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ABSTRACT

Introduction: artificial intelligence continues to reshape media
industries with demands on content creation and distribution of
media products. This paradigm shift requires research to better
understand AI’s implications on the media industry. However,
existing studies lack synthesis of empirical studies.

Objective: to analyze the economic implications of Al on media
industries.

Method: a systematic review of 65 articles was carried out,
published between 2014 and 2024 from EBSCOhost, Google
Scholar, ResearchGate and Scopus databases.

Results: majority of the studies reviewed lacked theoretical
foundations, highlighting a gap in Al research on media
industries. There was a steady increase of publications from
2022 to 2024, reflecting growing scholarly interest in the field.
Three major themes relating to the economic implications of
Al on media industries emerged: job performance, economic
hardship, and ethical challenges. The study highlights that
research on the subject is most active in Europe and Asia, with
limited publications in Oceania and Africa. Additionally, no
article was recorded in South America.

Conclusions: artificial intelligence profoundly influences media
economics, highlighting both opportunities and challenges that
redefine industry practices and academic discourse globally.

Keywords: Economic Implications; Artificial Intelligence;
Media Industries; Algorithm Bias; Job Displacement.

RESUMEN

Introduccién: la inteligencia artificial continta transformando
las industrias de los medios de comunicacion, con demandas en la
creacion y distribucion de contenido. Este cambio de paradigma
requiere investigacion para comprender mejor las implicaciones
de la IA en la industria de los medios. Sin embargo, los estudios
existentes carecen de una sintesis de estudios empiricos.
Objetivo: analizar las implicaciones econdomicas de la IA en las
industrias de los medios.

Método: se realizd una revision sistematica de 65 articulos,
publicados entre 2014 y 2024 de las bases de datos EBSCOhost,
Google Scholar, ResearchGate y Scopus.

Resultados: 1a mayoria de los estudios carecian de fundamento
teorico, lo que pone de manifiesto una brecha en la investigacion
sobre IA en las industrias mediaticas. Se observé un aumento
constante de publicaciones entre 2022 y 2024, lo que refleja el
creciente interés académico en el campo. Surgieron tres temas
principales relacionados con las implicaciones econdmicas
de la TA en las industrias mediaticas: rendimiento laboral,
dificultades econoémicas y desafios éticos. El estudio destaca que
la investigacion sobre el tema es mas activa en Europa y Asia,
con publicaciones limitadas en Oceania y Africa. Ademas, no se
registré ningun articulo en Sudamérica.

Conclusiones: la inteligencia artificial influye profundamente
en la economia de los medios, destacando tanto oportunidades
como desafios que redefinen las practicas de la industria y el
discurso académico a nivel global.

Palabras clave: Implicaciones Econdmicas; Inteligencia
Artificial; Industrias De Los Medios; Sesgo De Algoritmo;
Desplazamiento Laboral.
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INTRODUCTION

The integration of artificial intelligence (AI) into the
media industry has emerged as one of the most transformative
technological developments of the 21st century. Al systems
have revolutionized various facets of media production and
operations, ranging from content creation!'? and branding®® to
marketing® and from distribution to audience engagement and
revenue generation.“” Platforms such as Netflix and Spotify
exemplify how Al-driven algorithms personalize content
consumption, thereby reshaping user experience.® Furthermore,
the automation of labor-intensive tasks such as video editing
and news reporting has introduced operational efficiencies and
cost savings across media organizations.®) Bellman'? details
the foundations of Al and points out that its ability to process
large amounts of information at unprecedented speed plays
a significant role in increasing economic efficiency. Russell
et al."" conducted a survey of Al-based studies. The results
show how Al technologies can transform resource allocation,
streamline operations and enhance innovation. Poole et al.”)
analysis of computational intelligence emphasizes a rational
approach to Al and how it can be used for economic purposes.
Charniak et al.!'? reveal that the analytical capabilities of Al can
lead to economic growth. Moreover, Lu et al.!¥ argue that Al
drives innovation that creates new business models and growth
opportunities, which is important in industries characterized by
rapid technological change.

Beyond operational transformations, the economic
implications of Al on media industries have generated growing
scholarly interest. Al technologies are increasingly influencing
productivity, labor markets, business models and competitive
dynamics."® While these technologies promise innovation and
efficiency, they also raise critical concerns about misinformation,
content integrity, and the ethical use of automated systems in
news dissemination.!*!'> Pennycook et al.'¥ examined fighting
misinformation on social media using crowdsourced judgments
of news source quality. Their study shows how the use of Al
in content creation and distribution raises ethical issues about
accuracy, bias and misinformation. They contend that Al-
generated content can sometimes lack the integrity of human-
generated media. This concern is particularly relevant for news
media, where the rapid dissemination of information can have
profound impact on the public. Similar sentiment was shared
by Adjin-Tettey et al.© who identified that ethical quandaries
of misinformation, improper attribution, and intellectual
property are key implications of Al on media industries. The
transformative power of Al is evident in the way it transforms
workplace processes by replacing human tasks. This is
particularly highlighted in the work of Russell et al.!"? revealing
that Al systems could revolutionize media production and
consumption by performing tasks previously considered human
intelligence. Furthermore, Chui® highlights the concerns about
job loss and economic inequality that Al has created in the media
industry. These implications signify the need for a balanced
approach in adopting Al technologies, taking into consideration
both the potential benefits and the challenges that come with
them.

Although a growing number of studies have examined
the intersection between Al and economic performance in
media settings,&!12131415160 3 gystematic and comprehensive
synthesis of this body of literature remains lacking. Existing
studies are fragmented, with limited clarity on the bibliometric

characteristics of this field, the thematic trends guiding current
scholarship, and the future research directions necessary for
advancing knowledge. Addressing this gap, the present study
conducts a systematic literature review (SLR) to critically
examine the economic implications of Al on media industries.
Ultimately, the study aim to support both scholars and
practitioners in understanding the evolving relationship between
Al and the economic landscape of media industries.

METHOD

The study used the SLR method, where existing literature
on the economic implications of Al on media industries was
extracted and carefully examined. The choice of SLR was
motivated by its clear and methodical approaches to reduce
bias and offer trustworthy data for findings that ensure cogent
conclusions.'”?

Database search

The study was undertaken in June 2025 following the
Preferred Reporting Items for Systematic Reviews and Meta-
Analysis (PRISMA) guidelines. A comprehensive literature
search was carried out across EBSCOhost, Google Scholar,
ResearchGate, and Scopus databases. The search was limited
to peer-reviewed English-language journal articles and
relevant gray literature published within the study’s timeframe.
Searches were executed within specific fields such as title,
abstract, and keywords to maximize precision. Search strings
combined keywords and Boolean operators such as “(Artificial
Intelligence) AND (Media Industry) AND (Economic Impact)”
to capture diverse results. Retrieved records were exported,
meticulously screened, and duplicates removed. This systematic
approach ensured transparency, consistency, and reproducibility
of the review process. Google Scholar and ResearchGate,
though useful for locating scholarly materials, present known
limitations. Google Scholar lacks transparency in its coverage
and often contains duplicate or inconsistent records, while
ResearchGate is not a curated database and includes non-peer-
reviewed content. To address these issues, meticulous duplicate
removal and careful manual screening were employed to ensure
only relevant and high-quality studies were included in the
analysis, thereby enhancing the reliability and credibility of the
review.

The researchers selected articles published between 2014 and
2024 for the SLR. According to Amponsah et al.!'® the last decade
has witnessed significant research in Al technologies, including
the rise of machine learning, natural language processing, and
generative Al, all of which have transformed media production
and distribution. The first and second authors extracted the data,
while the third, fourth and fifth authors reviewed it. The purpose
of this procedure was to increase the data extraction’s accuracy
and dependability.

Thematic analysis

Through thematic analysis, the authors coded the data using
Braun et al.!® guidelines. The authors used thematic analysis
because it is flexible and allows for detailed descriptions of the
data. During the process, the authors familiarized themselves
with the data, noting down initial codes. Subsequently, the
authors systematically coded the data. During this process,
every segment of data that relates to job performance, economic
hardship, or ethical challenges were identified and labeled. Codes
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such as “innovation,” “creativity,” and “productivity” were
grouped under the broader theme of job performance. Similarly,
mentions of “job displacement” and “market disruption”
were coded under economic hardship, while “transparency,”
“algorithm bias,” and “deep fakes” were coded under ethical
challenges. The researchers then reviewed the themes to ensure
they work in relation to the coded data.

Job performance was defined as a theme that captures
various aspects of how work is executed and measured in the
context of innovation, creativity and productivity. Economic
hardship was defined as the theme encompassing the financial
and employment challenges faced due to job displacement and
market disruption. Similarly, ethical challenges were defined
as the difficulties related to maintaining transparency, avoiding
algorithm bias, and dealing with the implications of deep fakes.
Finally, the authors compiled the report based on the themes that
emerged.

Coding

During coding, data on the economic implications of Al on
media industries were methodically retrieved from the content
of the 65 articles. After that, a coding sheet was used to enter the
data into Microsoft Excel. During this process, each paper’s year
of publication, study methodology, and geospatial distribution
were all noted. As shown below, this method helped to provide
a unique perspective on the patterns and trends observed in the
study from multiple dimensions, a way that individual studies
might not capture.

Yearly Publication: the following categories were coded to
determine the yearly distribution of articles: a) 2014 b) 2015 ¢)
2016 d) 2017 e) 2018 f) 2019 g) 2020 h) 2021 1) 2022 j) 2023
k) 2024.

Research methods: to determine the dominant research
methods, the following categories were coded: a) qualitative b)
quantitative ¢) mixed methods

Geospatial distribution: to reveal the geographical context
of studies, the following categories were coded: a) Europe b)
South America c) North America d) Asia e) Africa f) Oceania g)
Continental overlap

Economic implications of Al on media industries: in
identifying the economic implications of Al on media industries,
the following categories were coded: a) job performance b)
economic hardship c) ethical challenges.

Interrater Reliability

This study uses a single peer-reviewed article that focuses
on the economic implications of Al on media industries as the
unit of analysis. The sub-sample of 20 articles (n = 20) was
randomly selected from the full set of 65 articles. This approach
ensured that each article had an equal chance of being included,
minimizing selection bias. This random sampling approach was
used to provide amanageable yet representative subset for coding.
During coding, two team members independently analyzed
the articles, noting agreements and disagreements in an Excel
sheet. Discrepancies were then discussed collaboratively, and
any unresolved differences were reconciled through consensus.
Interrater reliability was assessed using Cohen’s kappa, yielding
an average value of 0,78 with percentage agreement between 70
% and 80 %. This Cohen’s kappa value demonstrates substantial
consistency and trustworthiness in the coding process.

RESULTS
Inclusion and exclusion analysis

During the inclusion and exclusion analysis, the authors
identified 4794 articles from the selected databases. Thus,
EBSCOhost (2,00 %, n=96), Google Scholar (52,04 %, n=2495),
ResearchGate (4,19 %, n=201), and Scopus (41,77 %, n=2002).
See figure 1 for details. During the data cleaning process, 2,34 %
(n=112) duplicates were removed. The duplicates EBSCOhost
(0,10 %, n=5), Google Scholar (1,06 %, n=51), ResearchGate
(0,44 %, n=21), and Scopus (0,74 %, n=35) were removed
because they were different versions of the same document
published in other journals. Furthermore, the 4682 articles were
screened out of which 76,41 % (n=3663) were excluded because
they were published before 2014. Details of those excluded are:
EBSCOhost (0,94 %, n=45), Google Scholar (42,87 %, n=2055),
ResearchGate (2,17 %, n=104), and Scopus (30,43 %, n=1459).
From the 1019 articles assessed for eligibility and inclusion,

Records identified from
databases

Duplicates removed after

Identification

EBSCOhost (1 =96)
Google Scholar (1 = 2495)
ResearchGate (n =201)
Scopus (1 =2002)
Total (n =4794)

screening (n = 112)

¢

Screening

Records screened based
on title, abstract and
keywords (n = 4682)

Records excluded
(n=3663)

v

Eligibility

Articles assessed for
eligibility (n=1019)

Records excluded
(n=1954)

v

Inclusion

Figure 1. PRISMA Model with the literature review process on economic implications of Al on media industries

Articles included from
database search (n = 65)

Articles (n=49)
Conference papers (n = 8)
Thesis (n = 8)
Total (n = 65)
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19,90 % (n=954) were further excluded because their focus was
not on economic implications of Al on media industries. Thus,
EBSCOhost (0,94 %, n=45), Google Scholar (7,30 %, n=350),
ResearchGate (1,46 %, n=70), and Scopus (10,20 %, n=489).
The workflow shows that out of the 4794 articles accessed
from the four databases, only 1,36 % (n=65) were included in the
study. The distributions are EBSCOhost (0,02 %, n=1), Google
Scholar (0,71 %, n=34), ResearchGate (0,13 %, n=6), and Scopus
(0,50 %, n=24). These articles were published between 2014 and

4

2024 and consisted of gray literature and peer-reviewed journal
articles written in the English language and also focused on
economic implications of Al on media industries.

Summary of previous studies

Table 1 below provides summary of key findings such as
year of publication, theoretical analysis, geospatial context of
studies, and economic impact of Al.
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Bibliometric characteristics of research on economic
implications of AI on media industries

The study reveals that of the 65 articles reviewed, 63 % (n
=41) lacked a theoretical foundation, while 37 % (n = 24) were
grounded in theoretical constructs. Of these studies, the most
frequently used theories by frequency of mention are economic
theory,®7%7 technological determinism,®>*® and the technology
acceptance model.“*? The articles included in this review were
published across a wide range of journals spanning the fields of
communication, journalism, and artificial intelligence. As shown
in Table 2 below, Journalism Practice had the most number of
publications (12 %, n = 8), followed by Digital Journalism (8 %,
n = 5) and Journalism Studies (5 %, n=3). Other journals such
as NECSUS, Journalism & Mass Communication Quarterly, and

Media, Culture & Society contributed two articles each while
the remaining journals published one article each.

As shown in table 1 above, the yearly distribution of research
on economic implications of Al on media industries over a
decade (2014-2024) shows steady growth between 2022 and
2024 with 2022 recording the highest number of publications
(26 %, n=17). From the analysis, the year 2024 seems promising
considering the number of articles recorded (20 %, n=13),
even though the data was collected during the first half of the
year. However, 2014 did not record any publication per the
literature search. Research on the economic implications of Al
on media industries has been predominantly underpinned by the
qualitative research approach (83 %, n=54), followed by the
quantitative research approach (12 %, n=8), and mixed methods
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(5 %, n=3). Even though the geospatial distribution of the articles
was widely spread in five instead of the six continents, with an
additional slot for continental perspectives, which presents an
overlap of the regional distribution (where the research was
conducted in more than one continent), it is also important to
establish that Al research also makes up for a growing share of

Economic implications of AI on media industries

Al technologies have transformed many sectors, especially
the media industry. The study reveals that Al’s integration into
media operations has reshaped traditional economic activities,
offering unprecedented opportunities for efficiency, creativity
and profitability. This transformation is driven by Al’s ability
to automate routine tasks, analyze vast amounts of data, and
personalize content delivery, thereby enhancing both production
and consumption processes. The study identifies three main
themes relating to the economic implications of Al on media
industries (job performance, economic hardship, and ethical
challenges), each with distinct subthemes.

Job performance
Al is rapidly transforming the media industry, reshaping how

media economics publications overall and per region. Details of
the geographical distribution of the articles are: Europe-39 %,
n=25; North America-6 %, n=4; Asia-31 %, n=20; Africa-6 %,
n=4; Oceania-3 %, n=2; and Continental overlap-15 %, n = 10.
There was no article recorded in South America.

content is created, distributed and consumed. This transformation
has profound implications for job performance and the economic
activities within the sector. As Al technologies become more
sophisticated, they influence various facets of media operations,
driven by innovation, creativity and productivity. Innovation
is at the heart of Al’s influence on the economic activities of
media industries, driving transformation in how media contents
are produced, distributed and monetized. The infusion of
Al into media operations has not only streamlined existing
processes but also unlocked new opportunities for growth
and competitive advantage. Traditional media production,
which often involved significant time and resources, is being
enhanced by Al technologies that can generate content more
efficiently. Al algorithms can now write articles, produce videos
and even create music. This allows media companies to scale
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content production without proportional increases in human
labor, reducing costs while maintaining or even improving
output quality. Al technologies enhance creative processes by
offering tools that can generate content, suggest story ideas,
and streamline editing, thereby allowing media professionals
to focus on higher-order tasks. This technological synergy
facilitates a level of creativity previously unattainable, as Al can
analyze vast amounts of data to uncover trends and insights that
inform creative decisions. Subsequently, Al enhances audience
engagement through personalized content recommendations,
ensuring that consumers receive media tailored to their interests,
thereby boosting consumption and revenue streams. Additionally,
this innovation and creativity of Al-driven automation improves
productivity by handling routine and repetitive tasks, enabling
media companies to produce more content at a faster rate and
with greater precision.

The findings present a rich account and valuable insights on
the economic implications of Al on media industries, especially
under job performance. While the study categorizes these
subthemes distinctly, a deeper insight emerges when considering
how these eclements interact. Innovation fuels creativity by
introducing new tools and workflows (e.g., Generative Al for
scriptwriting). Creativity, in turn, enhances productivity as Al-
generated ideas and content accelerate development cycles.
Productivity reinforces innovation by freeing up time and
resources to invest in exploratory and experimental practices.
Al’s influence on job performance is not merely additive
but synergistic. The real economic value emerges from how
innovation, creativity and productivity reinforce one another in
a cyclical loop of continuous improvement.

Economic hardship

The rapid integration of Al into media industries is
transforming traditional workflows and economic structures, with
one of the most significant implications being job displacement.
The study reveals that Al technologies, with their capabilities in
automating routine tasks, data analysis, and content generation,
are redefining roles that once relied heavily on human input.
For instance, algorithms now curate news feeds, write articles
and even produce multimedia content, tasks that previously
required skilled journalists, editors and content creators. This
shift is causing a considerable reallocation of labor, where some
positions are being rendered obsolete while new, Al-centric
roles emerge.

Al-driven platforms are reshaping traditional market
structures by enabling the development of new, more flexible
business models that cater to individual preferences and real-
time demands. This shift is particularly evident in industries like
media, entertainment and news, where personalized, on-demand
services are rapidly replacing traditional standardized offerings.
Traditional market structures often rely on a one-size-fits-all
approach, where products or services are designed for a broad
audience with minimal customization. For example, traditional
television channels offer a fixed schedule of programming, and
newspapers provide a standard set of news articles to all readers.
These models, while effective in the past, are limited in their
ability to cater to individual preferences. Al-driven platforms,
on the other hand, uses vast amounts of user data to understand
individual tastes, behaviors and preferences. By analyzing this
data, Al can tailor content to meet the specific needs of each user.

Ethical challenges

The study highlights that the incorporation of Al into the
media industry brings forth a host of ethical challenges that have
significant economic implications. As Al technologies become
more prevalent in content creation, distribution and consumption,
concerns about transparency arise. Media companies often
rely on proprietary algorithms that lack transparency, making
it difficult for users to understand how content is curated and
presented. Another ethical challenge identified from the study
is algorithm bias. Al-driven algorithms can inadvertently
perpetuate biases, leading to skewed representations and unfair
treatment of certain groups. This not only undermines public trust
in media but also has financial repercussions, as advertisers and
audiences may turn away from platforms perceived as unethical.
The study further revealed that deepfakes represent one of
the most pressing ethical implications of Al on the economic
activities of media industries. These Al-generated synthetic
media, which convincingly mimic real people’s appearances,
voices and actions, pose significant challenges to the credibility,
trust and financial viability of media organizations. Deepfakes
undermine the foundational trust that media consumers place in
news outlets and other media sources. When consumers become
aware that Al can create highly realistic yet entirely fabricated
content, skepticism towards all media content will increase.

DISCUSSION

This paper aims to give a summary of the literature on the
economic implications of Al on media industries. The inclusion
and exclusion analysis highlights the rigor of the selection
process, with only 1,36 % (n = 65) of 4,794 initially identified
articles meeting the eligibility criteria. This reflects both the
breadth of literature on Al and media and the scarcity of focused
studies on its economic implications, underscoring the need
for more targeted research in this domain. The bibliometric
characteristics of research on the economic implications of Al
on media industries reveal themes such as theoretical and journal
analysis, yearly distribution of research, research methods, and
geographical context of studies.

The study reveals that most of the articles reviewed lacked a
theoretical foundation, while a smaller proportion were grounded
in theoretical constructs. The dominance of articles that did not
ground their findings in theoretical construct is exemplified in
the works of Tejedor et al.*” who explored exo journalism by
analyzing the impact of Al on the journalism industry. Drawing
on documentary analysis, case studies and in-depth interviews,
they suggested that Al fosters innovation and personalization
in journalistic content and enhances professional practices.
Likewise, Diaz-Noci®’ examined the legal dimensions of
Al-assisted journalism, particularly regarding copyright, and
concluded that economic intellectual property rights remain
protected through the notion of collective works. Although these
studies offer useful information about how Al affects journalism
and its legal issues, their results are not based on theories,
which makes their conclusions less convincing and harder to
apply in other situations. This finding resonates with the view
of Adom et al."® who argue that theories direct a study’s course
and provide the basis for proving its legitimacy. We argue that
the lack of theoretical grounding in the majority of the studies
suggests a significant gap in conceptual rigor, limiting the
depth, coherence, and generalizability of their findings within
the broader field of journalism and Al research. The study
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reveals that the most frequently used theories by frequency of
mention are economic theory, technological determinism, and
the technology acceptance model.

The economic theory helps in understanding economic
behavior and predicting the outcomes of changes in variables
such as technology, policy or market conditions. Using the
economic theory, Arrese®® examined the intersection between
economic journalism and data journalism and argues that data
journalism can extract some lessons from economic news in
order to improve the extension of data stories to every news beat.
Kuyucu7® also investigated the place of media economics in the
economic theory. The study revealed that media products are
not ordinary goods but rather, they carry externalities and can
shape political power and societal behavior. The rise of Al adds
further advantage, influencing how media contents are produced,
consumed and monetized. As Al transforms media economics,
traditional micro and macroeconomic models become
inadequate. This demands more advanced tools such as general
equilibrium models, micro-founded macroeconomic models,
and analysis of alternative costs.”® Furthermore, McFadden
explored the implications of the economic theory for media
industries. The study highlights that economic theory of media
consumption emphasizes the need to apply economic principles
to media operations by recognizing individuals allocated time
based on expected utility from media sources. Since only
limited activities can occur alongside structured tasks, economic
theory helps define media demand, guiding firm strategies and
informing analyses of market structure and consumer behavior.
Furthermore, economic theory provides a robust analytical
lens through which researchers can understand and evaluate
the economic implications of Al on media industries. Through
the application of microeconomics, macroeconomics, labor
economics and industrial organizational principles, scholars can
uncover how Al transforms production, labor, market dynamics,
and value creation within the media landscape.

Technological determinism highlights that technology is the
principal driver of societal change.” Within the media industry,
this theory underscores how advancements like Al are not just
tools but transformative forces that redefine economic structures
and workflows. This finding reflects the study of Al Adwan et
al.®® which explored the influence of Al applications on the
media. The study revealed a significant rise in the adoption of Al
within the media industries. Additionally, Khan“® investigated
the influence of Al on various aspects of the media industry,
including labor dynamics, content creation and curation,
media distribution and consumption, advertising strategies,
and theoretical foundations. The study highlights how Al has
transformed the industry by enabling automated data analysis,
improving content development and personalization, optimizing
advertising approaches, reshaping workforce structures, and
raising significant ethical concerns. The use of technological
determinism in research provides a strong theoretical lens for
understanding how Al fundamentally reshapes media practices
and economic structures, as demonstrated in the studies by Al
Adwan et al.®¥ and Khan.“®.

The Technology Acceptance Model (TAM) is among the
most extensively used frameworks for understanding users’
acceptance and use of technology.®” The model highlights that
perceived usefulness and perceived ease of use determine an
individual’s intention to adopt and use a particular technology.®?
Using the TAM, Soto-Sanfiel et al.©” compared the relationship

between Latin American journalists and their use of Al. The
key findings indicate that variations in journalists’ attitudes and
knowledge about Al are influenced by their cultural context. At
the same time, their perspectives also exhibit similarities to those
of journalists from northern countries regarding Al adoption.
Pandiyaraj et al.“9 investigated the exploration and adoption
of generative Al in digital media production. Their study
emphasizes a steady adoption of generative Al tools by rural
students for use in their media production projects. The TAM is
important in assessing how media professionals’ perceptions of
Al’s usefulness and ease of use influence AI’s adoption.

The study reveals that, out of the 65 articles examined,
Journalism Practice had the most number of publications,
followed by Digital Journalism. This finding aligns with the
aims and scope of these two journals, which emphasize the
advancement of research into digital journalism studies and
providing opportunities for reflective, critical, and research-
based studies on the professional practice of journalism and
media studies. Analysis of the journals that have published
research on the economic implications of Al on media industries
is essential because it will help future researchers identify which
journals to submit their work to.

The yearly distribution of research shows a steady growth
between 2022 and 2024 with 2022 recording the highest number
of publications. This steady growth reveals the continuous
scholarly attention and interest the field is receiving. This finding
resonates with the view of Jones et al.®? who indicate that
there is growing adoption of algorithmic systems in journalism
practice. From the analysis, the year 2024 seems promising
considering the number of articles recorded (19 %, n=12), even
though the data was collected during the first half of the year.
However, 2014 did not record any publication per the literature
search. This may be partially due to the fact that researchers at
the time were just fostering the idea of conducting studies in the
field; hence the phenomenon of AI’s economic repercussions on
media industries was still in its early stages.

The study reveals three main research methods: qualitative,
quantitative, and mixed, with qualitative research accounting
for the highest number of publications. The predominance
of qualitative research in the studies examined highlights the
strengths of this research approach and is justifiable given
the emergent nature of the field. Furthermore, qualitative
research methods allow researchers to explore participants’
perspectives, motivations and evolving experiences in rich
detail that quantitative approaches may overlook. Studies
such as those conducted by Adjin Tettey et al.® Sirén-Heikel
et al.®?, Jamil® and Ji et al.®? affirm this trend, showing how
interviews, documents, content, and textual analysis can uncover
deep insights into Al research. For example, Sirén-Heikel et
al.*? through interviews with industry practitioners, found
that technologists manage tensions with journalistic norms by
categorizing Al-generated stories as non-journalistic, framing
their tools as enhancements to journalism. Similarly, Ji et al.c?
using textual analysis, examined how Chinese news media
portray Al and discovered that journalists expressed skepticism
about various elements of algorithmic systems, advocating for
immediate regulatory action at the national level. These findings
underscore the value of qualitative research in uncovering the
complex and context-specific ways that media practitioners
navigate in their integration of Al technologies.

Even though the geospatial distribution of the articles was
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widely spread in five instead of the six continents, with an
additional slot for continental perspectives, which presents an
overlap of the regional distribution, it is also important to establish
that Al research also makes up for a growing share of media
economics publications overall and per region. Geographically,
most of the articles originated from Europe and Asia, with fewer
contributions from North America, Africa, and Oceania. A
notable share reflected cross-continental collaborations, while no
article was recorded from South America. Notwithstanding, the
limited representation of Global South perspectives, particularly
the absence of studies from South America and the minimal
contributions from Africa and Oceania, highlights a significant
gap in the global understanding of the economic implications of
Al on media industries. This is particularly concerning as similar
underrepresentation has been established in the economic and Al
literature. For instance the systematic review of Okolo et al.®?
document that although Explainable Al is a rapidly growing area
of research, most of the research has focused on contexts in the
Global North, and little is known about its deployment in the
Global South. Furthermore, through a bibliometric analysis of
scholarly network of Al research in the Global North and South,
Tang et al.® highlight that Al research in the Global South
remains limited as compared to the Global North. Within the
economic literature, Amarante et al.®> make similar observations
arguing that even the small number of research on economic
issues in the Global South are conducted by researchers from
the Global North. Damme et al.®® and Veugelers et al.®? reveal
that this geospatial disparity is attributed to the access of robust
research funding in the Global North in expanding scholarship,
a luxury not equally available in many parts of the Global
South. This imbalance calls for more inclusive and collaborative
global research initiatives that intentionally engage scholars
from underrepresented regions. For example, Veugelers et al.®”
contend that research and innovation (R&I) has been firmly
embedded as an engine for growth among the European Union,
with the European Research Council (ERC) providing a lot of
funding to support the exchange of ideas in all fields of study.
Focusing on the economic implications of Al on media
industries, the study reveals that Al offers opportunities for
efficiency, creativity, and profitability with positive impacts on
job performance, innovation, creativity, and productivity. The
findings on AI’s transformative effect on job performance in
the media aligns with previous studies that have indicated the
transformative role of Al on media industries.****® Consistent
with the findings on Al driving innovation in the economic
activities of media industries, Tejedor et al.*” corroborate that
Al is a source of innovation and personalization of journalistic
content and that it can contribute to the improvement of
professional practice. These innovations not only cut costs but
also open up new revenue streams by enabling the production of
a broader range of content. Al technologies enhancement of the
creative processes support Totlani’s*? assertion that a new era
of creativity and efficiency has been ushered in by Generative
Al, which is powered by models like GPT-3, DALL-E, and
sophisticated algorithms like Generative Adversarial Networks
(GANSs) and Variational Autoencoders (VAEs). The possibilities
in the media industry are broadened by these applications, which
provide professionals in the field and creators with new tools
to enhance their creativity and effectively engage consumers.
Totlani®® emphasizes that Al functions as a creative hub,
bringing together various elements to enable fresh content

creation and improvement. It supports visual effects, simplifies
scriptwriting and storytelling, provides personalized content
recommendations, and optimizes post-production workflows.
AT’s impact on creativity is particularly profound. Lee“® avers
that Generative Al models can assist in creating multimedia
content, from writing articles and scripts to producing videos
and music, expanding the boundaries of traditional media
production. Similarly, Arya et al.®) and Chow!” indicate that
the media industry has had the greatest growth. These scholars
further contend that Generative Al helps media companies
improve their workflows, develop original content and enhance
user experiences. This not only democratizes content creation,
allowing smaller players to compete with established entities,
but also fosters a diverse array of creative expressions. Fauzi®"
explains that Al has made it possible for businesses to increase
efficiency and productivity by lowering costs and shortening
the time needed to complete tasks. However, this technological
evolution also demands a reevaluation of traditional business
models and workforce dynamics. We argue that media
professionals must adapt to new tools and methodologies,
while companies need to balance the benefits of automation
with the preservation of human creativity and judgment. As Al
continues to evolve, its role in driving economic growth through
innovation, creativity and productivity in the media industry will
only become more pronounced.

While the study categorizes these subthemes distinctly, a
deeper insight emerges when considering how these elements
interact. Innovation fuels creativity by introducing new
tools and workflows (e.g., Generative Al for scriptwriting).
Creativity, in turn, enhances productivity as Al-generated
ideas and content accelerate development cycles. Productivity
reinforces innovation by freeing up time and resources to invest
in exploratory and experimental practices. Al’s influence on
job performance is not merely additive but synergistic. The
real economic value emerges from how innovation, creativity
and productivity reinforce one another in a cyclical loop of
continuous improvement.

While we observe positive economic implications of Al
integration in media businesses, the findings also reveal negative
impacts of this integration like job displacement, disruption of
traditional markets, and ethical challenges. Al technologies’
capabilities of automating routine tasks, data analysis, and
content generation, are displacing some job roles. While new,
Al-centric roles emerge. The results of this study are consistent
with earlier research. The results of a study by Bender 9 aligned
with the idea that Al may replace jobs. This researcher discussed
how generative Al is revolutionizing the creative media and
arts sectors. The scholar expressed worries about the loss of
human creative labor in the media sector as Al gains traction.
This aligns with the findings of Kumar et al.®® study, which
showed that giving Al systems more autonomy may result in
job displacement, a situation in which automation progressively
takes the place of human roles and leaves a sizable gap in the
labor market. Scholars such as Russell et al.!'" and Chui"'® have
also raised similar concerns of possible job displacement as a
result of Al being used in the media industry. The economic
impact of Al-induced job displacement is multifaceted. On
one hand, media companies can achieve greater efficiency and
cost savings by reducing the need for large human workforces
in certain areas. According to Adjin-Tettey® using Al in the
media industry improves efficiency, precision and quality of
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information. On the other hand, this technological upheaval
poses significant challenges for workers who find their skills
becoming redundant. The displacement not only affects those
directly employed in media production but also has broader
implications for related sectors such as advertising, marketing
and distribution.® Additionally, there is a growing need for
new skill sets centered around Al operation, data analysis, and
technology management, leading to a demand for retraining and
upskilling initiatives. To remain relevant in the rapidly evolving
media industry, we argue that journalists must adapt and enhance
their skills to complement Al technologies. Latar® indicates
that rather than seeing Al as a threat, journalists can learn to
collaborate with Al systems. For instance, using Al to handle
preliminary data collection and analysis allows journalists to
focus on higher-level tasks that require human judgment.

Al-driven platforms are reshaping traditional market
structures. Willig® contends that Al-driven platforms, use vast
amounts of user data to understand individual tastes, behaviors
and preferences. By analyzing this data, Al can tailor content
to meet the specific needs of each user. This finding aligns with
Rouser’s®? study, which noted that a major economic challenge
lies in the disruption of traditional markets, as new entrants
leverage data collection and manipulation more efficiently.
Newcomers leveraging Al scraping to gain insights and market
share may cause established businesses to struggle to compete.
The use of Al scraping by newcomers to obtain market share
and insights could make it difficult for existing companies to
compete.“”? While the thematic validation is consistent with
existing literature and reporting, the findings offer new insights
on job displacement and market disruption. Economic hardship
stems not from Al alone, but from its dual disruption of both
labor and market ecosystems. The displacement of labor is a
consequence of structural market realignment, where traditional
value chains are being dissolved. Furthermore, the rise of Al is
accelerating labor polarization, creating a two-tier workforce
in the media: a small elite of tech-savvy professionals and a
displaced majority facing reskilling pressures. The power of
data-centric Al platforms lies not just in content creation but in
audience capture and behavioral prediction, which can displace
traditional gatekeeping functions of legacy media.

The reliance of media companies on proprietary algorithms
that lack transparency, makes it difficult for users to understand
how content is curated and presented. This opacity can lead to
accusations of manipulation and censorship, further impacting

economic performance as user engagement declines. Gutiérrez-
Caneda et al.®" argue that while Al is generating excitement
these days due to its potential to streamline and improve media
activities, there are also risks and challenges due to a lack of
transparency from the perspectives in scientific computing
and socio-legality. A key ethical challenge is that of Al-driven
algorithms ability to perpetuate biases that misrepresent certain
groups. In line with the study’s finding, Gondwe® indicates
that several academics have shown concern about algorithmic
biases in news creation, collection, production, and distribution
which has created a challenge between what users need and
want. Dorr et al.®® support these findings, noting that the
growing institutionalization of algorithms as content producers
is reshaping professional journalism and introducing new ethical
challenges. Deepfakes also pose significant challenges to the
credibility, trust and financial viability of media organizations
as they undermine the trust media consumer’s repose in media
outlets. This erosion of trust can lead to a decline in audience
engagement, as people may become more reluctant to consume
or pay for news, entertainment and other media products. Jamil®®
avers that the use of Al in generating deepfakes and misleading
content presents ethical dilemmas that can damage reputations
and erode credibility. In this direction, media companies must
navigate the fine line between using Al for efficiency and
ensuring the integrity of their content. This is important because
the economic cost of ethical lapses can be substantial, involving
legal liabilities, loss of consumer trust and the potential for
regulatory penalties.

Synthesis on the ethical challenges relating to transparency,
algorithmic bias and deepfakes provides deeper insights and
suggests new intersections that go beyond confirming existing
knowledge. Table 3 below provides detailed analysis of the
relationship between the ethical challenges and their economic
consequences. Firstly, these ethical issues rarely exist in
isolation. For instance, algorithm bias is often intensified by a
lack of transparency, making it more difficult and expensive to
correct. Similarly, the convergence of deepfakes and personalized
algorithms can enable the targeted spread of disinformation,
thereby manipulating audiences more effectively. Secondly,
the pursuit of efficiency and hyper-personalization through
Al introduces a trade-off between innovation and trust. Over-
personalization can result in manipulative content loops,
leading to algorithmic fatigue and diminishing user engagement
over time. Thirdly, the long-term value of a media brand is

Table 3. Interconnected ethical challenges and their economic consequences.

Ethical Economic impact Interconnected outcome Examples Lon.g-ter.m s‘t rategic
challenge implications
Lack of Audience disengagement  Perceived manipulation Opaque newsfeed The need for explainable
transparency and loss of advertisement leads to wuser attrition algorithms and no Al systems and increased
revenue and declining platform disclosure of Al-generated demand  for  third-party
loyalty content algorithm audits
Algorithm bias Market  exclusion of Skewed content weakens Underrepresentation  of Potential lawsuits. Corporate
minority  groups and inclusivity, shrinking marginalized voices and social responsibility mandates
reputational harm audiences, and declining biased political or racial in content governance
investor confidence profiling in news filtering
Deepfakes Loss of trust in media Decreased content Fake political speeches Rising cost of content
content, regulatory value leads to reduced or  celebrity  videos, verification, and pressure to
penalties and fines monetization Al-generated hoaxes invest in Al-detection and

spreading virally

forensics tools
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increasingly linked to its ethical use of AI. Audiences and
advertisers are becoming more conscious of how Al tools are
used, favoring organizations that prioritize fairness, transparency
and accountability. Finally, ethical Al governance is emerging as
a source of competitive advantage. It is no longer just a matter
of regulatory compliance but a strategic imperative. Media
companies that integrate ethical standards into their Al practices
are better positioned to thrive in competitive and increasingly
skeptical media markets. These insights urge stakeholders to
consider ethics as central to sustainable innovation.

CONCLUSIONS

This SLR has provided a comprehensive analysis of
the economic implications of Al on media industries. The
findings indicate that a significant portion of the studies did
not use theoretical framework to ground their findings. This
highlights a gap in the integration of theoretical constructs in
Al research within media industries. The absence of theories
may limit the depth of understanding and scholarly discussion.
This is important because theories provide essential guidance
for research and interpretation of findings. In terms of journal
analysis, Journalism Practice and Digital Journalism emerged
as leading outlets for research in the field, providing valuable
guidance for future scholars seeking publication venues. The
number of publications shown a steady increase from 2022 to
2024, reflecting growing scholarly interest and attention on
the economic implications of Al on media industries. The year
2024, in particular, seems promising considering the number of
articles recorded, even though the data was collected during the
first half of the year. The articles selected for the study were
distributed across five continents, with Europe and Asia being
the most active regions. However, there is a notable absence of
research from South America, indicating a need for more global
collaboration and inclusivity in future studies. Furthermore, the
study reveals that research on the economic implications of Al
on media industries is predominantly qualitative, with limited
use of quantitative and mixed methods. This trend aligns with
previous literature, though it highlights a need for more diverse
research approaches to develop robust theoretical frameworks
and broader empirical insights.

The study further reveals that the integration of Al on
media industries has significantly impacted economic activities,
primarily through job performance, economic hardship, and
ethical challenges. Al is transforming the media industry by
enhancing job performance through innovation, creativity, and
productivity. This enables faster, more efficient, and cost-effective
content production while boosting audience engagement and
revenue. Its economic value lies in the synergy between these
elements: creating a continuous cycle of improvement where
innovation fuels creativity, creativity drives productivity, and
productivity reinforces further innovation. The integration of Al
into media industries is displacing traditional jobs by automating
tasks such as news curation, article writing, and multimedia
production, while simultaneously creating new Al-focused
roles. At the same time, Al-driven platforms are transforming
market structures by replacing standardized offerings with
personalized and on-demand services tailored to individual user
preferences. The integration of Al into the media industry raises
ethical concerns such as lack of transparency, algorithmic bias,
and the proliferation of deepfakes, all of which threaten public
trust. These challenges have direct economic implications, as

diminished credibility and audience skepticism can drive away
both consumers and advertisers, undermining the financial
sustainability of media organizations.

Limitations

There are several limitations of this study. Given that other
good research articles may also be published in non-English
speaking journals, limiting the review to gray literature and
peer-reviewed articles exclusively may have reduced its
comprehensiveness. The authors, however, limited themselves
to English-language due to their lack of proficiency in other
languages. Furthermore, the review may have missed important
research because of the search strings and the focus on a single
decade (2014-2024). The study also combined various databases
(EBSCOhost, Google Scholar, ResearchGate and Scopus),
leading to inconsistencies in the bibliometric metadata. This
restricted the authors’ ability to discuss the impact indicators.
In order to gain a more comprehensive knowledge of the
phenomenon, future research should focus on these and other
gaps. However, these setbacks in no way take away from the
insightful findings of this study.

Future research directions on economic implications of Al
on media industries

The economic implications of Al on media industries present
a dynamic and evolving field of study, necessitating future
research to fully understand its impact. The study highlights
future research avenues that need exploration. Key research
areas include determining effective strategies for balancing AI’s
potential with ethical journalism,® exploring ownership cultures
that promote media freedom and pluralism,® investigating
Al technology economies and national security to influence
global politics,® and exploring the ethical and legal dilemmas
arising from the use of automation.®® Further investigation is
also needed into assessing journalistic role performance in
global news media’s coverage of AL® interrogating audiences’
perception of Al-produced news stories,®? the influence of Al on
creative industries and journalism,“? and exploring the realm of
content creation and curation in AL“” As Al continues to reshape
the media landscape, these areas of research will provide critical
insights for navigating this transformative era.

RECOMMENDATIONS

This study holds significant contributions to scholarship
across the globe by providing detailed analysis of the geographical
distribution of research on the economic implications of Al on
media industries. In our view, this SLR raises new questions,
such as how Al-induced economic hardship impacts the diversity
and plurality of media or how AI’s ethical challenges affect
public trust in media. These questions could guide future studies
and theoretical developments in media and communication
scholarship. The study recommends more research in the Global
South, especially in South America, Africa and Oceania, where
research on the economic implications of Al on media industries
appears to be limited. To remain relevant in the rapidly evolving
media industry, the study encourages journalists to adapt and
enhance their skills to complement Al technologies. Similarly,
the study recommends media industries to balance the benefits
of automation with the preservation of human creativity and
judgment.
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