Deloitte.

2024 media and
entertainment outlook
User-generated content



What's inside

Introduction 3
Streaming services lag behind social media for ad dollars 4
Creator celebrities form modern media studios 5
UGC content could be reshaped by Generative Al 6
Social platforms may bear more of the risk 7
What's next for the future of content, creators, and streaming services? 8
Contacts 10

About Deloitte’s Outlooks

Deloitte’s annual sector and subsector outlooks highlight the leading trends we expect to shape businesses over the next 12 months.
These complement our annual TMT Predictions, which dive deeper into specific trends and technologies enabling change, transformation,
and disruption.
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As user-generated content grows in
popularity, streaming services may
scramble to compete

Social user-generated video continues to
reshape the media landscape

Through social media, user-generated content (UGC) has helped
redefine video entertainment, disrupt its creation and distribution,
change the focus of advertising, and break open the guarded walls of
celebrity. UGC is growing from a primarily mobile experience into an
experience that competes for viewing time on connected TVs in the
living room." Gen Z and millennials say they are more likely to watch
short-form user-generated content on social media than movies or
TV shows,? and almost half say they prefer UGC content.®> With UGC
leading the way in smartphone content consumption and rapidly
gaining traction with users watching on television screens,* Deloitte
expects to see streaming services adapt to try and retain market
share in the coming year.

UGC creators post millions of hours of content—at low, or no,
up-front cost—to the platforms that host them. These platforms
operate under different economic constraints in comparison to

the high-cost, high-risk model of traditional video entertainment.
Development of tentpole IP for streaming services can cost
hundreds of millions per season,> and subscriptions to cable and
streaming services have struggled to attract and retain customers.®
Linear TV ad revenue, while still considerable, is under pressure as
advertisers move to social media ad platforms, which have stronger
user modeling and targeting.” Top streaming video-on-demand
(SVOD) services are spending as much money each year on content
as social media platforms earn from advertisers.®

Streaming services and studios seem to have realized that SVOD is
a more difficult and expensive business than they may have
expected. Investors in streaming services are looking for revenue
stability and growth as much as subscriber growth, while audiences
move on and off subscriptions to optimize their costs and content.’
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Streaming services are under pressure to improve their ad platform'’s
ability to target specific subscribers, help make their ad platform
more transparent and valuable to advertisers, and power sharper
content recommendations to subscribers. As SVOD services work
to scale their advertising solutions, social UGC platforms have
around 20 years of data and algorithmic advancements already
behind them'®—and they offer brands access to recognized creators
and influencers. Generative Al is likely to further favor social UGC
platforms, by strengthening each part of their content-modeling-
advertising flywheel to be even more customized and accurate to
the interests of consumers.

Streaming services are expected to continue to invest in expensive,
differentiated premium content, which attracts subscribers," but
they may need to supplement it with lower-cost content that could
include creator-celebrities or incorporate curated UGC.”? Streaming
services should embrace the new reality that premium “TV-like”
entertainment traditionally found on streaming and linear TV is no
longer dominant and now exists in competition with less expensive
and shorter programming, live and event-based video, well-known
creators and influencers, and a seemingly endless stream of user-
generated content. Streaming services can be looking for ways

to publish, engage, and monetize across these different windows
while seeking opportunities to bring more UGCGtype experiences and
creators onto their own platforms. They should also understand that
the emerging media landscape is often built on networks of affinity—
creators and fandoms—and less on massive centralized production
and distribution businesses.” In the coming 12 months, social UGC
platforms are expected to continue to set the tone, while streaming
services and studios work—and spend—to try and catch up.
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Streaming services lag behind
social media for ad dollars

Of the projected $57 billion to be spent on digital video ads in the
United States in 2024, social media ads are anticipated to capture 56%
of the market."* Social media platforms can enable more personalized
and relevant ads, putting their ad tech at an advantage over
streaming video services that have only recently launched their own
ad-supported offerings.” Advertisers can target users more directly
and track the products they've looked at as well as related products
they might be interested in."® They can leverage attributes and specific
user details such as time of day and even the temperature outside at
their current location."” As a Deloitte survey shows, top social media
platforms have become crucibles of culture and arbiters of trust:
87% of consumers surveyed view the creators and influencers they
follow as trusted sources of information.'® Well-known UGC creators
can offer brands an additional way to reach and engage increasingly
ad-savvy audiences.”

In contrast, many streaming services have typically used genre
and geography to target ads, while efforts to utilize more specific,
detailed data profiles have shown problems with accuracy due to
flawed or missing data.?® Additionally, fragmented data has made
it more difficult for streaming services to show detailed metrics of
engagement to advertisers.?’ These factors can make it difficult for
streaming services to demonstrate the impact their ads have on
consumers.?? Because streaming services may lack the data to target
ads with precision, they often miss the mark: Deloitte’'s 2024 Digital
Media Trends survey found that only a quarter (24%) of respondents
think ads on SVOD services are relevant to their interests.?

In response, streaming services will likely experiment more with
methods of data acquisition, user modeling, and data-driven content
development.?* They are also likely to experiment with Generative Al
to help improve their targeting and personalization—even as social
platforms are doing the same but with more mature data solutions.?
Generative Al may also help produce ads that are more engaging
and creative, with deeper levels of segmentation and the ability to
offer interactive elements.

Streaming services might consider improving their presence

on social platforms and bringing popular UGC creators to their
platforms. Roughly a third of Gen Z and millennial consumers
surveyed say they wish ads on SVOD services featured more social
media creators and influencers.?® Streaming services might also
consider developing content directly for social platforms to help gain
access to a broader audience and potentially share ad revenues.?’
This could also lead to multi-screen advertising because as many as
66% of consumers surveyed use more than one screen at a time.?®
For example, a streaming service could show an ad for a product
or service on its main screen, while a social platform could show a
complementary ad or a call to action on a second screen. This could
offer the potential to increase the effectiveness of ads based on a
cohesive experience for the consumer but may also require greater
technical coordination and cooperation between organizations that
may see themselves as competitors.?’
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Creator celebrities form modern

media studios

Creators and the success of user-generated content can further
illustrate the ways in which media and entertainment are evolving,
with more creators occupying the roles of both celebrity and studio.
With lower content creation costs and effectively zero distribution
costs whether they reach 10 or 10 million viewers, creators and
social content are competitive in ways that premium distribution
channels like streaming TV are not set up for.>° Do traditional studios
compete and differentiate by producing more high-end IP across
TV, film, and games? Do they wade into short-form content and social
in ways that add value to their IP without diluting it?

By democratizing media production and consumption, social platforms
have enabled new kinds of celebrity that can help attract audiences,
empower influencers, and unlock the monetization of their own
brands. The largest creators on social platforms are celebrities,
brand businesses, and independent production studios,*' which are
becoming as influential as traditional media stars as they expand their
reach and revenue beyond a single platform. UGC creators are often
more relatable to younger consumers:* 66% of Gen Z and millennials
surveyed tend to follow content creators who share the same values

as them.®

Leading creators are finding more ways to connect with their
audiences by expanding into newsletters, websites, podcasts,
and other forms of media.>* Some are diversifying their revenue

by creating lines of merchandise or developing apps. This can help
them become more independent and have more bargaining power
with media services, whether social or streaming. Increasingly, they
are drawing attention and deals from major media players.*> Cast
members on reality television shows, for instance, now frequently
g0 on to become social media creators with wide audiences.** SVOD
providers have been licensing UGC content®” and are spending
more to lure top creators onto their own services.>® One well-known
content creator accepted a streaming deal in January 2024, and also
launched other lines of business.

The year ahead could see more such experiments as streaming
platforms may look to popular creators to capture the attention

of their fan bases.*® Creator content will continue to compete with
streaming services and studios for attention time and ad revenues,
and streaming services are likely to compete more for creator talent.
However, this also highlights a potential new media landscape reality:
For more leading creators, the premium distribution of TV and SVOD
may not be as valuable to them.* With different cost structures,
does social UGC need TV and film, or gaming? These can be very
expensive to produce so the IP may need to make revenue through
additional channels and experiences. Comparatively, social UGC is
less expensive to create and may not need to seek ways to cover
its production and distribution costs.
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UGC content could be reshaped

by Generative Al

In the year ahead, social media platforms and creators may be
further advantaged by Generative Al (GenAl).* They will likely be
at the forefront of innovations in content creation and targeting,
performance analytics, ad and brand matching, dubbing and
translation, and consumer sentiment for generative content.”®
While traditional studios may grapple with the risk and liability of
GenAl, creators are incentivized by social platforms to experiment
and move quickly to gain more views. Leading social platforms now
have nearly two decades of data and expertise they can use to help
train and scale Generative Al capabilities, guide innovations, and
explore new lines of revenue. They can help apply Al across their
business, not just to advertising and content recommendations.
Although many creators using Generative Al do so through third-
party applications, social media platforms are increasingly enabling
these capabilities within their own tools.** This could help lower
the barriers to entry, which could enable broad experimentation
by creators and platforms.

Already, around three in five creators report using Generative Al

in some capacity, primarily for content ideas, managing workflows,
and writing captions.* New content studios are emerging that
focus on using frontier technologies to produce UGC videos for
social platforms.#¢ Such tools, including GenAl, can make it easier to
experiment with content ideas, while also helping to enable them
to scale quickly and broadly in response to content popularity.

Creators are now experimenting with fully virtual and conversational
versions of themselves.*’ Social media platforms are enabling these
capabilities as well*® and have introduced their own virtual influencers
including some based on real celebrities.*” These celebrity avatars
have not performed well in one of the largest experiments,*® but more
content creators will likely introduce synthetic personalities into social
media, further blurring the lines of “reality.”>" Some thinkers have noted
the ability of conversational models to establish a degree of intimacy
with people who could become more prone to their influence.>
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Social platforms may bear
more of the risk

As a vanguard of adoption and innovation, social platforms and
creators are already confronting some of the challenges that can come
with Generative Al content and business models. With a boom in
content innovation enabled by Generative Al, defining and defending
intellectual property is becoming more important and difficult.>?

Content ownership and rights could further blur for creators when
their content includes generative results based on vast and opaque
training sets. Can they establish ownership over such content? Do
their works infringe on the prior art of others that may have been
used in training sets? Creators are also growing more concerned
that their own work has been used to train leading models>*—

and so are larger and more traditional media rights holders.>®

In the year ahead, regulators will likely be expected to take a stronger
approach to Generative Al, both to better address IP protections
and to confront and contain the impacts of synthetic media on

the broader public. Legislators and regulators are demanding
more labeling of generative content and establishing punitive
measures.*® In July 2024, the US Senate passed the Kids Online
Safety Act, showing the government'’s willingness to take on some
of the fundamental mechanisms of engagement deployed by social
platforms.>” As platforms and creators look into Generative Al, they
may soon find more limits being placed on its use and development.

With ballooning costs to develop GenAl training models and to
power the inference behind every prompt received from users,
platforms could face economic limits. According to some estimates,
leading Generative Al models cost billions a year to develop and
operate,*® and the broader tech sector could spend a trillion dollars
in the coming years to support Generative Al.* Such extraordinary
capital intensity may eventually demand considerable economic
value; which is to say, if there aren't advances in capabilities, utility,
and cost reduction, the growing Generative Al boom could soon face
a winter of discontent from creators and streaming services alike.
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What's next for the future of content,
creators, and streaming services?

Nevertheless, the year ahead could see social media emerge as a
test for using Generative Al to help enhance content production,
sharpen user modeling and matching, and reveal consumer
sentiment toward next-gen content and experiences. It's likely
that such experimentation could further underwrite the shift from
traditional media to user-generated content and social media
platforms. How is this likely to play out in the coming year?

Social media platforms and SVOD services will likely compete
for top “creator” talent. The rise of social UGC could draw more
talent away from streaming services and studios while encouraging
traditional media to entice creators to their own services. This
could help underwrite the growing value of top social UGC

creators and influencers and reinforce their strength in the media
ecosystem. Platforms and streaming services may need to offer
greater incentives and support to creators and their audiences,
and potentially sign long-term contracts.®® Will UGC video work on
premium distribution channels, and will younger audiences follow
their favorite creators beyond social media? These are just some of
the questions that arise.

Streaming services may heat up the competition for ad
dollars. In the competition for ad dollars, many streaming services
are already at a deficit, with less consumer data available to them

than social platforms and less mature algorithms. As more streaming

services enter the ad market, ad inventories are growing, driving
down CPMs.®" SVOD services will likely spend more on data and ad
tech while experimenting with new kinds of advertising content
and experiences, such as more integrated shoppable media.®?

Streaming platforms may also need to show more value to
advertisers by strengthening their ad personalization and attribution
models.®® For major streaming services, a deeper question may be
about how much of their business focuses on the ad model and to
what end.

Social UGC can lead the way in experimentation with
Generative Al content and capabilities. This could reinforce
their existing advantages in content and advertising, but could also
expose them to greater costs, risk, and regulation. Services and
creators may need to navigate new capabilities, new content types,
new audience sentiment, and new legal compliance. Streaming
services will likely take it more slowly to avoid copyright challenges
and diluted IP. This could allow streaming services to dodge some
of the early pitfalls but could further yield to the rise of social UGC.
Social media platforms may need to think further about how they
plan to use Generative Al, where they place guardrails on content,
and how they adapt to the unfolding regulatory landscape.

i




2024 media and entertainment outlook | User-generated content

Contacts

Jana Arbanas Dennis Ortiz

Vice Chair Principal

US Telecom, Media & Entertainment Deloitte Consulting LLP
Sector Leader +1 212 313 2955
Deloitte LLP deortiz@deloitte.com

+1 415 987 0436
jarbanas@deloitte.com

Acknowledgments

Special thanks to Chris Arkenberg and Bree Matheson from Deloitte’s

TMT Center for their substantial contributions to the research and writing
of this outlook. The TMT Center would also like to thank Abhilash Thalathoti,
Rohith Nandagiri, and Nate Drix for their support and expertise.

About the TMT Center

Deloitte’s Center for Technology, Media & Telecommunications (TMT Center) conducts
research and develops insights to help business leaders see their options more clearly.
Beneath the surface of new technologies and trends, the TMT Center's research can help
executives simplify complex business issues and frame smart questions. The TMT Center
can help executives better discern risk and reward, capture opportunities, and solve tough
challenges amid the rapidly evolving TMT landscape.

Jeff Loucks
Executive Director
TMT Center

Deloitte Services LP
+1 614 477 0407
jloucks@deloitte.com

NI T

L LT UL



mailto:jarbanas%40deloitte.com?subject=
mailto:deortiz%40deloitte.com?subject=
mailto:jloucks%40deloitte.com?subject=

2024 media and entertainment outlook | User-generated content

Endnotes

10.

12.

13.
14.

20.
21.
22.
23.

24.
25.
26.
27.
28.
29.
30.
31.
32.
33.

Advanced Television, “Report: YouTube nears 10% of total TV usage in US,” July 23, 2024.

Kevin Westcott et al., “2023 Digital media trends: Immersed and connected,” Deloitte Insights, April 14, 2023.

Kevin Westcott et al., "Social media and creators drive viewers to TV shows, movies, and games,” Deloitte Insights, March 20, 2024.

Nielsen, “Colder weather and NFL playoffs drive increased TV usage in January,” February 2024.

Charlie Calver, “Here's how much each 'House of the Dragon’ episode cost,” GQ, August 22, 2022.

Kevin Westcott et al., “Streaming video at a crossroads: Redesign yesterday’s models or reinvent for tomorrow?,” Deloitte Insights,
March 20, 2024.

Audrey Schomer, “Why social video is a rival for linear TV ad dollars,” Variety, July 24, 2024.

EMARKETER, "Ad revenues of select social media platforms worldwide, 2022," March 1, 2022.

Jana Arbanas, Jeff Loucks, and Chris Arkenberg, “Can SVOD survive the future of media?” Deloitte, 2023.

lan Bogost, “The age of social media is ending,” The Atlantic, November 10, 2022.

Kevin Westcott et al., “2022 Digital media trends, 16th edition: Toward the metaverse,” Deloitte Insights, March 28, 2022.

Jeff Loucks et al., “Driven to tiers: Streaming video services look to up their profitability game with viewers,” Deloitte Insights,
November 29, 2023.

Westcott et al., “Social media and creators drive viewers to TV shows, movies, and games,” Deloitte Insights, March 28, 2022.

Arielle Feger, “Social video ad spend increases, but growth rates stall,” EMARKETER, May 9, 2024.

. Tim Petersen, “2024 will see the start of the ad-supported streaming war,” Digiday, January 2, 2024.

. Aubree Smith, “Social media personalization: The opportunity and risks to consider,” Sprout Social, January 9, 2024.

. Smita Shore, “The most interesting personalized video ads we've seen across social media sites,” Jivox, June 14, 2021.

. Kenny Gold and Christina Kavalauskas, “The power of letting go: Social-first brands prioritize content co-creation,” Deloitte Digital, March 2024.

. Brooke Auxier and Dennis Ortiz, “The future of shoppable media can build on the success of social shopping,” Deloitte Insights,

September 11, 2023.

Alyssa Boyle, “CTV ad targeting is getting more advanced-——but data quality is not,” Ad Exchanger, October 20, 2023.

Hannah Dillon, “CTV advertising measurement and attribution: Challenges and solutions,” ExchangeWire, October 18, 2023.

Variety, "How the ad-supported streaming era is transforming the ways brands reach audiences,” March 12, 2024.

Kevin Westcott, et. al. “Streaming video at a crossroads: Redesign yesterday's models or reinvent for tomorrow?,” Deloitte Insights,
March 20, 2024.

Beau Decker, “How streaming platforms can harness predictive analytics for better retention,” Streaming Media, June 5, 2023.

Gary Drenik, “How GenAl is poised to disrupt $30 billion CTV advertising industry,” Forbes, April 16, 2024.

Kevin Westcott et al., 2024 Digital Media Trends, Deloitte Insights, March 20, 2024.

Alex Sherman, “YouTube dominates streaming, forcing media companies to decide whether it's friend or foe,” CNBC, June 26, 2024.

Andrew Gallant, “What are Americans doing while they watch TV? The majority turn to a second screen,” Civic Science, January 2, 2023.

New York Interconnect (NYI), “Why multi-screen is the way of the future,” accessed August 2024.

Semrush, “Abeginner’s guide to user-generated content,” December 8, 2023.

Nathan Graber-Lipperman and Ali Ben-Levi, “The creator-made movie coming to theaters,” The Publish Press, March 27, 2024.

Bree Matheson and Connor Seidenschwarz, Creator economy in 3D. Deloitte, December 2023.

Kevin Westcott et al., 2024 Digital Media Trends, Deloitte Insights, March 20, 2024.



https://advanced-television.com/2024/07/23/report-youtube-nears-10-of-total-tv-usage-in-us/
https://www2.deloitte.com/us/en/insights/industry/technology/digital-media-trends-consumption-habits-survey/2023.html#read-the-digital-media-trends
https://www2.deloitte.com/us/en/insights/industry/technology/digital-media-trends-consumption-habits-survey.html#streaming-video-at-a-crossroads
https://www.nielsen.com/insights/2024/colder-weather-and-nfl-playoffs-drive-increased-tv-usage-in-january/
https://www.gq.com.au/culture/entertainment/house-of-the-dragon-budget/image-gallery/d6f9d9441ff5cbd94026b7018b8b3882
https://www2.deloitte.com/us/en/insights/industry/technology/digital-media-trends-consumption-habits-survey.html#streaming-video-at-a-crossroads
https://variety.com/vip/why-social-video-is-a-rival-linear-tv-ad-dollars-1236081696/
https://www.emarketer.com/chart/256696/ad-revenues-of-select-social-media-platforms-worldwide-2022-billions
https://www.emarketer.com/chart/256696/ad-revenues-of-select-social-media-platforms-worldwide-2022-billions
https://www2.deloitte.com/us/en/pages/technology-media-and-telecommunications/articles/svod-subscriptions-and-business-models.html
https://www.theatlantic.com/technology/archive/2022/11/twitter-facebook-social-media-decline/672074/
https://www2.deloitte.com/us/en/insights/industry/technology/digital-media-trends-consumption-habits-survey/summary.html
https://www2.deloitte.com/us/en/insights/industry/technology/technology-media-and-telecom-predictions/2024/tmt-predictions-streaming-video-services-profitability-must-increase-in-2024.html
https://www2.deloitte.com/us/en/insights/industry/technology/digital-media-trends-consumption-habits-survey.html#streaming-video-at-a-crossroads
https://www.emarketer.com/content/social-video-ad-spend-increases-growth-rates-stall
https://digiday.com/future-of-tv/2024-will-see-the-start-of-the-ad-supported-streaming-war/
https://sproutsocial.com/insights/social-media-personalization/
https://jivox.com/platform-technology/the-most-interesting-personalized-video-ads-weve-seen-across-social-media-sites/
https://www.deloittedigital.com/content/dam/digital/us/documents/insights/insights-20240312-state-of-social-content-pov.pdf?elqTrackId=a1c06ef308ee467db9533f594b391e23&elqaid=980&elqat=2
https://www2.deloitte.com/us/en/insights/industry/technology/future-of-shoppable-media.html
https://www.adexchanger.com/tv/ctv-ad-targeting-is-getting-more-advanced-but-data-quality-is-not/
https://www.exchangewire.com/blog/2023/10/18/ctv-advertising-measurement-and-attribution-challenges-and-solutions/
https://variety.com/2024/biz/news/how-ad-supported-streaming-era-transforming-ways-brands-reach-audiences-1235932272/
https://www2.deloitte.com/us/en/insights/industry/technology/digital-media-trends-consumption-habits-survey.html#streaming-video-at-a-crossroads
https://www.streamingmedia.com/Articles/ReadArticle.aspx?ArticleID=158980
https://www.forbes.com/sites/garydrenik/2024/04/16/how-genai-is-poised-to-disrupt-30-billion-ctv-advertising-industry/
https://www2.deloitte.com/us/en/insights/industry/technology/digital-media-trends-consumption-habits-survey.html/
https://www.cnbc.com/2024/06/26/youtube-streaming-dominance-media-strategy.html
https://civicscience.com/what-are-americans-doing-while-they-watch-tv-a-majority-turn-to-a-second-screen/
https://www.nyinterconnect.com/discover/news-notes/why-multi-screen-is-the-way-of-the-future/
https://www.semrush.com/blog/user-generated-content/
https://news.thepublishpress.com/p/creatormade-movie-coming-theaters
https://www2.deloitte.com/us/en/pages/chief-marketing-officer/articles/content-creator-economy.html
https://www2.deloitte.com/us/en/insights/industry/technology/digital-media-trends-consumption-habits-survey.html/

34.
35.

36.

37.

38.
39.
40.

41,

42,
43,
44,
45,

46.

47.

48.
49.
50.

51.

52.
53.

54.
55.
56.

57.

58.
59.
60.

61.

62.
63.

2024 media and entertainment outlook | User-generated content

Norby, “The rise of creator-led media companies—and why it works,” Norby Blog, November 15, 2022.

Todd Spangler, “Dax Shepard inks $80 million exclusive podcast pact with Amazon's Wondery, which encompasses new shows
merchandise and more,” Variety, July 11, 2024.

Moe Sid, “50 reality show stars who are now social media influencers,” Afluencer, accessed August 2024.

Alex Sherman, “YouTube dominates streaming, forcing media companies to decide whether it's friend or foe.”

Sahil Patel, “MrBeast and other YouTubers are rapidly inking FAST deals,” The Information, April 18, 2024.

Cameron Frew, “MrBeast closing historic $100m deal for first streaming TV show,” Dexerto, updated March 13, 2024.

Tom Ward, “The influencers are coming to a streaming service near you,” Forbes, November 10, 2021.

Reed Duchscher, LinkedIn post, July 4, 2024.

Jana Arbanas, Baris Sarer, and Jeff Loucks, 2024 media and entertainment outlook: Generative Al, Deloitte, July 2024.

lan Shepherd, “How Al impacts social media content creation,” Forbes, March 10, 2024.

Creator Now, “How creators really feel about artificial intelligence,” October 2023.

Dennis Ortiz and Kenny Gold, “GenAl and the creator economy: How creators are looking to leverage Al and what this means for brands,”
Deloitte, February 2024.

Charlie Fink, “Toonstar uses Al to power hit YouTube series,” Forbes, July 8, 2024.

Nicole Clark, "“Amouranth made a chatbot clone to outsource flirting—and protect herself,” Polygon, June 15, 2023.

Andrew Hutchinson, “Meta will enable influencers to create Al versions of themselves,” Social Media Today, June 27, 2024.

Ashley Bardhan, “Watch a billionaire try to play D&D with Al Snoop Dogg,” Kotaku, September 28, 2023.

Kaya Yurieff, Sylvia Varnham O'Regan, and Kalley Huang, “Meta scraps celebrity Al chatbots that fell flat with users,”
The Information, July 30, 2024.

Irene Rae, “The effects of perceived Al use on content perceptions,” CHI "24: Proceedings of the CHI Conference on Human Factors in Computing
Systems no. 978, (May 2024): pp. 1-14.

The Economist, "Yuval Noah Harari argues that Al has hacked the operating system of human civilisation,” April 28, 2023.

Gil Appel, Juliana Neelbauer, and David A. Schweidel, “Generative Al has an intellectual property problem,” Harvard Business Review, April 27,
2023.

Dan Cooper, “UK creators call on Al firms to stop using their work,” Film Stories, August 8, 2024.

Ashley Carman and Lucas Shaw, “Sony Music warns companies to stop training Al on its artists’ content,” May 16, 2024.

Michelle M. Graham, “Deepfakes: Federal and state regulation aims to curb a growing threat,” Thomson Reuters, June 26, 2024.

Mary Claire Jalonick and Barbara Ortutay, “Senate passes bill to protect kids online and make tech companies accountable for harmful content,”
Associated Press, July 30, 2024.

Amir Efrati and Aaron Holmes, “Why OpenAl could lose $5 billion this yvear,” The Information, July 24, 2024.

Goldman Sachs, “Gen Al: Too much spend, too little benefit?,” June 27, 2024.

Connor Seidenschwarz and Bree Matheson, “Creator economy in 3D: The platform’s place in a shifting media landscape,”
Deloitte, January 2024.

Brian Steinberg, “TV networks fight for fewer dollars in upfront amid big streaming rollbacks’” Variety, June 13, 2024.

Variety, "How the ad-supported streaming era is transforming the ways brands reach audiences,” March 12, 2024.

Hannah Dillon, “CTV advertising measurement and attribution: Challenges and solutions,” ExchangeWire, October 18, 2023.

1"


https://www.withnorby.com/post/the-rise-of-creator-led-media-companies
https://variety.com/2024/digital/news/dax-shepard-armchair-expert-wondery-exclusive-1236067429/
https://variety.com/2024/digital/news/dax-shepard-armchair-expert-wondery-exclusive-1236067429/
https://afluencer.com/50-reality-show-stars-who-are-now-social-media-influencers/
https://www.cnbc.com/2024/06/26/youtube-streaming-dominance-media-strategy.html
https://www.theinformation.com/articles/mrbeast-and-other-youtubers-are-rapidly-inking-fast-deals?rc=dei64j
https://www.dexerto.com/tv-movies/mrbeast-100m-tv-show-prime-video-streaming-2489280/
https://www.forbes.com/sites/tomward/2021/11/10/the-influencers-are-coming-to-a-streaming-service-near-you/
https://www.linkedin.com/posts/reedjd_not-everything-works-when-youre-pushing-activity-7214379949204418560-4mq3/?utm_source=share&utm_medium=member_desktop&utm_campaign=article_email&utm_content=article-13184&utm_medium=email&utm_source=sg
https://www2.deloitte.com/content/dam/Deloitte/us/Documents/technology-media-telecommunications/us-2024-me-outlook-generative-ai.pdf
https://www.forbes.com/sites/ianshepherd/2024/03/10/how-will-ai-impact-social-media-content-creators/
https://drive.google.com/file/d/1SHSjOE_8QfAnYRqwxTPFapUnIXrCo6J1/view
https://www2.deloitte.com/us/en/pages/chief-marketing-officer/articles/generative-ai-creator-economy.html
https://www.forbes.com/sites/charliefink/2024/07/08/toonstar-uses-ai-to-power-hit-youtube-series/
https://www.polygon.com/23736317/amouranth-ai-chatbot-date-interview-artificial-intelligence-forever-voices
https://www.socialmediatoday.com/news/meta-enable-influencers-create-ai-versions-themselves/720114/
https://kotaku.com/meta-quest-3-ai-chatgpt-snoop-dogg-facebook-chatbot-1850882666
https://www.theinformation.com/articles/meta-scraps-celebrity-ai-chatbots-that-fell-flat-with-users?rc=dei64j
https://dl.acm.org/doi/full/10.1145/3613904.3642076#Bib0008
https://www.economist.com/by-invitation/2023/04/28/yuval-noah-harari-argues-that-ai-has-hacked-the-operating-system-of-human-civilisation
https://hbr.org/2023/04/generative-ai-has-an-intellectual-property-problem
https://filmstories.co.uk/news/uk-creators-call-on-ai-firms-to-stop-stealing-their-work/
https://www.bloomberg.com/news/articles/2024-05-16/sony-music-warns-companies-to-stop-training-ai-on-its-artists-content?embedded-checkout=true
https://www.thomsonreuters.com/en-us/posts/government/deepfakes-federal-state-regulation/
https://apnews.com/article/senate-child-online-safety-vote-f27c329679feb2d74787fc3887aa710f
https://www.theinformation.com/articles/why-openai-could-lose-5-billion-this-year?rc=dei64j
https://www.goldmansachs.com/insights/top-of-mind/gen-ai-too-much-spend-too-little-benefit
https://www2.deloitte.com/us/en/pages/chief-marketing-officer/articles/consumers-and-social-media-preferences.html
https://variety.com/2024/tv/news/tv-networks-upfront-advertising-market-fewer-dollars-pressure-rollbacks-1236036794/
https://variety.com/2024/biz/news/how-ad-supported-streaming-era-transforming-ways-brands-reach-audiences-1235932272/
https://www.exchangewire.com/blog/2023/10/18/ctv-advertising-measurement-and-attribution-challenges-and-solutions/

Deloitte.

This article contains general information only and Deloitte is not, by means of this
article, rendering accounting, business, financial, investment, legal, tax, or other
professional advice or services. This article is not a substitute for such professional
advice or services, nor should it be used as a basis for any decision or action that
may affect your business. Before making any decision or taking any action that may
affect your business, you should consult a qualified professional adviser.

Deloitte shall not be responsible for any loss sustained by any person who relies on
this article.

About Deloitte

Deloitte refers to one or more of Deloitte Touche Tohmatsu Limited, a UK private
company limited by guarantee ("DTTL"), its network of member firms, and their
related entities. DTTL and each of its member firms are legally separate and
independent entities. DTTL (also referred to as “Deloitte Global”) does not provide
services to clients. In the United States, Deloitte refers to one or more of the US
member firms of DTTL, their related entities that operate using the “Deloitte” name
in the United States and their respective affiliates. Certain services may not be
available to attest clients under the rules and regulations of public accounting.
Please see www.deloitte.com/about to learn more about our global network of
member firms.

Copyright © 2024. For information, contact Deloitte Global.
8353365



