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01 What is AI literacy and 
how can it be managed?

Ansgar Zerfass, Leipzig University



New technologies require new competencies

Tamayo et al., 2023; Rogers, 2025; Stieglitz, Zerfass et al., 2024; Bruce & Bailey 2024 4



Martell, 2025 – https://www.youtube.com/watch?v=Eq8JgI3HmjI&t=43s

Quick fixes are appealing …
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https://www.youtube.com/watch?v=Eq8JgI3HmjI&t=43s


Serious players favor conceptual and practical approaches
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AI literacy
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Knowledge

Skills

Attitude

Competency dimensions

What are AI-based tools and services?

What do AI-based tools and services do?

How do AI-based tools and services work?

How can AI-based tools and services be used?

What are the potential opportunities & risks of AI-based tools and services?

AI dimensions

AI literacy definition: A. Zerfass, 2025 / Competency dimensions: Tench et al, 2017 / AI dimensions: Long & Magerko, 2020 (adapted)

Roles

Positions

Use cases

Tasks defined by

= a set of competencies comprising knowledge, skills, and attitudes that 

enable individuals to understand, use and assess digital tools and services 

operating with artificial intelligence effectively and efficiently for relevant tasks. 



Managing AI literacy in communications teams
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Identify relevant 
competencies

Assess current 
competencies

Define development 
objectives and 

strategies

Provide and 
implement 

development activities

Evaluate progress

▪ Prioritization of AI competencies 

& competency levels based on 
assigned tasks and use cases 

▪ Related to roles and positions 

(no universal set)

▪ Training sessions 

(in-person; digital)

▪ Peer-coaching

▪ On-the-job support 

by internal AI experts

▪ Co-development 

of applications with 
AI engineers

▪ Peer-to-peer exchange

across teams and/or 
organizations

▪ …

▪ Competency development 

programs for communication 
teams or individuals

▪ Include requirements, 

incentives, resources, 
responsibilities

Development process

Auxiliaries

▪ AI literacy test for 

individual communicators 
and/or teams

© A. Zerfass, 2025



The missing link: An AI literacy test for communicators 

9www.comm-ait.com (will launch in July 2025; picture shows preliminary website design)

COMM-AIT: New online test developed at 
Leipzig University, supported by Siemens & 
AGUK

FO R COMM UNICATION PROFESSIONALS

✓ Discover your ind ividu al stren gths an d are as for  growth

✓ Comp are yo urself with other  comm unicator s

✓ Retake  the t est in th e futu re an d tra ck your progr ess 

What  is your curre nt level of  knowledge,  skills, and at titudes t owards AI-
base d tools a nd ser vice s in comm unications?  What ar e your  individual 

str engths and ar eas fo r impr oveme nt? And how d o you p erfor m 

com pared  to ot hers in the pr ofession?  Take the  COMM-AIT – the  first AI 

Liter acy Test sp ecifically developed  for commu nicators – to find out ! 

You ’ll r eceive a p ersona lized  repo rt.

This scientifically based  and p ractice-pr oven self-assessm ent is int ended 

for  ever yone wor kin g in com munication  depar tmen ts of co mpanies or 
oth er or ganization s, in com munication  / pub lic r elations co nsultancies, at 

com munication  service p rovider s or a s free la ncer. It  has be en deve lo ped 

at the inte rnation ally renowne d depa rtme nt for  stra tegic com munication  

at Leipzig University (Prof. Dr.  Ansg ar Zerfa ss), sup porte d by th ought 

leade rs in th e field.

The test  will ta ke appr oximate ly 10 minu tes to complete . Ple ase take  

your  time and an swe r all the  question s caref ully. There  are no righ t or 
wron g answer s.

Data prote ction: You r par ticipation is co mpletely vo lu ntary and 

ano nymous.  Your  answers will be treat ed in str ict confide nce and  will no t 

be shared  wit h third  part ie s. All dat a will b e pro cessed in a ccordan ce with 

app licab le  data prote ction re gulations a nd will only be u sed to calculate 

individual sco res an d bench mark results in the pr ofession.  By starting  the 
que stionnaire , you a gree to par ticipate in the te st. 

COMM-AIT
THE AI  LITERACY TEST

Lively debates and research on measuring 
AI literacy in many disciplines

http://www.comm-ait.com/
http://www.comm-ait.com/
http://www.comm-ait.com/


Sneak preview: Test design, indices, output

SELF-ASSESSMENT 

FRAMEWORK
1) Knowledge 2) Skills 3) Attitude INDICES:

A) What are AI-based 

tools and services?

Question A1.1 with items 
(Likert sca le)

Question A1.2 with items 
(Likert sca le)

Question A2.1 with 
items (Likert sca le)

Question A2.2 with 

items (Likert scale)

Question A3.1 with items 
(Likert sca le)

Question A3.2 with items 
(Likert sca le)

Comprehension

Competence

B) What do AI-based 

tools and services do?

Question B1.1 with items 
(Likert sca le)

Question B1.2 with items 
(Likert sca le)

Question B2.1 with 
items (Likert scale)

Question B2.2 with 

items (Likert sca le)

Question B3.1 with items 
(Likert sca le)

Question B3.2 with items 
(Likert sca le)

Performance

Competence

C) How do AI-based 

tools and services 

work?

Question C1.1 wi th i tems 
(Likert sca le)

Question C1.2 wi th  i tems 
(Likert scale)

Question C2.1 wi th  
items (Likert sca le)

Question C2.2 wi th 

items (Likert sca le)

Question C3.1 wi th i tems 
(Likert sca le)

Question C3.2 wi th  i tems 
(Likert scale)

Technological 

Competence

D) How can AI-based 

tools and services be 

used?

Question D1.1 wi th  i tems 
(Likert sca le)

Question D1.2 wi th i tems 
(Likert sca le)

Question D2.1 wi th  
items (Likert scale)

Question D2.2 wi th  

items (Likert sca le)

Question D3.1 wi th  i tems 
(Likert sca le)

Question D3.2 wi th i tems 
(Likert sca le)

Application 

Competence

E) What are potential 

opportunities & risks 

of AI-based tools and 

services?

Question E1.1 with items 
(Likert sca le)

Question E1.2 with items 
(Likert scale)

Question E1.3 with items 
(Likert sca le)

Question E2.1 with 

items (Likert sca le)

Question E2.2 with 

items (Likert scale)

Question E2.3 with 
items (Likert sca le)

Question E3.1 with items 
(Likert sca le)

Question E3.2 with items 
(Likert scale)

Question E3.3 with items 
(Likert sca le)

Reflection 

Competence

INDICES: AI Knowledge AI Skills AI Attitude
AI Literacy Index 

(KPI)

INDIVIDUAL

CHARACTERISTICS
INDEPENDENT 

VARIABLES:

Perceived overall AI expertise
Question I1.1 with items 
(Likert sca le) Expertise Level

Expert status among colleagues
Question I2 .1 with items 
(Likert sca le)

Question I2 .2 with items 
(Likert sca le)

Influencer Strength

Position and roles

(hierarchy, organization)

Question I3 .1 with items 
(Likert sca le)

Question I3 .2 with items 
(Likert sca le)

(Various)

Sociodemographics 

(age, gender, country, …)

Question I4 .1 with items 
(Likert sca le)

Question I4.2 with items 
(Likert sca le)

(Various)

Communicator #90 – Expert

AI Literacy Index: 77.3 %
> 10 years job experience
Age 40–49; male; team leader

Communicator #31 – Newbie

AI Literacy Index: 25.0 %
> 10 years job experience
Age > 60; female; team member

Exemplary test results:

10Adopted from Busch et al., 2025



A new challenge to bear in mind: AI-induced competency 
gapsWell-trained communication professionals who use AI in their daily work
might lose other competencies needed to create business value

11Anderson & Rainie, 2025, p. 6 (Elon University Imagine The Digital Future Center canvassing, Dec 27, 2024 – Feb 1, 2025) 



02 AI literacy of communication teams:
The AbbVie experience

Sebastian A.Wachtarz, Director Government & Corporate Affairs, AbbVie Germany



Meet AbbVie

Therapies for 

60+ 
Indications

30+ 
Medicines that 
change lives

in more than 

175
Countries

Immunology

Oncology

Neurology

Eye Care

Virology

Therapeutic Areas of AbbVie

Aesthetic Medicine 
(Allergan Aesthetics)

Berlin
Commercialisation

Ludwigshafen
R&D

Wiesbaden
Operations 

13



Master thesis sparks AI usage at AbbVie  

• “Use and acceptance of large language models 
in communications departments: Conceptual 
foundations and a case study at AbbVie 
Germany”

• Key questions: 

• What factors influence the assessment of the 
use of large language models in 
communications departments?

• How does communicators' acceptance of 
large language models change before, during, 
and after application testing?

Pauline Johe
M.A. Communication Management

Leipzig University

14
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3
Weeks 

active test phase

13
Average number of 

years of experience in 
the pharmaceutical 

industry

39.5 
Average age of

participants

14
Professional 

communicators 
(Corporate & Brand 
Communication) at 

AbbVie Germany

Methodology

14

36

2

In-depth 

interviews

Short 

interviews

Focus 

Groups

15



Julia Heinz
Corporate Communication Manager

Caroline Hannemann

Assistant

Sabine Launhardt
Sr. Corporate Communication Manager

Parkinson

Social Media

Corporate 

Communication
Brand 

CommunicationInka Lasser
Lead Brand Communication

Kristina Haße
Sr. Brand Communication Manager

Rheumatology

Kathrin Kuntz 
Sr. Brand Communication Manager 

Gastroenterology

Christian Schärtl
Brand Communication Manager

Oncology

(Venclyxto & Tepkin ly)

Maren Nienstedt 
Sr. Brand Communication Manager

Oncology (Elahere & Dachmarke)

Christine Blindzellner 
Sr. Brand Communication Manager

Parkinson, Therapeutic Neurotoxins & Migräne

Sabrina Blümel

Brand Communication Manager
Atopic Dermatitis, Dermatology (Leienkommunikation)
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Robin Murray
Associate Communication Manager 

Chantal Braun
Communications Manager Operations

Skyrizi Derma (-7/25)

Sebastian Wachtarz
Director Government & Corporate Affairs Anke Kugelstadt

Lead Corporate Communication

Fabian Liboschik
Communications Lead LU

Andreas Autzen
Communication Manager

Eye Care

Hanna Topolanek
Corporate Communication Support

Andrea Broicher 
Sr. Corporate Communication 

Manager

Meet the team



A reluctant start … 

“We won't be able to 
avoid it. So it's better 

to be prepared.”

“I used it less often than I 
hoped, or the more stressful it 

became, the less I used it.”

“When it's aimed at the lay target group, I can 
actually imagine it very well... I don't really see any 

value for HCP media work there…”

“I realized that it actually takes just 
as long if I enter it into the AI ​​as if I 

simply formulated it myself.”

“I could imagine the 
LLM working with me 
but ensuring that the 

final result is 
something I can take 
responsibility for is 
up to me; I’m better 
at that than an AI.”

17



A reluctant start … 

“I think it's extremely helpful and especially with such 
annoying things I see a lot of potential to get rid of 

things that I don't really want to sacrifice my working 
time for.”

“It's good to have external pressure to use it, because 
without your project, motivation would probably be quite 
limited. You have to overcome this initial phase to then 
use it intuitively, without actively thinking about it.”

“But it's also a bit of fun to 
just try things out.”

“From the beginning, I was 
keen to try it out. Now I've 

gained more experience and 
realized it works well and I 

get better step by step.”

18



User typology

• High interest and willingness to 
use

• Intrinsic or hedonic motivation

• Strong intention to integrate in 
their work

• Convinced of the potential

• Come up with many possible use 
cases

• Motivated to explore 

• Feel obliged to gain 

experiences

• Assume it cannot be used for 
all tasks.

• See potential but not yet fully 

convinced.

• Less creative in coming up 

with use cases

• Rather sceptical about 

usefulness

• Low motivation to use

• Perceive the benefits to their 
own work as low.

• Show little intention to use in 

their daily work.

• Little consideration of 

possible use cases, low 
willingness to experiment

8 People

Believer Open-minded

3 People

Reserved

2 People

19
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One year later:
A growing number of real-life use cases

Translation and Summarization

− Fast ad hoc translations.

− Create summaries, analyze, and extract information 
from articles, manuscripts, and draft bills.

Visual and Multimedia Support

− Create images for internal campaigns and 
patient photos for case studies.

− Transcribe, analyze, and summarize 
audio and video files.

Training and Consistency Management

− Support in preparing media training sessions.

− Compare documents for consistency and wording.

Content Creation and Review

− Draft LinkedIn posts, internal mailings, 
and Q&A documents.

− Review, correct, shorten, and adapt the style of 
human-generated texts in both German and English.

Creative Strategy and Planning

− Brainstorm ideas for creative approaches, titles, 
or claims.

− Draft strategic or tactical communication plans 

and outlines for presentations.

Language and Style Enhancement

− Look for synonyms and double-check the correct 
usage of proverbs.

− Complete forms and questionnaires based on 
existing information.

20



03 Siemens Communications:
ONE Team, empowered by AI. Transforming 
how we work and scale our impact

José Machado, Head of Channels, Analytics & AI, Siemens



Our purpose:
We create technology to transform the everyday, for everyone

Infrastructure

Up to 50% material savings can be 

realized using digital twins and 

innovative production technologies 

such as additive manufacturing.

Mobility

Buildings are currently responsible 

for 39% of global energy related 

carbon emissions. Data analytics 

and automated building management 

can unlock large saving potentials.

Industry

Up to 30% higher network 

capacity can be achieved through 

automatic train operation and by 

optimizing train flows and rail 

operations.

22



GenAI’s value for Communications

Knowledge Management
Centralizing our knowledge & streamlining 

our global training, upskilling & measurement 

efforts across teams & BUs.

Data-Driven Insights
Analyzing communication trends, audiences, 

and engagement metrics to provide 

actionable insights.

Content Customization
Creating tailored communications for diverse 

audiences, e.g. by reusing and adapting 

existing content. 

Content Creation 
Producing high-quality content saving time 

and resources.

23



Constantly evolving ecosystem of tools and initiatives 
from IT and Communications

24



Introducing NEO.CM – Your GenAI partner in Communications
Bots and prompts designed specifically for communications experts 
 

Restricted | © Siemens 2025 | Hwong | CM CA GAI | 2025-0425



NEO.CM: Prompt templates
Selected examples

26



Communications GenAI Use Case Radar
Cross-team collaboration to evaluate and prioritize GenAI use cases

27



We equip our people with the relevant skills to stay employable
Including AI Skills

In the Communications (CM) Role Profiles all 

relevant skills for communicators are displayed 
(since June 2024).

AI Skills will be added

Start of evaluation 

relevant skills for 

communicators

April 2023

Launch of CM Role 

Profiles for all 

communicators

June 2024

Evaluation of AI 

skills for 

communicators

October 2024

Results of AI Literacy

Survey and derivation

of trainings

March 2025

Set-up of AI 

Learning Journey 

and launch

From May 2025

28

https://mylearningworld.siemens.com/web/en/page/lex_auth_012844603245043712181


The strategic approach from the evaluation of AI skills to the 
implementation of development opportunities for our communicators

1

Assessing learning needs with 

the AI Literacy Survey for 
Communications with Leipzig 
University

Implementing trainings and 

learning initiatives to create an 
AI Learning Journey

Identifying relevant skills as 

communicator in the AI-driven world 
(Trend and skill analysis)

2 3

Technical 

skills
Functional

skills

Soft/ 

Human 

skills

29



AI Learning Journey for Communicators

Digital AI Learning Path Basic 

(incl. NEO.CM) (FY25/Q4)

Digital AI Learning Path 

Advanced (incl. Soft Skills) 
(FY26/Q1)

AI Learning Day 
(FY26/Q1)

NEO.CM powered by 

SiemensGPT Hands-on 
Workshop (incl. critical thinking) 

(FY25/Q3)

AI for Comms leaders

CM GenAI

community

Bas icBas ic

Bas icBas ic

AI Communications 

Summit (FY25 Q3)

Advanced

Learning on your own Learning from internal and/or external experts

Advanced

30

https://teams.microsoft.com/l/team/19%3AjZ6ZwVed7dRSYGqdFDSeSu3mWHryG-nyAOQigmSb2T81%40thread.tacv2/conversations?groupId=56bbf855-6dbd-4e08-b147-fe15f4e46861&tenantId=38ae3bcd-9579-4fd4-adda-b42e1495d55a
https://teams.microsoft.com/l/team/19%3AjZ6ZwVed7dRSYGqdFDSeSu3mWHryG-nyAOQigmSb2T81%40thread.tacv2/conversations?groupId=56bbf855-6dbd-4e08-b147-fe15f4e46861&tenantId=38ae3bcd-9579-4fd4-adda-b42e1495d55a
https://teams.microsoft.com/l/team/19%3AjZ6ZwVed7dRSYGqdFDSeSu3mWHryG-nyAOQigmSb2T81%40thread.tacv2/conversations?groupId=56bbf855-6dbd-4e08-b147-fe15f4e46861&tenantId=38ae3bcd-9579-4fd4-adda-b42e1495d55a


Digital AI Learning Path (Basic) for Communicators 
as part of the AI Learning Journey
Basic understanding of AI, our GenAI tools, their capabilities, and limitations

• Welcome and intro with Chris Ribeiro: Why 

is AI important for communicators? (Video)

• Basics around AI/GenAI: AI Base Camp 

(E-Learning)

• AI glossary: Definitions of AI terms

(Website)

1. Introduction & Terminology

• Introduction: The GenAI tools (text, picture)

• Generative AI Guardrails (Website)

• Responsible AI (E-Learning)

• Generative AI Guidelines for CM (Website)

• The GenAI tool landscape (text with links)

• Introduction to SiemensGPT: The functionalities (videos)

• NEO.CM (videos)

• NEO.CM - SiemensGPT Hands-on Workshop for 

communicators (Virtual instructor-led training)

• Microsoft Copilot (video and link to guideline)

2. The GenAI tools

Community exchange and best practice sharing 

(CM GenAI Community, bi-weekly)

3. Collaboration

AI Essentials in My Learning World (Channel)

At the end: Download of summary incl. all links and 
learning recommendations.

4. Additional learning recommendations

Badge

31

https://mylearningworld.siemens.com/web/en/page/lex_auth_013991079898931200372


04 Questions & Answers



05 Peer-to-peer exchange



34

Three challenges – please share your thoughts and ideas!

 Which AI competencies are most difficult to convey – and how can it be done?

 Facilitators: Swaran Sandhu, Lea Knabben

 Does it make sense to upskill existing teams or shall we hire different people instead?

 Facilitators:  Karen Berger, Laura Siewert

 Which competencies create competitive advantage, if everybody can use AI tools?

 Facilitators:  Ansgar Zerfass, Michelle Wloka

Walkabout – please start at one of the three boards , discuss, move forward after 10 min.! 



Thank you!

JOSÉ MACHADO

Head of Channels, Analytics & AI
Siemens AG
josemachado@siemens.com
www.siemens.com

PROF. DR. ANSGAR ZERFASS

Professor and Chair of Strategic Communication
Leipzig University
zerfass@uni-leipzig.de
www.communicationmanagement.de

SEBASTIAN WACHTARZ

Director Government & Corporate Affairs 
AbbVie Germany
Sebastian.wachtarz@abbvie.com
www.abbvie.com



Backup
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