
STRATEGIC FRAMING OF AI IMPLEMENTATION
IN MEDIA ORGANIZATIONS: A VIGNETTE STUDY

OF MANAGERIAL COMMUNICATION AND
EMPLOYEE RESPONSES

Melise Peruchini - PhD Candidate (UFSC) - melise.peruchini@ufsc.br
Prof. Dr. Stephan Böhm (HSRM) - stephan.boehm@hs-rm.de - Presenter 
Prof. Dr. Júlio Monteiro Teixeira (UFSC) - juliomontex@gmail.com



Author / PresenterAuthor Author

Melise Peruchini
PhD Candidate

Federal University of Santa
Catarina

melise.peruchini@ufsc.br

Prof. Dr. Júlio Monteiro Teixeira
Federal University of Santa

Catarina
julio.teixeira@ufsc.br

Prof. Dr. Stepham Böhm
RheinMain University of

Applied Sciences 
stephan.boehm@hs-rm.de

2/25



3/25

I N T E R N AT I O N A L  PA RT N E R S H I P
Th is  research is  the resu lt  of  an internat iona l  academic partnersh ip  between the H o c h s c h u l e
R h e i n M a i n  – U n i ve rs i t y  of  A p p l i e d  S c i e n c e s  a n d  A r t s  (Wiesbaden,  G e r m a n y )  and the
Fe d e r a l  U n i ve rs i t y  of  S a nt a  C at a r i n a  – U FS C  (F lor ianopo l is ,  B r a z i l ) ,  br ing ing together  the ir
respect ive research laborator ies ,  CA E B U S  and L E M M E .

T h e m e s
AI  and D ig ita l  Media  
E letron ic  and Mobi le  Bus iness  
Techno logy and User
Acceptance Research 

T h e m e s
Generat ive A I
CX and UX
Creat ive Use of  Data



INTRODUCTION

Existing research on organizational communication shows a  critical
gap in understanding how Artificial Intelligence (AI) specifically

impact communication dynamics (Florea, & Croitoru, 2025).
Moreover, relatively little attention has been devoted to

understanding how organizational AI adoption influences employees'
motivational reactions and the subsequent impacts (Liu et al., 2026)
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The lack of research on managerial framing of AI introduction is of
significant concern for the field

of media management practice, as Artificial Intelligence is
dramatically impacting media production and distribution

(Connock, 2022)

To address this research gap, the present
study investigates how top management’s strategic framing

and communication of AI initiatives influences media
employees’ perceptions and intentions to use AI tools at work

5/25



Artificial intelligence-driven media disruption

Trust and credibility
in media companies

Media management
and governance

The present study is situated at the intersection of three
significant fields of enquiry:

Te c h n o l o g y  ac c e pt a n c e:  D av i s  ( 1 9 8 9 ) ;
Ve n kate s h  et  a l .  ( 2 0 0 3 )

Tr u st  a n d  Le g i t i m ac y :  G i l l e s p i e  ( 2 0 0 3 ) ;
S u c h m a n  ( 1 9 95 )

S e n s e m a k i n g / s e n s e g i v i n g  a n d
o r g a n i s at i o n a l  s u p p o r t :  

G i o i a  &  C h i t t i p e d d i  ( 1 9 9 1 ) ;  
E i s e n b e r g e r  et  a l .  ( 1 9 8 6 )
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Management communication shapes employees’ interpretations of AI
implementation (Gioia & Chittipeddi, 1991)

AI strategies influence perceptions of motives, appropriateness, and
acceptance (Suchman, 1995; Harvey et al., 2014; Ferrin et al., 2008)

Trust and perceived usefulness are key drivers of AI adoption (Davis, 1989;
Venkatesh et al., 2003)

AI-generated content may reduce perceived trust, authenticity, and
credibility (Yeste-Piquer et al., 2025)

Internal communication remains underexplored in AI adoption research
 (Yue et al., 2024)

THEORY AND RELATED WORK
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HYPOTHESES
Based on Technology Acceptance Theory (Davis, 1989; Venkatesh et al., 2003),
Organisational Trust Theory (Gillespie, 2003), and Sensemaking Theory (Gioia &
Chittipeddi, 1991), the following hypotheses are proposed:

H1 - Trust in
management

H2 - Perceived
Usefulness H3 - Framings

Trust in management
positively influences

employees' behavioral
intention to use AI tools

at work

Perceived usefulness
positively influences

behavioral intention to
use AI tools

Strategic framing of AI
implementation

influences employees’
perceptions of

managerial
communication
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VIGNETTE METHODOLOGY APPROACH: presenting respondents with realistic,
systematically varied scenarios to examine how specific factors influence their perceptions,
attitudes and behavioural intentions (Atzmüller and Steiner, 2010)

METHODS

Prepared by the authors, based on Atzmüller
and Steiner(2010)

9/25

Each participant evaluate all
the four vignettes and
subsequent questions



Vignette
introduction

Constructs validated before
vignette presentation:  

Behavioural Intention [1], Trust [2],
Perceived Usefulness [3], Job

Insecurity [4]

Participants were asked to
imagine that their media

organization was implementing
AI tools to support work tasks. 

Behavioral Intention: I would be willing to use AI
tools in my work.

Trust: I believe management will use AI
responsibly.

Perceived Usefulness: The use of AI would
increase organizational effectiveness.

Job Insecurity: I am concerned about my job
security due to the use of AI.

Exemplary Measurement Items of
Pre-Vignette Constructs

[1] Venkatesh et al. (2003); [2] Gillespie (2003); [3] Davis (1989); [4]
Greenhalgh & Rosenblatt (1984).
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Participants were then
exposed to four different

strategic framings[1, 2] of AI
implementation and asked to
evaluate each management

message

Cost Efficiency: (...) "With AI, we want to streamline
processes and reduce the amount of repetitive work in
everyday tasks"

Mission and responsability: (...) "We want to ensure
that AI use is aligned with our professional  standards
and guiding principles

Quality and Verification: (...) "In your daily work, AI
tools can help structure content, identify
inconsistencies, and provide additional reference
points"

Audience Engagement: (...) "Using AI will involve
adapting content more quickly, experimenting with
alternative formats, and use data more systematically"

[1] Gioia & Chittipeddi (1991); [2] Suchman (1995); 

Presentation of
the four
different
vignettes
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[1] Gioia & Chittipeddi (1991); [2] Suchman (1995); [3] Petriglieri (2011); [4] Eisenberger et al. (1986)
12/25

Exemplary Measurement Items of Post-Vignette Constructs 
presented after each vignette



RESULTS AND
DISCUSSION

Descriptive statistics
Pre-framing measurements
Framing effect
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Female
53%

Male
46%

Diverse
1%

1 - DEMOGRAPHICS

│Industry Experience │
  💼 60% > 10y

│Main age group │
  📈 25 to 44 years

│ Education │
  🎓 33% Master's | 21% Bachelor's

14/25

Media professionals from Germany, Austria, Switzerland, and the United
Kingdom recruited via panel provider (n=156)



1 - DEMOGRAPHICS

 │Managerial Position Level │
 ███████ 39% Employee 
 ████ 25% Middle Mgmt 
 ██ 11% Top Mgmt 

Employed within
organizations

77,8%

Self-employed
12,1%

Freelancers
10,1%

│ Company Size │
 🏢 46% ≤99 employees

│ Media Sector │
 📰 Print & Internet >50%

(n=156)
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Participants estimated
the percentage of their

own work tasks they
believe could currently

be replaced by AI
(average 37.8%), as well
as the percentage they

expect could be replaced
in the future (average

43.4%)

GENERAL QUESTIONS

For what percentage of your own tasks and activities do you already
consider replacement by AI to be fundamentally possible today?

For what percentage of your own tasks do you expect long-term
replacement by AI?

n=156 16/25



2 - PRE-FRAMING MEASURES 
Predictors of AI usage intention

A multiple linear regression
analysis was conducted with
Behavioural Intention as the

dependent variable.

Perceived usefulness → the
strongest predictor
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Values represent: Mean (SD)

3 - POST-FRAMING MEASURES 
Manipulation, comprehension and realism checks

Manipulation check
Four Likert-scale items assessed whether each vignette conveyed its intended strategic framing.

Friedman test across the four vignette conditions: χ² = 8.38, p = .039

✔ Participants distinguished the intended framings

Comprehension & realism checks
✔ Participants clearly understood the management messages: 71–84% agreement (M = 1.97–2.19)

✔ Scenarios were perceived as realistic: 65–73% agreement (M = 2.19–2.33)
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Construct Cost Efficiency
Quality &
Verification

Audience
Engagement

Mission &
Responsibility

Evaluation of
Communication

2.52 (0.82) 2.60 (0.90) 2.67 (0.97) 2.54 (0.99)

Perceived Sincerity /
Credibility

2.47 (0.78) 2.46 (0.85) 2.57 (0.86) 2.44 (0.84)

Perceived Threat 2.96 (1.02) 2.84 (1.06) 2.86 (1.06) 2.84 (1.08)

Perceived
Organizational Support

3.07 (0.94) 3.10 (1.00) 2.97 (0.94) 2.90 (1.03)

DESCRIPTIVE STATISTICS BY VIGNETTE CONDITION

Values represent: Mean (SD)

3 - POST-FRAMING MEASURES 
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Construct χ² p-value

Evaluation of
Communication

3.36 .34

Perceived
Sincerity/Credibility

2.27 .52

Perceived Threat 3.12 .37

Perceived
Organizational
Support

8.31 .040

However, across the constructs,
only Perceived Organizational

Support (POS) showed statistically
significant differences between

framing conditions

Non-parametric Friedman test 20/25

3 - POST-FRAMING MEASURES 
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3 - POST-FRAMING MEASURES 

Since the Friedman test was significant for POS, a post hoc analysis was conducted to identify which framing conditions differed

Messages emphasizing concrete work improvements (accuracy and verification) generated
stronger perceptions of organizational support than messages emphasizing organizational

values and responsabilities



CONCLUSION
RQ: What drives employees’ intention to use AI tools?

Trust and perceived usefulness were the strongest predictors of AI use intention.

RQ: How do strategic framings of AI implementation influence employee perceptions?
Limited framing effects were observed, with only Perceived Organisational Support
differing significantly across framings.

H1 (supported): Trust positively associated with behavioural intention.
H2 (supported): Perceived usefulness positively associated with behavioural intention.
H3 (partially supported): Strategic framing only influenced POS
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CONCLUSION
In conclusion, the study contributes to AI adoption research by

suggesting that: 
1) AI adoption is shaped more by positive perceptions,

particularly trust and perceived usefulness, than by concerns
about potential risks;  

2) Strategic framing did not influence employees' intention to
use AI, but it influenced how supported they felt by the

organization. Emphasizing quality and verification strengthened
Perceived Organizational Support
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LIMITATIONS AND FUTURE RESEARCH

The small sample size (n=156) and focus on media professionals may restrict the
generalizability of the findings.
The use of self-reported measures may introduce common method bias, social
desirability bias, and limit causal inference. 

Future research should:
Explore alternative mechanisms, such as participatory implementation
processes or training initiatives.
Refining framing manipulations or employing mixed-method approaches to
capture more nuanced perceptions and better isolate framing effects.
Investigate alternative drivers of AI adoption beyond communication framing.
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