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Reading guide
The World Economic Forum’s AI Transformation of 

Industries initiative seeks to catalyse responsible 

industry transformation by exploring the strategic 

implications, opportunities and challenges of 

promoting artificial intelligence (AI)-driven innovation 

across business and operating models.

This white paper series explores the transformative 

role of AI across industries. It provides insights 

through both broad analyses and in-depth 

explorations of industry-specific and regional deep 

dives. The series includes:

As AI continues to evolve at an unprecedented 

pace, each paper in this series captures a unique 

perspective on AI – including a detailed snapshot 

of the landscape at the time of writing. Recognizing 

that ongoing shifts and advancements are already 

in motion, the aim is to continuously deepen and 

update the understanding of AI’s implications 

and applications through collaboration with the 

community of World Economic Forum partners 

and stakeholders engaged in AI strategy and 

implementation across organizations.

Together, these papers offer a comprehensive 

view of AI’s current development and adoption, 

as well as a view of its future potential impact. 

Each paper can be read stand-alone or alongside 

the others, with common themes emerging 

across industries.
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Foreword

Generative artificial intelligence (genAI) has sparked 

a wave of global enthusiasm due to its remarkable 

capabilities and potentially transformative impact 

on society, both in the personal and professional 

sphere. In the media, entertainment and sport 

industry, this powerful technology is reshaping the 

way content is created, distributed and consumed, 

with a unique impact on human creativity. While 

genAI presents significant opportunities, it also 

raises legitimate concerns about responsible and 

successful adoption that can only be addressed with 

a whole-of-society and human-centric approach. 

The World Economic Forum, in collaboration with 

Accenture, has developed this white paper to help the 

industry better understand genAI and the disruption its 

adoption could bring. We have worked closely with a 

community of industry leaders, innovators, academia 

and technology experts, and labour representatives to 

gather insights and real-life experiences, developing 

a common understanding of the emerging 

opportunities, challenges and key enablers. 

The report goes beyond the hype, offering  

guidance to business leaders and other 

stakeholders across society on proactively 

adapting, innovating and collaborating to rethink 

and reinvent traditional business and operating 

models. The development of robust governance 

and multistakeholder partnerships is key to 

facilitating responsible adoption and ensuring  

this revolution will benefit humanity.

With the technology and its adoption evolving 

rapidly, this initiative will continue to engage 

stakeholders across sectors, uncovering new 

insights, identifying emerging opportunities and 

challenges as they unfold, and offering a platform 

for knowledge exchange to drive collective action 

for responsible adoption. 

Minos Bantourakis 

Head, Media, Entertainment 

and Sport Industry, World 

Economic Forum

Francesco Venturini 

Senior Managing Director; 

Communications & Media 

Industry Global Lead, 

Accenture

Artificial Intelligence in Media, 

Entertainment and Sport

January 2025
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Executive summary

As part of a series that addresses the impact  

of generative artificial intelligence (genAI) across 

industries, this white paper delves into its 

transformative potential on the media, entertainment 

and sport industry. It does not cover cross-industry 

topics but aims to clarify potential opportunities, 

challenges and disruptions, providing leaders and 

key stakeholders with insights to navigate these 

transformative times. Given the industry’s societal 

impact, it is important for players to develop a shared 

and comprehensive understanding of genAI’s role in 

the evolution of the creative landscape. 

GenAI’s impact on the media, entertainment and 

sport industry is expected to be more profound 

than on other industries. It can not only drive 

efficiency and productivity, enhance audience 

engagement and optimize revenues, but also 

impact the core of the industry by augmenting 

human creativity, acting as a collaborator, and 

empowering humans to overcome previous 

limitations. It can support every stage of content 

creation, distribution and consumption. In the early 

stages, it can speed up prototyping of alternative 

ideas. By analysing vast amounts of data and 

providing actionable insights, it can form an iterative 

feedback loop, where insights from each stage 

inform the others. This content innovation loop 

can enhance creativity and improve the ability to 

predict audience preferences, in turn optimizing 

distribution and engagement, expanding reach 

and increasing revenues. Society will benefit from 

expanded access to information and content, as 

translation and format barriers will be removed.

Adoption has already accelerated in recent years, 

with both AI-native organizations and established 

players investing heavily in it. 

Despite genAI’s potential, however, the report 

highlights challenges that must be addressed. 

The industry needs to pay close attention to the 

risk of misinformation and disinformation, 

uncertainty of return on investment (ROI), the 

need for harmonized governance frameworks and 

practices to advance trust and transparency, the 

technological readiness, and the implementation 

of foundational requirements, including digital 

core infrastructure.

Readiness varies across the workforce. While some 

creators embrace genAI’s democratizing effects of 

lowering technical barriers to high-quality content 

creation, others remain cautious due to concerns 

over job displacement, intellectual property (IP) 

and likeness rights. Education and upskilling are 

crucial to ensure the responsible and transparent 

development of genAI products and features, and 

for effective governance and accountability.

This paper also identifies potential future 

disruptions. These include a shift from search-

based to AI-driven content discovery, new 

consumption experiences through the convergence 

of emerging technologies, and AI-enabled 

creativity sparking a new era in content creation, 

with AI contributing to expand productions. In 

this landscape, collaborations, such as those 

between technology companies and publishers, 

could be the key to navigating the unknown. These 

developments open groundbreaking possibilities 

but also call for a re-evaluation of traditional 

business and operating models.

While genAI has the potential to transform the 

industry, successful, responsible adoption at scale 

hinges on a holistic, transparent and human-

centric approach, requiring strategic leadership, 
workforce development, robust technical infrastructure 

and wide adoption of governance frameworks and 

practices. It calls for multistakeholder collaboration 

across society, including industry, governments, 

civil society, labour and leading experts from 

scientific and humanistic disciplines.

Generative AI is poised to revolutionize 
the creative process, yet its impact and 
challenges require ethical considerations 
and governance frameworks.

Artificial Intelligence in Media, Entertainment and Sport 5



Context and  
industry trends

1

AI-powered tools are propelling content 
development and contributing to expand 
the industry by lowering technical and 
accessibility barriers.

The media, entertainment and sport industry is 

vast and dynamic, encompassing various sectors, 

each playing a critical role in shaping the way 

content is created, distributed and consumed.  

The industry plays a pivotal role in engaging people 

by providing trustworthy and reliable content 

that informs, entertains, educates and facilitates 

individual and collective narratives.

Aided by technology, the revolution in content 

creation that began in the mid-2000s shows no 

signs of slowing down. The emergence of user-

generated content platforms has initiated the 

creator economy, democratizing content creation 

across the industry. Once almost exclusively the 

purview of large studios, content creation has 

become accessible to storytellers everywhere 

across news media, publishing and broadcasting, 

advertising and communication, gaming, 

entertainment, music, film and sport. Passive 

content distributors – including social media 

platforms and search engines – aid in the 

distribution of this content and make it widely 

available to new audiences, thus expanding the 

industry. As of 2023, 50 billion global creators 

contribute to a $250 billion total addressable 

market, and both figures are expected to grow 

significantly.1 Alongside passive distributors,  

active content distributors play a crucial role by 

providing news and information in every field to help 

individuals and businesses make informed decisions.  

They also help distribute entertainment content, 

such as movies and music.

While technology, with its deep connection to 

content, has propelled the ascent of the creator 

economy and transformed distribution across the 

industry, generative artificial intelligence (genAI) 

is amplifying this growth, exponentially increasing the 

volume of content available online. Experts estimate 

that AI-generated content could account for as much 

as 90% of information on the internet in a few years.2 

GenAI makes content production easier, empowering 

more people to join the creator economy. AI-powered 

tools facilitate low-cost automated translation, 

dubbing and content localization across geographies. 

Text-to-voice and text-to-video tools facilitate broader 

accessibility; emerging dubbing technologies enable 

more natural and fluid tones and intonation.3 

As digital content grows, authentic in-person 

experiences providing emotional depth, like 

concerts, cinema and sport events, are becoming 

increasingly valuable and are the key growth 

sectors in the industry. Movie box office and music 

ticket sales accounted for 39% of net increase 

in consumer spending worldwide in 2023. Live 

music revenue increased by 26% and represents 

more than half of the overall music market.4 GenAI 

enhances these in-person experiences, creating 

new ways for consumers to enjoy live events and 

immersive interactions.

1.1  Context

AI has been a transformative force in the media, 

entertainment and sport industry, driving 

significant advancements in content production, 

monetization and consumer experience. 

In content production, genAI, supporting human 

creators, has the potential to further enhance creative 

processes in video production, music, journalism, 

gaming and photography, among other areas. 

In short-form content, AI started the trend of 

democratizing content creation by providing editing 

tools that can enhance the quality of user-generated 

content without the need for deep technical skills.  

1.2  Trends

 Aided by 
technology,  
the revolution  
in content creation 
that began in the 
mid-2000s shows 
no signs of  
slowing down.
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 GenAI can 
enhance and 
streamline 
every phase of 
the production 
of scripted 
content from story 
development and 
character creation 
to dialogue writing.

It has also helped platforms drive users’ 

engagement through ranking and recommendation 

algorithms. GenAI tools can amplify this trend via 

creative AI platforms, such as automated video 

creation and editing. By offering creators real-time 

feedback and suggestions at the idea generation 

phase, genAI can help them refine their work 

as they go, thereby boosting the overall quality 

of content. 

AI-generated audience preference insights currently 

help long-form content creators (both scripted and 

non-scripted) optimize scripts, narrative structures 

and pacing. Real-time analytics and insights for 

live events allow producers to adjust on the fly and 

improve audience engagement during broadcasts. 

GenAI can potentially further enhance long-form 

content creation and make it even more efficient. 

It can enhance and streamline every phase of 

the production of scripted content – like movies, 

editorials, video games and commercials – from 

story development and character creation to 

dialogue writing, helping creators generate fresh 

ideas and reducing production time. In post-

production, it can automate complex tasks like 

visual effects, 3D animation and computer-

generated imagery, enabling the creation of hyper-

realistic environments and characters at a fraction 

of the usual cost and time. 

For non-scripted productions such as live TV, 

concerts and sport, genAI can advance real-

time content editing, highlight generation and 

multi-camera operations. Content creators can 

use conversational interfaces to automate time-

consuming tasks like creating video clips from 

existing content; editors request edits and video 

assembly through natural language prompts, and 

the model processes and executes the tasks. 

Furthermore, genAI enables the continuous analysis 

of audience engagement data, ensuring that 

content remains engaging throughout the event. 

It thus enhances both the creative and strategic 

aspects of content creation and distribution.

When it comes to monetization, AI has 

transformed advertising by boosting return on 

investment (ROI) through predictive analytics and 

real-time dynamic pricing. Predictive analytics 

uses machine learning (ML) algorithms to forecast 

consumer behaviour, helping media companies 

manage their digital inventory and deliver ads 

to the right audience at the right time. Dynamic 

pricing adjusts advertising rates based on 

demand, competition and engagement metrics, 

maximizing profitability for both advertisers and 

content platforms. 

GenAI is set to revolutionize media planning and 

buying by enhancing audience targeting through 

even more granular analysis of detailed audience 

behaviour patterns, including unstructured data. 

This helps marketers identify individual preferences 

and enables content-aware advertising. By using 

these insights and automating aspects of the 

creative process, genAI can optimize ad creation, 

targeting and distribution, allowing marketers and 

advertising agencies to develop hyper-personalized 

advertising campaigns. They can tailor ads that 

resonate on a deeper level with specific audience 

segments and place their ads more strategically, 

increasing the likelihood of conversions. 

AI already enhances consumer experience by 

delivering personalized content recommendations 

on streaming platforms, social media, search 

engines and media outlets, improving customer 

engagement and retention. It also enhances 

content moderation’s effectiveness and efficiency 

in supporting the detection and removal of harmful 

content. With genAI’s advanced contextual 

understanding of policies and community 

guidelines, moderation can go beyond static 

decision trees to better reflect the complexities  

of the real world. GenAI can expand the canvas of 

possibility for highly individualized content delivery 

and interactive and immersive experiences. This 

includes both virtual and in-person applications, 

like virtual assistants and intelligent agents, 

working along extended reality technologies. It 

also covers seamless ways to create and access 

content through conversational interfaces, such 

as generating images and videos or searching 

archives anytime, anywhere. In addition, genAI 

can increase the relevance of social media search 

results and, with intentional design choices, can 

enhance algorithms to encourage positivity and the 

emotional well-being of users and communities.

Emerging trends and rapid technological 

advancements fuel optimistic outlooks for the 

global AI market in media, entertainment and sport. 

Revenues are projected to reach approximately 

$120 billion by 2032, with a compound annual 

growth rate of 26% from 2023 to 2032.5 However, 

high upfront costs, fundamental infrastructure gaps, 

particularly high data debt (e.g. low data quality, lack 

of accurate metadata) and unclear business value 

raise concerns about long-term profitability. This 

leads to a high AI project failure rate, estimated at 

30% to 80%.6,7 Moreover, as discussed later, several 

challenges must be addressed to responsibly adopt 

the technology and ensure this revolution benefits 

humanity and enhances the creative landscape.

Uniquely human elements, such as the conception 

of original ideas and the stories behind them, 

the emotional resonance, cultural nuance and 

moral judgement will remain essential. Human 

accountability and creative oversight will continue 

to play a pivotal role. In the future, creators and 

users will need to be educated to navigate evolving 

sensitivities around trust and information integrity, 

especially as younger generations bring different 

sensitivities around these concepts.
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2 Industry adoption
GenAI is transforming content creation, 
distribution and monetization into a 
dynamic, data-driven and iterative process.

This section highlights key opportunities emerging 
for the media, entertainment and sport industry. 
The impact of genAI on industry-agnostic functions 

and processes, such as human resources, finance 
and legal, are covered in the AI in Action: Beyond 
Experimentation to Transform Industry Value paper.

GenAI is reshaping every sector in the industry.  
The content development process has evolved 
from sequential (create, distribute, monetize) to 
circular, where insights from each stage inform and 
influence others. With a strong and secure data 
foundation and informed user consent, genAI can 
enhance this dynamic. It can process vast datasets 
on audience behaviour, preferences and trends to 
create actionable strategies and even implement 
them. Content creators can use genAI-powered 
insights to adapt their output through conversational 
interfaces, using genAI once again to augment, 
simplify or automate tasks. This responsive content 

innovation loop, where each phase informs the 
others, serves audiences’ needs as they emerge, 
embedding insights from the monetization stage 
into distribution strategies, and more. For example, 
genAI can instantly tailor marketing assets based 
on early audience engagement or recommend 
creative adjustments in films by analysing script 
performance data. Similarly, personalized content 
distribution algorithms enable targeted, direct 
advertising campaigns by refining targeting 
strategies in real time based on performance 
analytics, ensuring that campaigns reach the 
most responsive demographics.

2.1  Present scenario

Illustrative example of the shift from a content development process to a genAI-powered 

content innovation loop

F I G U R E  1

Content/asset creation

Streamline production and post-production 

processes, shaving off time and budget

Content/asset management

Enhance media/digital assets’ daily 

workflows and content management

Monetization

More effective marketing campaigns, 

increasing customer conversion rate

Distribution

Build hyper-personalization capabilities, 

enhancing sales volume and ROI

Customer experience

Increase audience engagement through 

highly individualized content, and reduce 

customer service interaction times

GenAI
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This section outlines the most relevant opportunities 

for generative-AI-driven transformation across 

content creation, asset management, monetization, 

distribution and customer experience. It provides an 

overview of how businesses across the industry are 

using genAI at each stage of the content innovation 

loop. These examples, grouped by impacted stage 

of the loop and the opportunity they enable, are 

illustrative rather than exhaustive. 

Opportunities

 – Augment human creativity: GenAI augments 

creativity and democratizes content production 

by lowering entry barriers such as technical 

skills and investment. This allows a broader 

spectrum of creators to participate and enables 

studios with limited resources to enhance their 

production, ultimately expanding the industry. 

But the real promise of genAI lies not in merely 

enhancing existing workflows or generating 

assets, but in creating entirely new and 

previously unimaginable experiences. 

 – Enhance audiences’ engagement and 

optimize revenues: GenAI supports the 

production and delivery of hyper-personalized, 

engaging content at scale. In turn, this helps 

businesses enhance user experience, reduce 

churn and optimize revenue streams through 

strategic advertising placements, dynamic 

pricing and improved content yield. 

 – Boost efficiency and productivity: GenAI 

automates repetitive tasks, such as copyediting 

for grammar, summarization and metadata 

tagging, and optimizes content editing 

workflows in production and post-production 

phases. It provides real-time audience and 

performance insights that allow creators to 

quickly adapt and improve content through 

conversational interfaces. This enables the 

industry to deliver high-quality content faster 

and more effectively. 

2.2  Opportunities and use cases

A dynamic innovation ecosystem is emerging, 

fuelled by a whole new generation of AI-native 

startups, with $27 billion invested in it between April 

and June 2024 alone.8 These organizations are 

expanding the industry by:

 – Reinventing existing products, making them 

more accessible and engaging, and enhancing 

established business and operating models to 

drive efficiency and productivity

 – Creating new products and services that 

push the boundaries, such as search generative 

experiences and text-to-audio/video solutions

 – Acting as enablers, supporting the evolution 

of the content innovation loop, by providing 

infrastructure and solutions for emerging 

needs, such as the implementation of content 

authenticity standards, attribution models and 

remuneration frameworks

Reinventing existing products

Inworld AI provides a suite of AI tools and 

infrastructure for game development and 

gameplay. Inworld’s AI engine helps game 

developers create content more efficiently while 

enabling new game mechanics that increase 

immersion, personalization and replayability.9

Creating new products and services

Runway is at the forefront of AI media, making 

content creation accessible, controllable and 

empowering for everyone. It builds general purpose 

multi-modal simulators, accelerating research-

to-production timelines from years to weeks and 

embedding research into engineering and product 

teams instead of having each team work in isolation.10

Acting as enablers

ProRata.ai enables AI pay-per-use with new 

technology that analyses generative responses, 

attributing content sources, enabling the sharing  

of revenues between technology players and 

content providers.11

Emerging innovation ecosystemB O X  1

GenAI and creatorsI N S I G H T  1

52%
of creators state that using AI helped 

them to be more creative while also 

saving them time.12 

92%
of creators say they have already used 

genAI in some capacity (vs. only 34% 

in November 2023).13

90%
feel like they are not using genAI  

to its fullest potential.14
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How genAI can augment the creative process and help engage audiencesF I G U R E  2

Augment human creativity:

Text-to-image genAI enhances 

human creative productivity by 

approximately 25%.15

GenAI can help writers with low divergent association 

task (DAT) scores improve the writing quality of a story, 

increasing enjoyment by about 20-25%, putting them 

on par with more creative writers.16

of marketers have 

implemented AI 

into their workflows.

indicate content 

creation as the top 

use case.17

Approximately Around

25%

75%

of chief marketing officers expect 

genAI and related technology 

to change the relationship with 

customers within the next five years.18

Harnessing the power of genAI to enhance marketing by 

tailoring communications to individual customer profiles 

can boost conversion rates by 15-30%.19

Inaccurate or incomplete 

data often results in 

incorrect business 

decision-making, failure to 

meet customer needs and 

reduced competitiveness. 

In total

93%

62%
of revenues due to 

bad data.20

Companies can 

lose up to

15-25%

Enhance audiences’ engagement and optimize revenues:

Augment human creativity, enhance audience 

engagement and optimize revenues

Creation of previously 

impossible and highly 

engaging content 

combining new and 

pre-existing assets

Real-time analysis and 

sorting of live content to 

reassemble it in a more 

engaging way

Analysis of previously 

consumed content to 

create dynamic and 

innovative ad formats 

and automatically 

adapt campaigns

Audience reach 

expansion through 

automatic translation 

and conversion of 

content, and generation 

of promotional artwork 

that adapts to individual 

users’ preferences

Increasingly immersive and 

interactive experiences 

driven by passive 

personalization engines

Content/asset

creation

Content/asset

management

Customer 

experience

Monetization Distribution

Augment human creativity, enhance audience 

engagement and optimize revenues

Artificial Intelligence in Media, Entertainment and Sport 10



YouTube recently tested Dream Track in YouTube 

Shorts to explore how AI can deepen connections 

between artists, creators and their fans. Nine 

artists, including Charli XCX, Demi Lovato, John 

Legend and T-Pain, partnered with YouTube for 

this experiment. It allowed a select group of US 

creators to type in an idea and choose the voice of 

one of the participating artists to produce an original 

AI-generated soundtrack of up to 30 seconds. They 

could then use this soundtrack on their Shorts.

Sony AI, in collaboration with Polyphony Digital 

and Sony Interactive Entertainment, developed 

Gran Turismo Sophy, a revolutionary superhuman 

racing agent designed to compete against 

top Gran Turismo Sport drivers and enhance 

their gaming experience. Sophy’s training 

employed novel deep reinforcement learning 

techniques using state-of-the-art algorithms and 

training scenarios developed by Sony AI using 

Gran Turismo Sport, a real driving simulator, 

and Sony Interactive Entertainment’s cloud 

gaming infrastructure.22

C A S E  S T U D Y  1

Augmenting music creation – artists’ voices in videos

C A S E  S T U D Y  2 

Enhancing in-game experiences – the superhuman racer

Creators can use genAI’s ability to interpret 

extensive content archives in real time to quickly 

discover emerging trends, get inspired and gain 

fresh perspectives. In the idea innovation stage, 

genAI can help brainstorm concepts, provide 

topic suggestions tailored to specific audiences, 

offer inspiration to kickstart the creative process, 

generate preliminary drafts and serve as a 

catalyst for new ideas that are not possible with 

conventional methods. 

It enables the near real-time generation of high-

quality content, combining new and pre-existing 

assets.21 Organizations can also use genAI to deliver 

previously impossible, highly engaging experiences. 

For instance, genAI-based game engines can 

dynamically expand levels and adapt environments 

and visuals to gamers’ preferences and profiles. They 

can develop intelligent non-player characters and 

generative agents that are not constrained by limited 

narrative options and predefined decision trees.

Content/asset creation

Artificial Intelligence in Media, Entertainment and Sport 11



Google Labs developed NotebookLM, a 

personalized AI research assistant built with 

multimodal technology. It helps users efficiently 

process and organize complex information 

by synthesizing documents, videos and even 

books into insightful summaries, identifying key 

relationships and suggesting follow-up questions. 

Users can upload up to 50 sources into individual 

project notebooks. NotebookLM’s Audio Overview 

feature transforms content into podcast-style 

discussions with two AI hosts.24

C A S E  S T U D Y  3 

Facilitating access to information via AI-powered 

summarization and multimodal AI research assistance

Organizations can use genAI’s conversational 

interface to analyse, sort and manipulate content 

in real time and reassemble it in a more engaging 

format. For instance, producers can provide sport 

fans with enhanced, immersive experiences  

using game highlights clips, game summaries  

and player statistics across multiple platforms.23

In partnership with Intel, the International 

Olympic Committee (IOC) has introduced  

cutting-edge AI solutions to transform the  

Olympic experience for fans, organizers, athletes 

and viewers across the globe. The Automatic  

Highlights Generation feature creates personalized 

highlights for 14 sports to boost audience 

engagement through AI models trained with 

Intel Geti AI tools that use the Olympic sports 

video archive.25

C A S E  S T U D Y  4 

Automating and personalizing sport highlights creation

Monks agency revolutionized Hatch’s advertising 

strategy by overcoming the challenge of costly 

and time-intensive ad development for their 

new Restore 2 product. Using genAI tools such 

as Google Gemini for persona development 

and the Monks Flow platform, they delivered 

a personalized, effective ad campaign in 

unprecedented time. This genAI-powered 

workflow improved user engagement, resulting 

in an 80% higher click-through rate (CTR) and 

31% better cost-per-action (CPA) and halving 

production costs.26

C A S E  S T U D Y  5 

Enhancing user engagement via hyper-personalization

GenAI can help enhance content monetization by 

processing real-time data, such as from live events, 

to make immediate adjustments that enhance 

engagement and revenues. During sport events, 

for example, AI analyses livestreams captured by 

autonomous drones, and based on these real-time 

insights on brand visibility, generative-AI-powered 

agents adjust the drones’ positioning to correct for 

any overexposure or underexposure, maximizing 

sponsorship value. GenAI also enables innovative, 

audience-tailored, dynamic ad formats in real time to 

create visually engaging assets that offer customers 

new ways to interact and shop, driving ad performance 

and higher click-through rates. For instance, in 

advertising, it allows campaigns to dynamically  

adapt to target audiences, increasing effectiveness.

Monetization

Content/asset management
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Hubert Burda Media uses genAI to create news 

videos from journalistic, text-based articles using its 

proprietary “Magic AI Tool”, which integrates Eleven 

Labs (text-to-speech), ChatGPT and D-ID (video 

creation) connected modularly via an application 

programming interface (API). To nurture consumer 

trust, Burda labels all AI-generated videos. The tool 

is currently used internally and being optimized in 

collaboration with a market research institute that 

analyses user engagement.27

C A S E  S T U D Y  6

Removing format barriers – AI-generated 

videos from news articles

Creators and producers can use genAI tools to 

expand their reach by tailoring content to user needs 

and preferences, for instance, by automatically 

translating or converting it to different formats. 

Journalists, for example, can translate their articles 

into multiple languages or convert them into videos 

to reach low-literacy communities. 

Pinterest uses AI-driven computer vision and 

object detection technology to generate more 

inclusive search results. These tools analyse the 

image library to recognize specific attributes like 

skin tone, hair pattern and body shape to refine 

and tailor search results. They have significantly 

enhanced user experience; among Gen Z, there 

has been a 225% increase in hair pattern searches 

and 66% higher engagement rate per session with 

body type ranges.

Bloomberg enhances its Terminal app on Apple’s Vision Pro headset with AI-Powered  

Earnings Call Summaries that help financial professionals quickly and efficiently consume  

key information from the call transcripts.28

C A S E  S T U D Y  8

Encouraging well-being through intentional algorithmic design

C A S E  S T U D Y  7

Providing immersive financial summaries

GenAI is transforming user experiences, making 

them more immersive and interactive via intelligent 

agents that enable conversational and personalized 

engagement with content, such as semantic search 

or genAI-powered search engines. AI personalization 

engines provide accurate content recommendations, 

facilitating a shift from a one-size-fits-all to a highly 

individualized approach. GenAI also supports the 

integration of other emerging technologies to offer 

new, rich and engaging ways to interact with content.

To unlock the technology’s full potential, 

undertaking a collaborative approach to genAI is 

required. An iterative, conversational engagement 

with precise prompts promotes a focused, 

productive interaction that can elevate both 

ideas and outcomes. Approaching genAI as a 

co-worker enhances creativity, complementing 

human ingenuity and pushing the boundaries 

of what’s possible. Companies should focus on 

applications that empower creatives to produce 

higher-quality work, rather than replacing them with 

AI-generated content.29

Distribution

Customer experience
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GenAI as creative collaborator rather than an “infallible oracle”I N S I G H T  2

An experiment showed how  

genAI helped teams produce 

8%
more ideas than teams working without it,  

but also led to more average and less 

“A-graded” ideas.30 

Underperforming teams tended to use genAI  

as a problem solver, rather than a collaborative 

partner with whom to discuss and brainstorm 

until reaching the most creative outcomes.31

How genAI can help organizations be more productive and reduce costsF I G U R E  3

LLMs can potentially reduce

72%
of editors’ work time, freeing up time 

for more creative and strategic work.32
40%

Companies that will automate 

marketing tasks with genAI will 

increase productivity by

during the next five years.33

42%
By 2026, genAI will take up

of traditional marketing’s mundane tasks 

such as search engine optimization (SEO) 

and content and website optimization.34

Boost efficiency and productivity

Increase of efficiency by 

automating various stages 

of the production process

Reduction of manual 

content processing time 

thanks to automatic 

extraction of relevant 

metadata

Continuous content 

optimization and adaptive 

ad placement to improve 

campaigns’ outcomes 

Automation of time- 

consuming activities needed 

for meeting accessibility and 

localization requirements

Minimization of time 

and resources needed 

to deliver cohesive and 

tailored experiences

Content/asset

creation

Content/asset

management

Customer 

experience

Monetization Distribution

Boost efficiency and productivity
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Meta’s Segment Anything Model 2 (SAM 2) can 

significantly simplify labour-intensive content 

creation tasks by automating video and image 

editing. SAM 2 allows creators to quickly identify 

and isolate objects in both images and videos with 

its memory attention feature, which tracks objects 

across multiple frames. In post-production, SAM 

2 can be used to make real-time adjustments like 

changing backgrounds or adding special effects 

without manually editing each frame.35

C A S E  S T U D Y  9

Simplifying editing through intelligent 

image and video recognition

GenAI can significantly reduce costs and effort by 

streamlining production stages. “Co-pilots” can 

automatically generate clips, playlists and stories 

while enabling real-time metadata tagging, making 

it easier for creators to manage and enhance their 

content. For live events, genAI can help streamline 

advanced features such as instant slow-motion 

replays and dynamic camera configurations, 

accelerating the production of high-quality content 

at lower costs.

The Deutscher Fußball-Bund (German Football 

Association) works with the sports management 

suite SAP Sports One’s AI co-pilot to enhance 

match preparation, automatically analysing data 

and extracting insights from opponents’ past 

matches. This reduces manual tasks for analysts 

and allows them to quickly respond to queries 

from team members preparing for a match, such 

as the opposing team’s game patterns, strengths 

and weaknesses.36

Accenture Song uses models trained on bespoke 

client taxonomies to generate and apply metadata 

to both new and existing assets at scale. This 

enhances asset use and value by improving their 

searchability, activation and analysis across the 

enterprise, potentially reducing related operating 

costs by up to 75%.37

C A S E  S T U D Y  1 0

Powering sport performance adding co-pilots to the team

C A S E  S T U D Y  1 1

Intelligent asset management

GenAI can use advanced models – such as image 

and object recognition – and natural language 

processing (NLP) to automatically enrich extracted 

metadata with semantic context, generating, 

for example, narrative patterns and scene 

descriptions. This supports human oversight 

activities, like content moderation, and reduces 

content processing time by automating repetitive 

tasks like metadata generation, tagging and content 

organization. Market researchers, for instance, can 

use genAI to optimize dataset processing and 

provide insights more accurately and efficiently.

Content/asset creation

Content/asset management
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NBCUniversal’s “One Platform Total Audience” 

advertising solution uses AI to automate budget 

allocation across linear and streaming media, 

identifying the ideal mix to engage precise audience 

segments. Leveraging NBCUniversal’s culture-

defining and extensive content portfolio and  

robust first party and advertisers’ data sets, the 

solution reaches key consumers at unparalleled 

scale with programme-level transparency 

for brands.38

C A S E  S T U D Y  1 2

Designing the ideal advertising media mix

GenAI can streamline advertising and marketing by 

rapidly generating multiple advertising variations, 

enhancing ad placement, analysing performance 

in real time and continuously optimizing content to 

improve campaign outcomes. For example, it can 

automate and accelerate A/B testing, leading to 

more effective advertising strategies while reducing 

manual effort.

Netflix has developed an advanced in-video search 

system to help creators quickly find specific scenes 

or elements (such as objects, emotions or actions) 

from their vast library of films and shows. Using 

ML, particularly contrastive learning, it creates video 

and text embeddings, enabling accurate searches 

based on text input. This streamlines the retrieval 

of clips for trailer creation and promotional videos, 

reducing manual search time and allowing creatives 

to work more effectively.39

C A S E  S T U D Y  1 3

Simplifying content retrieval via advanced in-video search

GenAI can enhance content distribution by 

automating accessibility and localization tasks and 

predicting consumer behaviour and trends. For 

instance, visual content can be quickly dubbed 

for consumption by broader audiences, users can 

browse through content more easily with  

semantic search engines, and streaming platforms 

can predict traffic volumes and specific content 

requests to optimize network resources.

Distribution

Monetization
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Out of the key use cases for media entertainment and sport, 12 emerge as top priority 

plays at the industry level:41

World Sailing, in collaboration with SAP, launched 

an AI initiative enabling real-time analysis and 

visualization of race rankings, average speeds, 

manoeuvres and other key data, enhancing the 

fan experience. Since 2021, more than 1.9 million 

sailing enthusiasts have benefited from these 

insights. Expensive wind sensors have been 

replaced with virtual sensors that capture more than  

160,000 wind directions annually. This technology 

has been deployed at international sailing events 

such as the Olympic Games and the World 

Cup Series.40

C A S E  S T U D Y  1 4

Enhancing fan experience during live sport events

GenAI use cases – value vs. readinessF I G U R E  4

Content/asset creation Content/asset management Distribution Monetization Customer experience

Readiness (technology, data, operations and people)

Value

Revenue increase

Spend reduction

Risk minimalization

Sustainability

Safety

Low

Low

High

High
Automated content 

curation
Archive transformation

Scale distribution

Smart idea generation

Intelligent editing

Content 

moderation

Marketing optimization 

analytics

Smart ad 

placements

Personalized content 

recommendation

Viewer journey 

analytics

Format conversion

Content viewing 

patterns

Optimized posting 

schedule

Content summarization 

and synthesis

Conversion 

propensity

Sentiment analysis 

for campaign 

evaluation

Automated email 

campaigns

Content engagement 

analysis

Content feedback 

evaluation

Chatbot 

enhancement

Video 

captioningOptimized 

experience

Production 

planning

Topic trend 

analysis

Content

copywriting

generation

Whitespace 

analysis

Targeted dynamic ad 

content generation

Storyboard/script

creation

Content search using LLM

Content creation

Metadata tagging 

and generation

Translation and localization

Auto-dubbing

Interactive 

narrative/gaming

Windowing strategy

Launch 

scheduling

Source: Accenture Research.

GenAI can automate real-time data analysis and 

visualization, minimizing the time and resources 

required to gather and interpret relevant information, 

enabling cohesive, data-driven consumer 

experiences. This is particularly impactful for live 

events, where fans can access or request content 

and insights, such as player statistics, that are 

automatically generated by genAI.

Customer experience
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Enablers and other 
considerations 

3

A responsible adoption requires addressing 
concerns about dis- and misinformation, 
intellectual property and impact on the workforce.

This section gives an overview of the key challenges 

and enablers for the responsible adoption of 

genAI in the industry. While not an exhaustive 

list, it identifies areas that play a role in ensuring 

responsible and sustainable AI adoption at scale. 

Other important enablers, such as technology and 

infrastructure, are covered in the AI in Action: Beyond 

Experimentation to Transform Industry Value paper.

As genAI advances rapidly, it presents complex 

challenges that must be overcome to make this 

revolution work for humanity. This section does 

not aim to provide comprehensive solutions but 

highlights critical areas that require multistakeholder, 

industry-level and company-level consideration.  

Key challenges include:

 – Deepfakes and misinformation: By reducing 

production costs, genAI exacerbates the 

risk of mis- and disinformation spreading at 

an unprecedented speed and scale, and of 

deepfakes being used with harmful intent. 

From Q1 2023 to Q1 2024, the exchange 

of deepfake tools on the dark web grew by 

223%,42 and AI-generated images surged from 

approximately 8,000 in 2018 and 15,000 in 

2019 to approximately 15.5 billion in 2023.43 

This underscores the need for robust content 

moderation, enforcement, transparency, AI 

usage disclosure and source attribution.44 

Concerns focus on synthetic media’s potential 

impact on the trustworthiness and integrity 

of the information ecosystem, especially in 

elections and conflicts, and the proliferation of 

harmful content targeting individuals, such as 

non-consensual image sharing.45

 – Data ownership and data rights:  

The collection and use of user data raise 

questions around IP protection and how 

privacy rights are protected. A debate is 

ongoing as to whether copyright frameworks 

are still fit for purpose, striking the appropriate 

balance between incentivizing creativity while 

ensuring society can benefit from it. This 

has implications for accessibility to content 

for model training and the potential for AI to 

expand content distribution. Related issues, 

such as how to protect likeness rights over 

AI-generated content to ensure that celebrities 

and individuals can exert stronger control over 

their image, voice and recognizable attributes, 

are also gaining traction with policy-makers. 

The development of robust frameworks is 

essential to protect creators and promote 

responsible innovation in this complex 

landscape. For example, how do we define the 

IP framework for synthetic content and handle 

cases where someone draws a portrait of an 

actor and then uses AI to generate images/

videos based on it?

3.1  Industry governance

Disinformation in the genAI eraI N S I G H T  3

According to Reuters, more than half  

of respondents 

59%
are concerned about disinformation.46

By 2028, 

50%
of enterprises will adopt products, services or 

features to address disinformation, up from less 

than 5% in 2024.47
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Intellectual property implications

Accuracy

I N S I G H T  4

I N S I G H T  5

Accuracy and bias: GenAI outputs can amplify 

existing biases in training data and produce 

discriminatory outputs or generate hallucinations 

(false information), which can erode consumer trust 

and content value. Poor representation of diverse 

communities in model training datasets increases 

algorithmic bias, risking the marginalization of 

certain voices and reduction of models’ accuracy.49

Addressing these challenges is essential for industry 

leaders and society to ensure AI’s sustainable and 

responsible adoption. It calls for a human-centric 

and holistic approach. As regulation varies and 

evolves at a different pace across regions, there 

is opportunity for industry self-governance to 

complement regulation (“co-regulation”) through 

methods like collective bargaining, binding 

commitments, best practices and voluntary 

standards. Key governance themes have been 

defined and examined as part of the World 

Economic Forum’s Digital Trust Framework.51  

They include:

 – Accountability: Organizations are defining 

principles for responsible AI adoption. Some 

are establishing governance bodies, like 

supervisory boards and AI councils, as well 

as human oversight processes to ensure 

ethics and transparency standards are 

upheld. These committees should consider 

diverse perspectives from technologists, 

ethicists, legal experts, creators and others to 

effectively assess genAI products and features. 

They should be responsible for reviewing 

AI practices, identifying potential risks and 

ensuring compliance with both internal policies 

and external regulations. Defining evaluation 

frameworks based on different categories of AI 

models, data sources and use cases, along with 

cross-industry standards like ISO-4200152  

can streamline review and approval processes.

 – Fairness: Companies should use AI models 

that minimize bias and mitigate unintended 

consequences in content creation and 

distribution. This will ensure equitable treatment, 

inclusivity and fairness across content platforms 

while safeguarding user data rights.

 – Transparency: Nurturing consumers’ trust 

requires organizations to inform about AI-

generated content and its use through 

appropriate labelling and disclosures within the 

product experience – whether auto-generated, 

auto-generated with human oversight or 

human-generated. Information on related data 

practices, safety policies and potential risks 

(such as bias and privacy) of the AI model used 

in genAI products should be made available 

via accessible documentation. Standards 

and technical solutions to ensure content 

authenticity, such as digital watermarking, 

content origin and history, and blockchain-

based rights management, are currently 

under development to support a trustworthy 

information ecosystem. However, successful 

adoption at scale requires policy frameworks 

that are aligned with common principles, rules 

and technological standards.53

 Companies 
should use AI 
models that 
minimize bias 
and mitigate 
unintended 
consequences in 
content creation 
and distribution. 

A recent survey found that 

52%
of respondents view IP infringement  

as a significant risk.

Research highlights a growing concern  

around genAI inaccuracy, with 

63%
of respondents considering it a relevant risk.

25%
report actively working to implement  

measures to mitigate it.48

38%
declared that they are working to mitigate it.50
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GenAI has the potential to revolutionize current 

ways of working, necessitating workforce upskilling 

and reskilling. Its integration can transform 

content creation and reshape job roles, such as 

in production, editing, distribution and marketing. 

By automating repetitive and technical tasks, it 

can create opportunities for professionals to focus 

on higher-order creativity and strategy. However, 

this shift requires a robust investment in workforce 

development to build both the technical skills and 

ethical awareness needed for working with genAI. 

A holistic training approach and a safe environment 

for experimentation are vital for adoption.  

Key workforce challenges include:

 – Job transition: AI-driven automation may 

reduce the need for certain roles, requiring 

proactive workforce management and strategies 

to transition workers to new roles. The impact 

will vary across industry sectors and areas, so 

organizations will need to tailor their strategies 

to rebalance labour demands.

 – Cautious adoption by the workforce: Many 

workers are cautious and concerned about 

the large-scale adoption of AI. To support 

effective onboarding, organizations must 

offer comprehensive training, transparent 

adoption roadmaps and guidelines for genAI 

use. Regulation and self-governance are also 

needed to ensure the responsible use of digitally 

replicated likenesses and performances. 

 – Skill augmentation: Employees will need 

acquire new skills, particularly in AI and data 

management, to remain competitive in the 

labour market.

According to Accenture research,54 the media and 

entertainment industry ranks among the top five 

industries with high automation potential (refer 

to the AI in Action: Beyond Experimentation to 

Transform Industry Value paper for an overview). 

 – On average, 50% of working hours in the 

industry can be transformed by LLMs, as 

they have a high potential to be automated 

or augmented.55

 – A total of 24% of tasks are susceptible  

to automation, particularly in manual and  

routine roles.56

 – A total of 26% of tasks could be augmented, 

enhancing roles that involve creativity and 

strategic decision-making.57

3.2  Workforce

Potential large language model (LLM) impact distribution on work time in media  

and entertainment

F I G U R E  5

Weighted by employment levels

Higher potential for automation Higher potential for augmentation Lower potential for augmentation or automation Non-language tasks

Publishing activities 28% 35% 22% 15%

Advertising and market research 15%26%32%28%

Gambling and betting activities 30%18%24%28%

Information service activities 15%23%31%30%

Programming and broadcasting activities 21%22%35%22%

Motion picture, video and television programme production, 

sound recording and music publishing activities
26%21%32%22%

Printing and reproduction of recorded media 50%13%15%22%

Creative, arts and entertainment activities 29%22%28%21%

Sports activities and amusement and recreation activities 34%24%21%20%

Source: Accenture research analysis based on O*NET and national statistical databases from 22 countries and 19,000 work tasks.
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Future outlook4

To successfully navigate a fast-evolving  
and potentially disrupted landscape, 
industry players should innovate and 
engage in new collaborations.

As AI adoption increases across the industry, rapid 

advancements point towards profound shifts on 

the horizon, requiring businesses to prepare for a 

range of scenarios. To navigate this transformative 

landscape, businesses must be ready to innovate 

and adapt to emerging realities. This section 

explores three potential disruptions that could 

redefine the industry: 

Evolution of the content discovery journey

Historically, information and content reached the 

public through the media; then new avenues for 

content discovery emerged, with search engines 

and social media platforms becoming a prominent 

access point for people on the web. The digital 

content discovery journey can face a significant 

shift, as genAI powered products are emerging, 

capable of directly answering users’ queries, 

aggregating and elaborating information collected 

from multiple sources. These AI “answer engines” 

could play a pivotal role in the future of content 

discovery,58 impacting how people access, find, 

share and experience information and content, with 

potential implications across the industry. Further, 

genAI-powered agents may proactively engage with 

users and on their behalf, learning their preferences 

and interests and acting as intermediaries and 

filtering content and ads. Brands and content 

producers will need to capture the attention of 

agents, not just users. Media outlets and other 

players will need to adapt to this scenario. 

Revolution in how consumers engage  

with content 

Along with existing consumer engagement 

models and formats (TV, text-based articles), 

the convergence of AI and other emerging 

technologies, like extended reality (XR) and 

the internet of things (IoT), can transform user 

engagement with content from static to interactive. 

For example, users could engage with news via 

smart glasses and engage in dialogue with a genAI-

powered agent instead of reading static articles, 

and even use it to schedule activities based on 

weather and traffic forecasts. 

4.1  Potential disruptions

Consumers and AI assistantsI N S I G H T  6

77% of global consumers want an AI assistant to vet  

advertisement and promotions on their behalf by 2035.59

21Artificial Intelligence in Media, Entertainment and Sport



AI-driven creativity sparking a new era in 

content creation

With legal and informed consent, AI can recreate, 

modify and simulate the image, age, likeness, 

voice, gestures and unique traits of celebrities in 

real time, allowing for direct review by cast and 

crew. Celebrities can benefit from new ways to 

monetize their likeness, and fans can enjoy timeless 

performances. GenAI can break down format 

and language barriers and enable cross-border 

distribution of content, enabling broader access to 

cultures across the globe. However, concerns over 

likeness rights, informed consent and transparency 

are fuelling an ongoing debate in the industry about 

ethical boundaries and practices. 

GenAI presents a unique opportunity for 

multistakeholder and cross-industry collaborations, 

enabling organizations to innovate, adapt and 

harness its transformative potential to thrive amidst 

industry disruption:

 – New avenues for industry and cross-industry 

collaboration are emerging. Industry players 

can explore genAI and other emerging 

technologies to expand their market and create 

new business models and revenue streams. 

Partnerships with technology companies, as 

in the case of recently signed partnerships, 

blend trustworthy information with cutting-edge 

technology (like LLM training on proprietary 

information), resulting in innovative models (such 

as licensing revenues) and expanding the reach 

of their content (such as integration in new 

consumer products or across markets). 

 – Partnerships with the public sector can  

further expand innovation. They could  

improve public services like education and 

public safety and unlock new possibilities  

at the intersection of technology, content  

and public interest. 

 – Publishers and content providers can 

collaborate on shared licensing frameworks 

and common technology infrastructure, such 

as an API layer, strengthening LLM training and 

promoting cross-platform content distribution. 

One potential model could be aggregated 

content platforms, along the lines of music 

streaming platforms, allowing access to content 

from a variety of sources, facilitating shared 

access, distribution and monetization within 

a unified ecosystem.

4.2  Collaboration opportunities

Consumers and immersive experiencesI N S I G H T  7

A total of 

57%
of global consumers are interested in smart  

glasses that overlay information onto their  

real-life surroundings.60

By 2028, 

20%
of people are expected to have an immersive 

experience once a week, up from less than 1%  

in 2023.61
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Conclusion

Successful and responsible adoption of this 

powerful and potentially disruptive technology 

requires organizations to navigate the adoption 

journey. This will involve defining a clear strategy 

and roadmap, engaging in new collaborations 

and partnerships, onboarding the workforce, and 

defining and adopting robust ethical guidelines. 

To make this revolution work for humanity and the 

creative industries, a holistic and human-centric 

approach is needed, requiring a whole-of-society 

and multistakeholder collaboration, involving key 

actors across society, industry, governments, civil 

society, labour, and leading experts across scientific 

and humanistic disciplines. 

Embracing emerging opportunities, while 

addressing the challenges outlined in this paper, 

can enable humanity to benefit from a richer and 

more diverse creative landscape. In this new era, 

individual creators and professional productions can 

expand their reach, and audiences can engage in 

new forms of content tailored to their preferences 

and personas.
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