

33%

34%

34%

38%

42%

22%

14%

23%

25%

25%

22%

15%

25%

22%

17%

16%

6%

14%

10%

2%

5%

3%

1%

1%

1%

1%

0%

2%

2%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

My work involves little social or emotional interaction.

My work requires little complex thinking and simple problem solving.

My work has a high degree of routine.

Decisions in my work are based on clear rules or algorithms.

My work depends heavily on structured data.

My work is predominantly creative.

How would you describe your workflows?

Fully agree Rather agree Undecided Rather disagree Do not agree at all Do not know/no answer

N=128
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PARTICIPANT’S ATTITUDE TOWARDS AI
The participants consistently report comprehensive AI knowledge and a 

predominantly positive attitude towards using AI in the media industry

Very comprehensive

27%

Rather 

comprehensive 30%

Medium 30%

Rather low

13%

Very low 1%

How would you rate your own 

knowledge of AI solutions?

N=128
11% 25% 52% 13%

0% 20% 40% 60% 80% 100%

What is your general opinion on the use of AI 

in the media industry?

Strongly negative Rather negative Neutral Rather positive Strongly positive

N=128
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CURRENT USAGE OF AI APPLICATIONS
The top three AI applications of the respondents with an extensive usage  

are automated text generation, translation and image generation

14%

15%

12%

13%

16%

13%

15%

15%

26%

29%

34%

33%

30%

34%

34%

42%

23%

26%

20%

20%

22%

23%

27%

14%

14%

8%

18%

16%

17%

13%

9%

16%

21%

20%

15%

16%

15%

15%

12%

12%

2%

2%

2%

2%

0%

2%

3%

2%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Automated video creation (e.g. editing, animation)

Chatbots / virtual assistants (e.g. customer service, information requests)

Predictions and forecasts (e.g. user trends, chances of success)

Data analysis and visualisation (e.g. analyses, diagrams, reports)

Personalisation of content (e.g. individual recommendations, targeting)

Automated image creation (e.g. graphics, illustrations, AI-generated images)

Language processing/translation (e.g. automatic subtitles, translations)

Automated text creation (e.g. for articles, descriptions, posts)

To what extent do you already work with AI applications professionally today?

Very extensive Rather extensive Medium Rather low extend Very low extend Do not know/no answer

N=128
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AI-BASED SUBSTITUTION VS. COLLABORATION
There is no clear result for the question of future collaboration with AI or 

substitution – there are slightly higher expectations on substitution

13% 22% 27% 27% 11%

0% 20% 40% 60% 80% 100%

Do you expect your own tasks to be performed 

in collaboration with AI or to be replaced by AI?

Collaboration Rather collaboration Undecided Rather substitution Substitution

N=128
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For how many percent of your own tasks do 

you expect a long-term replacement by AI?
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AI SOLUTIONS
ChatGPT and Google Gemini are the most used standard AI applications 

from the private sphere used by the media professionals at work

6%

9%

9%

9%

5%

13%

6%

18%

19%

20%

18%

23%

23%

21%

26%

33%

17%

16%

20%

16%

13%

21%

27%

23%

10%

15%

14%

10%

16%

10%

13%

7%

10%

5%

5%

7%

9%

5%

7%

13%

13%

18%

16%

22%

20%

17%

16%

5%

25%

18%

18%

13%

14%

13%

5%

1%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Snapchat MyAI

DeepL

Microsoft Bing AI

Microsoft Copilot

Adobe Firefly

Meta AI

Google Gemini

ChatGPT

Which AI solutions that are also known in the private sphere have 

you already used in a professional context?

Very frequently used Used regularly Occasionally used Rarely used Used once I know, but never used I do not know

N=128
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CONDITIONS OF CORPORATE AI USAGE
It seems AI is being used with consideration – the greatest deficits are 

seen in training, risk assessment and transparency

35%

34%

33%

30%

37%

31%

35%

20%

24%

28%

31%

26%

32%

34%

24%
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10%
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6%

10%

4%

6%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Our company ensures transparency in the use of AI in the

products and services offered.

The clarification of copyrights in connection with AI-generated

content is comprehensively regulated in our company.

There is clear communication about the goals and benefits of

using AI within the company.

Our company regularly assesses the potential risks and

barriers to the use of AI technologies.

Our company has clear strategies for the use of AI in our

processes.

The company invests sufficiently in the further training of its

employees to promote the use of AI.

In our company, ethical boundaries for the use of AI are clearly

communicated and adhered to.

To what extent do you agree with the following statements?

Fully agree Rather agree Undecided Rather disagree Do not agree at all Do not know

N=128
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AI POTENTIAL OF WORK SUBSTITUTION
Participants already state that they can save 54% of working time with AI 

and see the maximum substitution of human labor as slightly higher
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How much time do you estimate you 

currently save as a result of the use 

of AI solutions in your personal area 

of work in the company?
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How much do you estimate the 

maximum possible substitution of 

human labor by AI solutions?

54% 59%

Average

personal

time savings

Average

human labour

subsitution
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EXPECTATIONS ON AI-BASED JOB CUTS
Only about one third of respondents is reporting AI-based job cuts – a 

slightly higher percentage is concerned about job cuts in the short term

Yes: 

35%

No: 59%

Do not 

know: 

6%

Has the use of artificial 

intelligence already led to 

job cuts in your company?

N=128

Yes 40%

No 52%

Do not 

know 9%

Are you concerned about 

future AI-based job cuts in 

your company?

N=128

18%

25%

29%

16%

12%

0% 20% 40%

In more than 2 years

In 1 to 2 years

In 7 to 12 months

In 4 to 6 months

Within the next 3

months

If yes, in what time frame?

N=51
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COST PRESSURE AND POTENTIAL SAVINGS
Around 57% of respondents feel a strong or considerable cost pressure 

from AI - the strongest savings potential is seen in content creation

Very strong

27%

Considerable

30%

Moderate

30%

Slightly

13%

Not at all

1%

Have you noticed increased cost 

pressure in your company as a 

result of the use of AI?

N=128
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0% 20% 40% 60% 80% 100%

Distribution

Marketing

Production

Aggregation and

packaging

Creation

How big do you think the potential savings of human labour 

through AI are in the media value chain in general?

0% 20% 40% 60% 80% 100% Do not know

56%

55%

56%

55%

51%

Mean
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AI-BASED SAVINGS FOR SELECTED ACTIVITIES
Copywriting, language processing/translation and content personalization 

are the top three activities with the highest AI-based savings potential

▪ X
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0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Process management

Prediction and forecasting

Marketing and advertising campaigns

Sales strategy analysis

Video creation

Data analysis and visualisation

Image creation

Audience analysis

Content personalisation

Language processing and translation

Copywriting

How big do you think the potential savings through AI are in the following fields of 

activity in companies in the media industry in general?

0% 20% 40% 60% 80% 100% Do not know

N=128
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55%

Mean

58%

58%
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58%

57%

57%
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CONCLUSIONS
AI has arrived in the media industry and is now finding its way into most 

of the key media processes and activities

▪ Less than three years after the launch of ChatGPT, Generative AI is already part of most 

employees’ everyday life in the media industry.

▪ AI in the media industry follows the general trend of the consumerization of IT – but the 

potential and the need for action on a corporate level has been recognized.

▪ Respondents see considerable potential for savings and job cuts through AI in the – but 

the majority are not yet worried about job losses.

▪ The next steps of our research will be to investigate the backgrounds and 

interrelationships as well as theory building.
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LINKEDIN GROUP
Follow the Media & AI Research Group on LinkedIn
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Thank you for your attention!
Email:

stephan.boehm@hs-rm.de

We are open to collaborate!

Source: ChatGPT

Scan to connect on LinkedIn

mailto:stephan.boehm@hs-rm.de
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