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Keywords: Although artificial intelligence has played a dominant role in the digital transformation of many
Digital transformation industries and has been the focus of multiple academic studies, only a few researchers have

Artificial intelligence

explored the impact of Al on the film industry, even after the advances in large language models
Film industry

like ChatGPT and generative Al tools such as Sora. Questions regarding how the use of AI has
affected the core functions of the film industry’s value chain (Creation, Production, Dissemination
and Exhibition) have only been partially or inadequately explored. This paper intends to address
this research gap by conducting a systematic literature review of 74 relevant articles based on the
Webster & Watson methodology, to be followed by a conceptual analysis of Al-related themes in
the film industry. Our findings reveal that artificial intelligence has long played a role in the film
industry, and its influence has only grown with recent advancements in Al, having an impact
across the film industry’s value chain. We also highlight emerging ethical concerns, such as
authorship, creative integrity, and labor displacement that accompany AI's expanding role.
Whilst our work contributes to the body of research on Al in the film industry, we also identify
potential avenues of research that allow room for future exploration.

1. Introduction

We live in a rapidly changing world where entire industries are being disrupted by digital technologies. Organizations across a
plethora of industries are currently experiencing the disruptive impact of digital technologies that are constantly reshaping their
external environment in regards to customer expectations and competition (Hess et al., 2016; Kane, 2019). As a consequence, orga-
nizations are adopting emerging technologies designed to gain high levels of performance and competitive advantage, such as artificial
intelligence (AD)(Dwivedi et al., 2021). The media industry, and in particular the film industry, is no exception. The new technologies
used in film production and in cinema theaters, as well as streaming services of technological disruptors such as Netflix, Amazon Video,
etc. have ultimately altered the film industry and affected its value chain (Simon et al., 2015).

Artificial intelligence (AI) is a technology that augments human thinking in machines, can perform human-like actions, learn from
data and solve problems. A subset of artificial intelligence is machine learning, which refers to the ability of machines and computers to
learn automatically and adjust to new data with no human intervention, using deep learning techniques where such learning is
facilitated by absorbing massive amounts of data (Big Data) such as text, pictures etc. Advances in deep learning and Big Data, have
been one of the key catalysts for the continued success and the ever-growing performance of Al driven systems (LeCun et al., 2015;
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Ruiz-Real et al., 2021).

Artificial intelligence (AI) has become a core element of most digital transformation endeavors in almost every industry. Although
there has been plenty of literature addressing the applications, consequences and ethical implications of Al (Anderson, 2007; Bankins
& Formosa, 2023; Kaur et al., 2023; Mao & Shi-Kupfer, 2023), most have focused on the media industry in general, primarily with
regard to the news and journalism sector (Chan-Olmsted, 2019; Guzman & Lewis, 2024; Moran & Shaikh, 2022; Moravec et al., 2024),
but only a few on the impact of Al on the seventh art, a term introduced by Ricciotto Canudo in the early 20th to describe cinema as a
synthesis of the plastic arts (architecture, sculpture, painting) and the rhythmic arts (music, poetry, dance) (J.M.W., 1975). This paper
aims to fill this gap by offering a comprehensive analysis of artificial intelligence’s (AI) emerging role and transformative impact
within the film industry. Drawing insights from 74 scholarly articles, it provides an academic foundation for understanding AI's
integration across the cinematic production pipeline. Adopting the systematic methodology outlined by Webster and Watson (2002),
this research highlights its technological capabilities and practical implications.

This paper is divided into the following sections: The methodology we used to conduct the literature review is presented in Section
2. The findings of the article review are discussed in Section 3. Finally, in Section 4, we outline our findings and provide suggestions for
future research.

2. Methodology

We followed the systematic literature review process as introduced by Webster and Watson (Webster & Watson, 2002). This is a
three-step procedure: 1) Existing literature reviews were screened to determine databases and keywords 2) Then, an extensive
backward search to review references to and a forward search to identify citations of selected articles were conducted. 3) Finally, all
papers were classified by concept, based on their content, and potential search opportunities were identified.

2.1. Previous literature reviews

To the best of our knowledge, there is no current systematic literature review that focuses exclusively on the use of Al in the film
industry and the impact on its value chain. However, most existing studies emphasize the use of Al in the creative and media industry
(Table 1) in general.

Pradeep et al. (Pradeep et al., 2023) concludes that AT has an impact on filmmaking and brings opportunities as well as challenges.
Anantrasirichai and D. Bull (Anantrasirichai & Bull, 2022) point out that machine-learning based artificial intelligence has advanced
the state of the art in several creative applications, including content creation and enhancement, information mining and analysis as
well as data compression. Chan-Olmsted (Chan-Olmsted, 2019) concludes that artificial intelligence applications in media have
appeared in eight major domains: audience recommendations of content, audience involvement, augmented experience, message
refinement, content optimization content management, content creation, audience insight and operational automation. Amato et al.
(Amato et al., 2019) aims to provide a pragmatic vision of the potential scope of Al activities in the creative industries, suggesting a
perspective on how this enabling technology could be contributing to the research and development work in this regard.

2.2. Article Selection Process

Articles were fetched from Scopus and Web of Science databases, as these databases provide extensive coverage of business and
media research. We searched for the articles using key-phase combinations such as “digital transformation”, “artificial intelligence”,
“media industry”, “film industry”, etc. in the title, keyword, and abstract fields. All the articles were originally published in peer-

reviewed journals and conference proceedings. No restrictions were applied as to the year of publication.

Table 1
Existing literature reviews.
Authors Year Title Methodology Findings
Pradeep et al. 2023  The Significance of Artificial ~ Literature Review, not based on any An examination of the impact of Al on narrative,
Intelligence in systematic methodology. Scientific production techniques, visual effects, and
Contemporary Cinema databases used or keywords queried arenot  audience experiences in filmmaking.
disclosed
N. Anantrasirichai 2022  Artificial intelligence in the Literature Review, not based on any Overview of existing Al technologies and their
and D. Bull creative industries: a review  systematic methodology. Scientific applications, in the creative industries.
databases used or keywords queried are not
disclosed
Chan-Olmsted 2019 A Review of Artificial Literature Review, not based on any Analysis of the value of Al in media in perception
Intelligence Adoptions in systematic methodology. Scientific and cognition improvement and from the
the Media Industry databases used or keywords queried arenot  operational aspects of automation, insights, and
disclosed engagement
Amato et al. 2019 Al in the media and creative  Literature Review, not based on any Review of literature across main domains of

industries

systematic methodology. Scientific
databases used or keywords queried are not
disclosed

creative applications to identify where Al opens
potentially exciting new R&D avenues.
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A total of 814 papers were retrieved by querying for the mentioned keywords. After applying the language, source, and category
constraints, 135 articles were left. The remaining articles were examined for content, which resulted in the exclusion of 26 papers
based on title, 17 papers based on abstract, and 6 papers based on content. Thirty-five duplicate articles were then removed, resulting
in a total of 44. To these were then added 10 articles from the reverse search and 20 articles from the forward search. This left 74
articles for analysis (Fig. 1).

The search was concluded when recurring articles were found for several keyword combinations. Therefore, the decisive number of
articles had been reached.

2.3. Classification framework

Seventy-four articles were analyzed and classified into 4 broad concepts (Creation, Production, Dissemination, Exhibition), which
are the core functions of the film industry’s value chain (Eliashberg et al., 2006)

3. Results
3.1. Al in creation

In this first phase, the idea of the film is validated, the script is created, the actors and directors are appointed and, if possible, initial
financing is secured. At this stage, filmmakers also determine an approximate production cost budget, based on factors such as the
script, potential post-production expenses, and actor fees (European Commision et al., 2017). Artificial Intelligence (AI) emerges as a
potent tool at this juncture, enhancing the probability of the film’s commercial success. It offers analytical insights into script mod-
ifications and casting choices, and even predicts the overall profitability of the cinematic endeavor. Such Al-driven predictions are
crucial for bolstering investment decisions, often solidifying them even before the actual commencement of production (Liao et al.,
2022; Tan et al., 2014; Verma & Verma, 2019). This is accomplished by assimilating data from diverse sources and applying social
network analysis and text mining methods to extract relevant attributes, including "what" a film is about, "who" is in the cast, "when" a
film should be released, etc. (Lash & Zhao, 2016). Consequently, producers are equipped with precise insights into audience prefer-
ences and inclinations (Behrens et al., 2021; Schulz et al., 2021; Verma & Verma, 2019)

Creating a movie script demands a blend of rational reasoning, imagination and creativity (Lee et al., 2018). While human intuition
is still a critical factor (Anantrasirichai & Bull, 2022), artificial intelligence can support by suggesting the script’s content (Aidarbekov
et al., 2021; Behrens et al., 2021). Even LLMs such as ChatGPT can generate ideas for scripts, outlines, and character descriptions and
provide creative options (Erpelding et al., 2024; Totlani, 2023), specifically, Al tools like Scriptbook and LargoAlI identify trends and
patterns in successful films, enabling writers and producers to make data-driven decisions (Mutlu, 2020). These tools are trained using
text from highly rated films to determine the extent to which elicited emotions influence audience preferences (Del Vecchio et al.,
2021; Khan et al., 2016). Based on such insights, Al can analyze character development, plot structures, and dialogue to provide
feedback on script quality and even generate complete scripts that resonate with viewers and even compose complementary musical
themes (Ilina, 2023). As such, they represent a profitable addition to the filmmaking workflow, actively shaping production (Pradeep
et al., 2023) “Sunspring”, is an early example of a film produced in 2016, which was written by an Al machine called Benjamin
(Caramiaux & Donnarumma, 2021; Datta & Goswami, 2021). Nowadays, Al supports visual conceptualization, where generative Al
tools like Midjourney and Runway enable the creation of concept art, storyboards, and even entire scenes. These tools use diffusion

‘ Database Search Results ‘
‘ Scopus Web of Science ‘

712 102

‘ Applying Filters: English, Journals & Conference Proceedings, Business, Social ‘
Sciences, Art and Humanities and Decision Science:
‘ Scopus Web of Science ‘

93 42

7

‘ Rejected articles based on content
Based on Title Based on Abstract
26 17

Based on Full Text
6

‘ Removing Duplicates ‘

\ 2 l
‘ Backward and Forward Search ‘
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N S

‘ Total Articles to Analyze
74

Fig. 1. Article selection process.
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models to generate visuals from text prompts, allowing filmmakers to explore creative ideas quickly and efficiently (Wang et al., 2024).

While Al enhances the creative process, it also raises ethical concerns. Al-driven filmmaking content creation challenges traditional
concepts of authorship, authenticity, and ownership. When algorithms generate scripts, characters, and visuals by combining elements
from existing works, the line between human and machine creativity fades (Weber et al., 2024). Traditional copyright laws written for
human creators may not apply to Al-generated content, placing it in a regulatory gray zone attributable to neither programmers nor
creative teams. This legal uncertainty complicates fair compensation for creative professionals, while studios and tech companies
compete for valuable intellectual property rights (Ching & Mothi, 2025; Thomas, 2024). Furthermore, overreliance on Al-generated
content can lead to a loss of emotional authenticity and storytelling depth that only human experience can provide (Franco Lazarte
etal., 2025; Yang, 2024). Consent, bias, and cultural representation pose additional ethical challenges. Deepfake technology threatens
privacy and reputation when used without explicit permission (Fitch III, 2022; Lees, 2024). Al systems trained on biased data can
reinforce existing prejudices by embedding harmful stereotypes about gender, race, and culture into the scripting process (Allison,
2024). Addressing these concerns requires technological solutions, such as bias reduction tools, consent verification systems, and
regulations that acknowledge the collaborative relationship between humans and AI while protecting creative integrity and promoting
fairness (Izani et al., 2024; Schuhrke, 2024).

3.2. Al in production

This phase includes from the film making point of view, the shooting, as well as the editing of scenes and sound. Traditional
production participants including camera manufacturers, production designers, and performers have been challenged by disruptive
innovations, that have found their way into the production of films and specifically into the equipment such as high-end cameras,
smartphones with high resolution or even complete digital filmsets (Fang & Xiong, 2020; Schulz et al., 2021). However, Al has added
even more possibilities with computer-generated imagery (CGI) emerging as an indispensable component of contemporary film
production. CGI encompasses digital two- or three-dimensional visual effects employed in both cinematic and video game content
creation, enabling the modeling and editing of environments, characters, and special effects (Izani et al., 2024). Coupled with the
proliferation of over-the-counter software packages, these advancements have democratized professional-grade CGI creation,
rendering it accessible beyond large production houses (Chan-Olmsted, 2019; Holden et al., 2015). This makes it easy for actors to even
appear as alternative creatures other characters. (Datta & Goswami, 2021). Latest generative Al tools, such as Sora and Runway, are
even capable of creating scenes and camera movements and angles based on simple text prompts.

Additionally, the evolution of gaming technologies including 3D visualization, where the integration of machine learning into film
production has also pioneered more realistic character animations by enabling nuanced understanding and simulation of complex
multi-character movements. Moreover, augmented reality (AR) and virtual reality (VR) have enriched the cinematic experience,
disrupting conventional delineations between production and consumption, with audiences inhabiting quasi-performer roles and co-
producing value through VR films (Lavanya et al., 2021; Moolthaisong & Songpan, 2020). This has also been found used in educational
productions, where this interactivity has improved the learning experience and outcome (Leddo et al., 2018). Post-production editing
has also become easier using Al tools that can automate repetitive tasks such as transcription, subtitling, and color grading. For
example, Al-powered transcription tools can generate accurate subtitles and translate them into multiple languages, saving time and
resources (Erpelding et al., 2024; Plaza, 2017).

However, the growing use of Al in the production phase presents serious ethical problems, particularly with job displacement. Al
technologies are now performing various tasks previously handled by industry professionals, such as editors, visual effects specialists,
and sound designers. Automating those tasks can put established roles at risk while possibly lowering the creative contributions of
skilled practitioners (Allison, 2024; Pradeep et al., 2023). The 2023 Screen Actors Guild-American Federation of Television and Radio
Artists (SAG-AFTRA) strike focused on the growing concerns around Al and the deteriorating working conditions in Hollywood. Actors
demanded consent and compensation for the use of Al-generated replicas, along with fairer wages and better job security. This strike
set a significant precedent for the regulation of Al and the safeguarding of workers’ rights within the entertainment sector (Schuhrke,
2024). However, the ethical implications go beyond employment considerations and raise fundamental questions about the value of
human creativity. Al's ability to generate material based on large datasets raises essential questions about originality, emotional
complexity, and artistic vision (Garcia, 2024; Zhu & Zhang, 2022). Excessive dependence on Al systems may result in the standard-
ization of cinematic output, decreasing the unique views and emotional depth of human experience (Yadav et al., 2024; Yang, 2024).
As industry evolves, there is an increasing need for a balanced strategy that ensures technical improvements assist rather than
dominate human ingenuity. Maintaining this balance is critical for the creative community’s artistic integrity and professional viability
(Schuhrke, 2024; Yamazaki, 2024).

3.3. Al in dissemination

This phase includes the distribution of the films to TV and cinema theaters, their promotion and marketing, as well as their dis-
tribution and exhibition on streaming channels. The advent of streaming services has significantly disrupted traditional film
dissemination paradigms. Platforms like Amazon Prime, Disney Plus, and Netflix have revolutionized content premiering patterns,
offering on-demand movies and challenging the conventional periodicity associated with film releases (Schulz et al., 2021; Zhao et al.,
2019). Moreover, the digital transformation ushered in by these platforms, combined with innovations like digital film technology and
data compression, has democratized film production and distribution (Ma et al., 2020).

In this stage the prediction of the demand or success of a film is also highly important enabling producers and distributors to
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estimate retail or licensing costs by making informed decisions regarding marketing and distribution strategies. Existing research
suggests several methods to predict the likelihood of the success of a movie using Al. Those include movie reviews or social media data
analysis such as tweets data mining (Athar et al., 2021; Liao et al., 2022; Moolthaisong & Songpan, 2020) and forecasting models
employing machine learning algorithms, emphasizing the importance of audience sentiments in reviews beyond mere ratings (Hur
et al., 2016)

Marketing is also an important function in this phase, where Al supports the personalization and segmentation of personas, to target
the optimal audience using available user data and characteristics (Amato et al., 2019; Anantrasirichai & Bull, 2022; Eliashberg et al.,
2006). Even promotional movie trailers or posters can be Al-created in their entirety to resonate most with specific demographics,
enabling targeted advertising (Nairn et al., 2022). An early example is the horror film “Morgan” in 2016, where the AI- powered
supercomputer Watson by IBM, created a 6 min promotional trailer (An et al., 2021).

Another example of using and processing available audience data is recommendation engines that serve the purpose of recovery
and viewer satisfaction (Ali et al., 2024). There are applications of Al (deep learning algorithm) powered recommendation engines
promising satisfying results even better than that the existing content, genre, user preference or rating-based systems (Akter et al.,
2021; Tliopoulou et al., 2020; Lavanya et al., 2021). In any case the ultimate goal is to provide discovery but also serendipitous
recommendations, which enable users to encounter both relevant and pleasantly surprising suggestions, that they would not have
spotted on their own (Matt et al., 2015; Oh et al., 2021).

The ethical implications of Al in film dissemination are significant, particularly concerning privacy and transparency. While
streaming platforms collect large amounts of user data to improve recommendation algorithms and personalize marketing campaigns,
they often fail to provide transparent consent mechanisms (Fomichev et al., 2023; Pradeep et al., 2023). This can compromise viewer
privacy by allowing platforms to derive sensitive personal information from viewing patterns and emotional responses. Such practices
raise concerns about individuals’ rights to control their personal information and the security of their data (Mobo et al., 2024).
Additionally, Al-generated promotional materials, such as trailers, posters, or personalized ads, pose ethical questions about creative
authenticity and proper disclosure to audiences (Kushnarevych & Kollarova, 2023). These issues highlight the need for comprehensive
ethical guidelines and regulatory frameworks that ensure responsible Al implementation in film marketing and distribution, to balance
technological innovation and the protection of creators’ and audiences’ rights (Izani et al., 2024).

3.4. Al in exhibition

The last stage deals with the screening of films in cinema theaters as well as on paid or free television. In addition to the issues
related to promotion, which are common to the streaming providers mentioned above, it is important to predict the impact of a film
with separate studies that usually refer to the revenue forecast on the first day or week of premiering (Anjaria & Guddeti, 2014; Liao
et al., 2022; Schmit & Wubben, 2015; Zhao et al., 2019) in the cinema theaters. Additionally, Al tools can analyze box office data and
audience demand to optimize ticket pricing and screening schedules (Nairn et al., 2022).

Al can facilitate audience engagement using Al-powered chatbots and interactive systems can engage audiences before, during, and
after screenings. For example, Al tools can facilitate Q&A sessions, provide behind-the-scenes information, and even enable real-time
interaction with filmmakers. This also supports the engagement with the potential theater visitors, which is not very different from the
methods mentioned for streaming providers; thus requiring user level data evaluation as well as the use of loyalty programs, suggested

Creation Production
Pre-Sales Profitability Estimation, Financial Forecasting, Virtual Stages
Script Writing ¥ Creation, Augmented and Virtual
Cast Selection Reality, Special Effects and
Deepfakes, Subtitles and Audio
Descriptions
Exchibition Dissemination
Cinema First Week Sales Estimation, Financial re-evaluation, Deep Data
Audience Acceptance Compression, Audience
Evaluation, Marketing — Acceptance Estimation, —
Personalization and Loyalty Marketing Personalization and
Programs, Search, Archiving and Trailer Creation,
Information Extraction Recommendation Engines,
Search, Archiving

Fig. 2. Use of Al on each stage of the Film Industry’s Value Chain (Core Functions).
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by the data analysis, in order to provide personalized offerings (Wehrmann et al., 2017). Artificial intelligence also plays an important
role in the archiving and the automatic classification of media, e.g. for TV or media libraries, as well as advanced search capabilities
and information extraction using neural networks and deep learning (Condorelli et al., 2020; Kim et al., 2018; Wehrmann et al., 2017;
Zad, 2007).

The exhibition phase of film creation, which is increasingly driven by Al technologies, raises important ethical considerations,
particularly about cost, fairness, privacy, and representation (Anderson, 2007; Dwivedi et al., 2021). Al-enabled dynamic and
personalized pricing strategies can increase revenue but risk creating discriminatory practices that unfairly limit access to cultural
content (Seele et al., 2021). In contrast, the widespread use of Al-powered audience engagement tools raises privacy concerns by
collecting and processing vast amounts of personal data (Lee et al., 2024). Exhibition ethics also includes considerations of repre-
sentation, with decisions about which films to screen carrying significant ethical weight, necessitating the avoidance of voyeuristic
depictions and the promotion of diverse narratives, particularly as digital transformation expands film accessibility across borders and
requires updated ethical frameworks that respect transnational contexts (Dominick, 2023).

Based on our literature review and the concept analysis of the selected articles, we have solid ground for a theoretical model, which
is visualized below (Fig. 2).

4. Conclusions

The purpose of this article was to evaluate the impact of artificial intelligence on the film industry by analyzing its role across the
creation, production, dissemination and exhibition phases of its value chain. We conducted a systematic literature review of 74 related
research articles, following a systematic literature review approach used in similar research fields, such as in information systems
(Tsiavos & Kitsios, 2022), but has not been used before when evaluating the impact of AI on the film industry.

We found that Al is reshaping every aspect of the film industry, fundamentally transforming it across the entire value chain. It
serves not only as a useful tool but also as a creative and analytical success factor. Al enhances commercial viability and profits by
utilizing predictive analytics for script optimization, casting decisions, and success forecasting. It also facilitates cost-effective, realistic
content generation and automates post-production tasks such as editing, transcription, and character animation through machine
learning algorithms. Additionally, Al boosts audience engagement with precise demographic targeting, while intelligent recom-
mendation engines support relevant content discovery. This comprehensive integration highlights AI’s role in democratizing film-
making capabilities, enabling independent creators to compete with established studios.

However, the growing role of Al in filmmaking presents ethical challenges for actors, creators, technicians, and audiences alike.
Copyright laws struggle to address Al-generated content, leading to legal uncertainty regarding compensation and intellectual
property rights. Furthermore, workforce displacement threatens film professionals as Al takes over human tasks, leading to broader
societal consequences. Additionally, privacy issues arise from data collection practices, and undisclosed Al content might undermine
audience trust, while algorithmic bias threatens fair representation and cultural diversity. The literature agrees that the film industry
needs governance frameworks to protect creative authenticity, ensure privacy, and maintain the human essence of filmmaking while
embracing technological advancement.

Our research offers implications for scholars, as we suggest several key areas that require further exploration. It would be worth
investigating if advancing Al-driven screenwriting and storytelling could enhance narrative depth and coherence, allowing Al to
complement human creativity. Furthermore, do ethical and legal concerns surrounding Al-generated actors and deepfake technology
also need clearer regulations to address issues like intellectual property and employment impact? Additionally, research should
examine whether Al-powered marketing and audience prediction reinforce biases, potentially limiting diversity in film content. The
role of Al in theater management presents another challenge, particularly in helping cinemas compete with streaming platforms, that
could be investigated. Finally, research in understanding audience perception of Al-generated visual effects and virtual actors could
determine whether Al-crafted performances can match human emotional engagement. For professionals, we highlight how easy it is
nowadays, with widely available tools, to use Al in each phase of the filmmaking process, while at the same time, we point out potential
impediments regarding legal concerns regarding intellectual property or bias of Al-generated content.

We acknowledge that our research has limitations. While we have searched for multiple combinations of the key phrases "artificial
intelligence", "film industry", "media industry", "creative industry" and related keywords, there might still be publications that refer to
artificial intelligence in the film industry, but do not have the aforementioned terms, or variations thereof, in their title or abstract. In
addition, we narrowed our search to business-related publications, which ruled out more technical articles. Furthermore, we only
examined papers that were written in English, which excluded articles in other languages that might have contributed to the current
research.
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Appendix

Table 1
Concept Matrix

No Author Year Creation Production Dissemination Exhibition
1 Ching and Mothi (Ching & Mothi, 2025) 2025 X

2 Franco Lazarte et al. (Franco Lazarte et al., 2025) 2025 X

3 Ali et al. (Ali et al., 2024) 2024 X

4 Allison (Allison, 2024) 2024 X X

5 Erpelding et al. (Erpelding et al., 2024) 2024 X X

6 Garcia (Garcia, 2024) 2024 X

7 Izani et al. (Izani et al., 2024) 2024 X

8 Lee et al. (Lee et al., 2024) 2024 X
9 Lees (Lees, 2024) 2024 X

10 Mobo (Mobo et al., 2024) 2024 X

11 Schuhrke (Schuhrke, 2024) 2024 X X

12 Thomas (Thomas, 2024) 2024 X

13 Wang et al. (Wang et al., 2024) 2024 X

14 Weber et al. (Weber et al., 2024) 2024 X

15 Yadav et al. (Yadav et al., 2024) 2024 X

16 Yamazaki (Yamazaki, 2024) 2024 X

17 Yang (Yang, 2024) 2024 X X

18 Dominick (Dominick, 2023) 2023 X
19 Fomichev (Fomichev et al., 2023) 2023 X

20 Ilina (Ilina, 2023) 2023 X

21 Kushnarevych and Kollarova (Kushnarevych & Kollarova, 2023) 2023 X

22 Pradeep et al. (Pradeep et al., 2023) 2023 X X

23 Totlani (Totlani, 2023) 2023 X X

24 Anantrasirichai et al. (Anantrasirichai & Bull, 2022) 2022 X X X

25 Fitch III (Fitch 111, 2022) 2022 X

26 Liao et al. (Liao et al., 2022) 2022 X X X
27 Nairn et al. (Nairn et al., 2022) 2022 X X
28 Zhu and Zhang (Zhu & Zhang, 2022) 2022 X

29 Aidarbekov et al. (Aidarbekov et al., 2021) 2021 X

30 Akter et al. (Akter et al., 2021) 2021 X

31 An et al. (An et al., 2021) 2021 X
32 Athar et al. ()Akter et al., 2021 2021 X

33 Behrens et al. (Behrens et al., 2021) 2021 X X
34 Caramiaux et al. (Caramiaux & Donnarumma, 2021) 2021 X

35 Datta et al. (Datta & Goswami, 2021) 2021 X X

36 Del Vecchio et al. (Del Vecchio et al., 2021) 2021 X

37 Dwivedi et al. (Dwivedi et al., 2021) 2021 X X
38 Lavanya et al. (Lavanya et al., 2021) 2021 X

39 Lavanya et al. (Lavanya and Bharathi, 2021) 2021 X X

40 Malodia et al. (Malodia et al., 2021) 2021 X X
41 Oh et al. (Oh et al., 2021) 2021 X

42 Schulz et al. (Schulz et al., 2021) 2021 X X X X
43 Seele et al. (Seele et al., 2021) 2021 X
44 Weinberg et al. (Weinberg et al., 2021) 2021 X
45 Condorelli et al. (Condorelli et al., 2020) 2020 X
46 Fang et al. (Fang & Xiong, 2020) 2020 X

47 Tliopoulou et al. (Iliopoulou et al., 2020) 2020 X

48 Ma et al. (Ma et al., 2020) 2020 X

49 Amato et al. (Amato et al., 2019) 2019 X X X X
50 Azizan et al. (Azizan et al., 2019) 2019 X X
51 Chan-Olmsted (Chan-Olmsted, 2019) 2019 X X
52 Chavare et al. (Chavare et al., 2019) 2019 X

53 Sun et al. (Sun et al., 2019) 2019 X X
54 Verma et al. (Verma & Verma, 2019) 2019 X

55 Zhao et al. (Zhao et al., 2019) 2019 X X
56 Zheng et al. (Zheng and Zheng, 2019) 2019 X X
57 Kim et al. (Kim et al., 2018) 2018 X

58 Leddo et al. (Leddo et al., 2018) 2018 X

59 Lee et al. (Lee et al., 2018) 2018 X

60 Guerrini et al. (Guerrini et al., 2017) 2017 X

61 Plaza (Plaza, 2017) 2017 X

62 Shim et al. (Shim and Pourhomayoun, 2017) 2017 X X
63 Wehrmann et al. (Wehrmann et al., 2017) 2017 X X

(continued on next page)
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Table 1 (continued)

No Author Year Creation Production Dissemination Exhibition

64 Hur et al. (Hur et al., 2016) 2016 X X

65 Khan et al. (Khan et al., 2016) 2016 X

66 Lash et al. (Lash & Zhao, 2016) 2016 X

67 Zhao et al. (Zhao et al., 2019) 2016 X X

68 Ahmed et al. (Ahmed et al., 2015) 2015 X X

69 Schmit et al. (Schmit & Wubben, 2015) 2015 X X

70 Simon et al. (Simon et al., 2015) 2015 X

71 Anjaria et al. (Anjaria & Guddeti, 2014) 2014 X

72 Anderson (Anderson, 2007) 2007 X X

73 Zad (Zad, 2007) 2007 X X

74 Eliashberg et al. (Eliashberg et al., 2006) 2006 X X X X
References

Ahmed, M., Jahangir, M., Afzal, H., Majeed, A., & Siddiqi, I. (2015). Using crowd-source based features from social media and conventional features to predict the
movies popularity. In Proceedings - 2015 IEEE international conference on smart city, SmartCity 2015, held jointly with 8th IEEE international conference on social
computing and networking, SocialCom 2015, 5th IEEE international conference on sustainable computing and communications, SustainCom 2015, 2015 international
conference on big data intelligence and computing, DataCom 2015, 5th international symposium on cloud and service computing, SC2 2015 (pp. 273-278). Institute of
Electrical and Electronics Engineers Inc.. https://doi.org/10.1109/SmartCity.2015.83

Aidarbekov, A., Shakhmetova, G., Asmaganbetova, K., Bekish, Z., Kyzyrkanov, A., & Salimzhanov, A. (2021). Informational technologies in film production - How ICT
shaping media industry. In 2021 IEEE 4th international conference on advanced information and communication technologies, AICT 2021 - Proceedings (pp. 137-140).
Institute of Electrical and Electronics Engineers Inc.. https://doi.org/10.1109/AICT52120.2021.9628901

Akter, M., Sultana, N., Hossain, M. F., & Noori, S. R. H. (2021). Factors that has effect on early movie recommendation: A systematic literature review. In 2021 12th
international conference on computing communication and networking technologies, ICCCNT 2021. Institute of Electrical and Electronics Engineers Inc. https://doi.
org/10.1109/ICCCNT51525.2021.9579861.

Ali, M. S. M., Wasel, K. Z. A., & Abdelhamid, A. M. M. (2024). Generative Al and media content creation: Investigating the factors shaping user acceptance in the Arab
Gulf States. Journal. Media, 5, 1624-1645. https://doi.org/10.3390/journalmedia5040101

Allison, T. (2024). The threat of the Al actor. JCMS J. Cine. Media Stud., 64, 196-201. https://doi.org/10.1353/¢j.2024.2944434

Amato, G., Behrmann, M., Bimbot, F., Caramiaux, B., Falchi, F., Garcia, A., Geurts, J., Gibert, J., Gravier, G., Holken, H., Koenitz, H., Lefebvre, S., Liutkus, A., Lotte, F.,
Perkis, A., Redondo, R., Turrin, E., Vieville, T., & Vincent, E. (2019). Al in the media and creative industries. https://doi.org/10.48550/ARXIV.1905.04175.

An, Y., An, J., & Cho, S. (2021). Artificial intelligence-based predictions of movie audiences on opening Saturday. International Journal of Forecasting, 37, 274-288.
https://doi.org/10.1016/j.ijforecast.2020.05.005

Anantrasirichai, N., & Bull, D. (2022). Artificial intelligence in the creative industries: A review. Artificial Intelligence Review, 55, 589-656. https://doi.org/10.1007/
510462-021-10039-7

Anderson, M. (2007). Machine ethics: Creating an ethical intelligent agent. AI Magazine, 28. Number 4 28, 12.

Anjaria, M., & Guddeti, R. M. R. (2014). A novel sentiment analysis of social networks using supervised learning. Soc. Netw. Anal. Min., 4, 1-15. https://doi.org/
10.1007/513278-014-0181-9

Athar, A, Ali, S., Sheeraz, M. M., Bhattachariee, S., & Kim, H.-C. (2021). Sentimental analysis of movie reviews using soft voting ensemble-based machine learning. In
2021 8th international conference on social network analysis, management and security, SNAMS 2021. Institute of Electrical and Electronics Engineers Inc. https://doi.
org/10.1109/SNAMS53716.2021.9732159.

Azizan, A., Jamal, N. N. S. K. A., Abdullah, M. N., Mohamad, M., & Khairudin, N. (2019). Lexicon-based sentiment analysis for movie review tweets. In Proceedings -
2019 1st international conference on artificial intelligence and data sciences, AiDAS 2019 (pp. 132-136). Institute of Electrical and Electronics Engineers Inc.. https://
doi.org/10.1109/AiDAS47888.2019.8970722

Bankins, S., & Formosa, P. (2023). The ethical implications of Artificial Intelligence (AI) for meaningful work. Journal of Business Ethics, 185, 725-740. https://doi.
org/10.1007/s10551-023-05339-7

Behrens, R., Foutz, N. Z., Franklin, M., Funk, J., Gutierrez-Navratil, F., Hofmann, J., & Leibfried, U. (2021). Leveraging analytics to produce compelling and profitable
film content. Journal of Cultural Economics, 45, 171-211. https://doi.org/10.1007/s10824-019-09372-1

Caramiaux, B., & Donnarumma, M. (2021). Artificial intelligence in music and performance: A subjective art-research inquiry. In E. R. Miranda (Ed.), Handbook of
artificial intelligence for music (pp. 75-95). Cham: Springer International Publishing. https://doi.org/10.1007/978-3-030-72116-9 4.

Chan-Olmsted, S. M. (2019). A review of artificial intelligence adoptions in the media industry. The International Journal on Media Management, 21, 193-215. https://
doi.org/10.1080/14241277.2019.1695619

Chavare, S., Awati, C. J., Deshmukh, R. J., Patil, S. S., & Kolekar, A. B. (2019). A review on smart deep learning for recommendation system. Int. J. Sci. Technol. Res., 8,
1529-1532.

Ching, V., & Mothi, D. (2025). Al for creatives: Unlocking expressive digital potential (1st ed.). Boca Raton: Auerbach Publications. https://doi.org/10.1201/
9781003533016

Condorelli, F., Rinaudo, F., Salvadore, F., & Tagliaventi, S. (2020). A MATCH-MOVING METHOD COMBINING AI and SFM ALGORITHMS in HISTORICAL FILM
FOOTAGE. In International archives of the photogrammetry, remote sensing and spatial information sciences - ISPRS archives (pp. 813-820). International Society for
Photogrammetry and Remote Sensing. https://doi.org/10.5194/isprs-archives-XLIII-B2-2020-813-2020.

Datta, A., & Goswami, R. (2021). The film industry leaps into artificial intelligence: Scope and challenges by the filmmakers. In V. S. Rathore, N. Dey, V. Piuri, R. Babo,
Z. Polkowski, & J. M. R. S. Tavares (Eds.), Rising threats in expert applications and solutions, advances in intelligent systems and computing (pp. 665-670). Singapore,
Singapore: Springer. https://doi.org/10.1007/978-981-15-6014-9_80.

Del Vecchio, M., Kharlamov, A., Parry, G., & Pogrebna, G. (2021). Improving productivity in Hollywood with data science: Using emotional arcs of movies to drive
product and service innovation in entertainment industries. Journal of the Operational Research Society, 72, 1110-1137. https://doi.org/10.1080/
01605682.2019.1705194

Dominick, M. (2023). Mediatizing poverty: The ethics and aesthetics of adaptation in agnes Varda’s Sans toit ni loi. Contemp. Fr. Francoph. Stud., 27, 335-346. https://
doi.org/10.1080/17409292.2023.2225359

Dwivedi, Y. K., Hughes, L., Ismagilova, E., Aarts, G., Coombs, C., Crick, T., Duan, Y., Dwivedi, R., Edwards, J., Eirug, A., Galanos, V., Ilavarasan, P. V., Janssen, M.,
Jones, P., Kar, A. K., Kizgin, H., Kronemann, B., Lal, B., Lucini, B., ... Williams, M. D. (2021). Artificial Intelligence (AI): Multidisciplinary perspectives on
emerging challenges, opportunities, and agenda for research, practice and policy. International Journal of Information Management, 57, Article 101994. https://doi.
0rg/10.1016/j.ijinfomgt.2019.08.002


https://doi.org/10.1109/SmartCity.2015.83
https://doi.org/10.1109/AICT52120.2021.9628901
https://doi.org/10.1109/ICCCNT51525.2021.9579861
https://doi.org/10.1109/ICCCNT51525.2021.9579861
https://doi.org/10.3390/journalmedia5040101
https://doi.org/10.1353/cj.2024.a944434
https://doi.org/10.48550/ARXIV.1905.04175
https://doi.org/10.1016/j.ijforecast.2020.05.005
https://doi.org/10.1007/s10462-021-10039-7
https://doi.org/10.1007/s10462-021-10039-7
http://refhub.elsevier.com/S0308-5961(25)00118-1/sref9
https://doi.org/10.1007/s13278-014-0181-9
https://doi.org/10.1007/s13278-014-0181-9
https://doi.org/10.1109/SNAMS53716.2021.9732159
https://doi.org/10.1109/SNAMS53716.2021.9732159
https://doi.org/10.1109/AiDAS47888.2019.8970722
https://doi.org/10.1109/AiDAS47888.2019.8970722
https://doi.org/10.1007/s10551-023-05339-7
https://doi.org/10.1007/s10551-023-05339-7
https://doi.org/10.1007/s10824-019-09372-1
https://doi.org/10.1007/978-3-030-72116-9_4
https://doi.org/10.1080/14241277.2019.1695619
https://doi.org/10.1080/14241277.2019.1695619
http://refhub.elsevier.com/S0308-5961(25)00118-1/sref17
http://refhub.elsevier.com/S0308-5961(25)00118-1/sref17
https://doi.org/10.1201/9781003533016
https://doi.org/10.1201/9781003533016
https://doi.org/10.5194/isprs-archives-XLIII-B2-2020-813-2020
https://doi.org/10.1007/978-981-15-6014-9_80
https://doi.org/10.1080/01605682.2019.1705194
https://doi.org/10.1080/01605682.2019.1705194
https://doi.org/10.1080/17409292.2023.2225359
https://doi.org/10.1080/17409292.2023.2225359
https://doi.org/10.1016/j.ijinfomgt.2019.08.002
https://doi.org/10.1016/j.ijinfomgt.2019.08.002

V. Tsiavos and F. Kitsios Telecommunications Policy 49 (2025) 103021

Eliashberg, J., Elberse, A., & Leenders, M. A. A. M. (2006). The motion picture industry: Critical issues in practice, current research, and new research directions.
Marketing Science, 25, 638-661. https://doi.org/10.1287/mksc.1050.0177

Erpelding, C., Beck, J., Swerzenski, J. D., & Brecheisen, T. (2024). Forum on artificial intelligence. Journal of Film and Video, 76, 44-55. https://doi.org/10.5406/
19346018.76.1.05

Fang, J., & Xiong, W. (2020). Impact of digital technology and internet to film industry. IOP Conference Series: Materials Science and Engineering, 768, Article 072112.
https://doi.org/10.1088/1757-899X/768/7/072112

Fitch III, J. C. (2022). When Al breaks audience trust - Neville’S “Roadrunner: A Film About Anthony Bourdain.”. J. Media Ethics, 37, 293-295. https://doi.org/
10.1080/23736992.2022.2113884

Fomichev, M., Luthra, M., Benndorf, M., & Agnihotri, P. (2023). No one size (PPM) fits all: Towards privacy in stream processing systems. In Proceedings of the 17th
ACM international conference on distributed and event-based systems. Presented at the DEBS "23: 17th ACM international conference on distributed and event-based
systems, ACM, Neuchatel Switzerland (pp. 61-67). https://doi.org/10.1145/3583678.3596889

Franco Lazarte, E. G., Judrez Paccotaipe, M. T., Ramirez Heredia, R. C., & Vela Loyola, T. M. (2025). Audiovisual narrative in the age of artificial intelligence:
Advances, trends and challenges: A systematic review. J. Educ. Soc. Res., 15, 1. https://doi.org/10.36941 /jesr-2025-0001

Garcia, M. B. (2024). The paradox of artificial creativity: Challenges and opportunities of generative Al artistry. Creativity Research Journal, 1-14. https://doi.org/
10.1080/10400419.2024.2354622

Guerrini, F., Adami, N., Benini, S., Piacenza, A., Porteous, J., Cavazza, M., & Leonardi, R. (2017). Interactive film recombination. ACM Transactions on Multimedia
Computing, Communications, and Applications, 13, 1-22. https://doi.org/10.1145/3103241

Guzman, A. L., & Lewis, S. C. (2024). What generative Al means for the media industries, and why it matters to study the collective consequences for advertising,
journalism, and public relations. Emerg. Media, 2, 347-355. https://doi.org/10.1177/275235432412892.39

Hess, T., Matt, C., Benlian, A., & Wiesbock, F. (2016). Options for formulating a digital transformation strategy. In R. D. Galliers, D. E. Leidner, & B. Simeonova (Eds.),
Strategic information management (pp. 151-173). Routledge. https://doi.org/10.4324/9780429286797-7.

European Commission. (2017). Directorate general for education, youth, sport and culture. In K. Hoelck, E. Engin, & E. Airaghi (Eds.), Mapping the creative value chains:
A study on the economy of culture in the digital age : Final report. LU: Publications Office.

Holden, D., Saito, J., Komura, T., & Joyce, T. (2015). Learning motion manifolds with convolutional autoencoders. In SIGGRAPH Asia 2015 technical briefs. Presented at
the SA’15: SIGGRAPH Asia 2015, ACM (pp. 1-4). Japan: Kobe. https://doi.org/10.1145/2820903.2820918.

Hur, M., Kang, P., & Cho, S. (2016). Box-office forecasting based on sentiments of movie reviews and independent subspace method. Inf. Sci., 372, 608-624. https://
doi.org/10.1016/j.ins.2016.08.027

Ilina, A. V. (2023). Socio-philosophical foundations of research of artificial intelligence in art (in the context of music). Discourse, 9, 44-56. https://doi.org/10.32603/
2412-8562-2023-9-6-44-56

Iliopoulou, K., Kanavos, A., Ilias, A., Makris, C., & Vonitsanos, G. (2020). Improving movie recommendation systems filtering by exploiting user-based reviews and movie
synopses. Springer. https://doi.org/10.1007/978-3-030-49190-1_17

Izani, M., Razak, A., Rehad, D., & Rosli, M. (2024). The impact of artificial intelligence on animation filmmaking: Tools, trends, and future implications. In 2024
international visualization, informatics and technology conference (IVIT). Presented at the 2024 international visualization, informatics and technology conference (IVIT)
(pp. 57-62). https://doi.org/10.1109/1VIT62102.2024.10692804

J.M.W.. (1975). Documents of film theory: Ricciotto canudo’s “Manifesto of the Seven Arts.”. Lit. Q., 3, 252-254.

Kane, G. (2019). The technology fallacy: People are the real key to digital transformation. Research-Technology Management, 62, 44-49. https://doi.org/10.1080/
08956308.2019.1661079

Kaur, D., Usly, S., Rittichier, K. J., & Durresi, A. (2023). Trustworthy artificial intelligence: A review. ACM Computing Surveys, 55, 1-38. https://doi.org/10.1145/
3491209

Khan, F. H., Qamar, U., & Bashir, S. (2016). Swims: Semi-supervised subjective feature weighting and intelligent model selection for sentiment analysis. Knowl.-Based
Syst., 100, 97-111. https://doi.org/10.1016/j.knosys.2016.02.011

Kim, J., Ha, Y., Kang, S., Lim, H., & Cha, M. (2018). Detecting multiclass emotions from labeled movie scripts. In Proceedings - 2018 IEEE international conference on big
data and smart computing, BigComp 2018 (pp. 590-594). Institute of Electrical and Electronics Engineers Inc.. https://doi.org/10.1109/BigComp.2018.00102

Kushnarevych, A., & Kollarova, D. (2023). Development of artificial intelligence as a breakthrough for personalization in marketing. In 2023 3rd international
conference on electrical, computer, communications and mechatronics engineering (ICECCME). Presented at the 2023 3rd international conference on electrical, computer,
communications and mechatronics engineering (ICECCME) (pp. 1-6). Tenerife, Canary Islands, Spain: IEEE. https://doi.org/10.1109/
ICECCMES57830.2023.10252550.

Lash, M. T., & Zhao, K. (2016). Early predictions of movie success: The who, what, and when of profitability. Journal of Management Information Systems, 33, 874-903.
https://doi.org/10.1080/07421222.2016.1243969

Lavanya, R., & Bharathi, B. (2021). Systematic analysis of movie recommendation system through sentiment analysis. In Proceedings - International conference on
artificial intelligence and smart systems, ICAIS 2021 (pp. 614-620). Institute of Electrical and Electronics Engineers Inc.. https://doi.org/10.1109/
ICAIS50930.2021.9395854

Lavanya, R., Singh, U., & Tyagi, V. (2021). A comprehensive survey on movie recommendation systems. In Proceedings - International conference on artificial intelligence
and smart systems, ICAIS 2021 (pp. 532-536). Institute of Electrical and Electronics Engineers Inc.. https://doi.org/10.1109/ICAIS50930.2021.9395759

LeCun, Y., Bengio, Y., & Hinton, G. (2015). Deep learning. Nature, 521, 436-444. https://doi.org/10.1038/nature14539

Leddo, J., Kindi, R., Bhandarkar, S., Chadeva, N., Ganotra, K., Jayakumar, P., & Somaiya, Y. (2018). Next-generation interactive, educational television: Using
artificial intelligence and the internet to customize instruction to student learning needs. J. Educ. Multimed. Hypermedia, 27, 103-114.

Lee, H.-P., Hank, Yang, Y.-J., Von Davier, T. S., Forlizzi, J., & Das, S. (2024). Deepfakes, phrenology, surveillance, and more! A taxonomy of Al privacy risks. In
Proceedings of the CHI conference on human factors in computing systems. Presented at the CHI "24: CHI conference on human factors in computing systems, ACM (pp.
1-19). Honolulu HI USA. https://doi.org/10.1145/3613904.3642116.

Lee, S.-H., Kim, D.-M., & Cheong, Y.-G. (2018). Predicting emotion in movie scripts using deep learning. In Proceedings - 2018 IEEE international conference on big data
and smart computing, BigComp 2018 (pp. 530-532). Institute of Electrical and Electronics Engineers Inc.. https://doi.org/10.1109/BigComp.2018.00088

Lees, D. (2024). Deepfakes in documentary film production: Images of deception in the representation of the real. Stud. Doc. Film, 18, 108-129. https://doi.org/
10.1080/17503280.2023.2284680

Liao, Y., Peng, Y., Shi, S., Shi, V., & Yu, X. (2022). Early box office prediction in China’s film market based on a stacking fusion model. Annals of Operations Research,
308, 321-338. https://doi.org/10.1007/s10479-020-03804-4

Ma, S., Zhang, X., Jia, C., Zhao, Z., Wang, S., & Wang, S. (2020). Image and video compression with neural networks: A review. IEEE Trans. Circuits Syst. Video Technol,
30, 1683-1698. https://doi.org/10.1109/TCSVT.2019.2910119

Malodia, S., Islam, N., Kaur, P., & Dhir, A. (2021). Why do people use artificial intelligence (Al)-enabled voice assistants? IEEE Transactions on Engineering Management.
https://doi.org/10.1109/TEM.2021.3117884

Mao, Y., & Shi-Kupfer, K. (2023). Online public discourse on artificial intelligence and ethics in China: Context, content, and implications. AI & Society, 38, 373-389.
https://doi.org/10.1007/s00146-021-01309-7

Matt, C., Hess, T., & Benlian, A. (2015). Digital transformation strategies. Bus. Inf. Syst. Eng., 57, 339-343. https://doi.org/10.1007/512599-015-0401-5

Mobo, F. D., Inam, A., Joseph, S., Ahmad, M., & Chemingui, H. (2024). Beyond the screen: AI's societal footprint. In D. Darwish (Ed.), Advances in business information
systems and analytics (pp. 266-285). IGI Global. https://doi.org/10.4018/979-8-3693-3354-9.ch014.

Moolthaisong, K., & Songpan, W. (2020). Emotion analysis and classification of movie reviews using data mining. In 2020 international conference on data science,
artificial intelligence, and business analytics, DATABIA 2020 - Proceedings (pp. 89-92). Institute of Electrical and Electronics Engineers Inc.. https://doi.org/
10.1109/DATABIA50434.2020.9190363


https://doi.org/10.1287/mksc.1050.0177
https://doi.org/10.5406/19346018.76.1.05
https://doi.org/10.5406/19346018.76.1.05
https://doi.org/10.1088/1757-899X/768/7/072112
https://doi.org/10.1080/23736992.2022.2113884
https://doi.org/10.1080/23736992.2022.2113884
https://doi.org/10.1145/3583678.3596889
https://doi.org/10.36941/jesr-2025-0001
https://doi.org/10.1080/10400419.2024.2354622
https://doi.org/10.1080/10400419.2024.2354622
https://doi.org/10.1145/3103241
https://doi.org/10.1177/27523543241289239
https://doi.org/10.4324/9780429286797-7
http://refhub.elsevier.com/S0308-5961(25)00118-1/sref34
http://refhub.elsevier.com/S0308-5961(25)00118-1/sref34
https://doi.org/10.1145/2820903.2820918
https://doi.org/10.1016/j.ins.2016.08.027
https://doi.org/10.1016/j.ins.2016.08.027
https://doi.org/10.32603/2412-8562-2023-9-6-44-56
https://doi.org/10.32603/2412-8562-2023-9-6-44-56
https://doi.org/10.1007/978-3-030-49190-1_17
https://doi.org/10.1109/IVIT62102.2024.10692804
http://refhub.elsevier.com/S0308-5961(25)00118-1/sref40
https://doi.org/10.1080/08956308.2019.1661079
https://doi.org/10.1080/08956308.2019.1661079
https://doi.org/10.1145/3491209
https://doi.org/10.1145/3491209
https://doi.org/10.1016/j.knosys.2016.02.011
https://doi.org/10.1109/BigComp.2018.00102
https://doi.org/10.1109/ICECCME57830.2023.10252550
https://doi.org/10.1109/ICECCME57830.2023.10252550
https://doi.org/10.1080/07421222.2016.1243969
https://doi.org/10.1109/ICAIS50930.2021.9395854
https://doi.org/10.1109/ICAIS50930.2021.9395854
https://doi.org/10.1109/ICAIS50930.2021.9395759
https://doi.org/10.1038/nature14539
http://refhub.elsevier.com/S0308-5961(25)00118-1/sref50
http://refhub.elsevier.com/S0308-5961(25)00118-1/sref50
https://doi.org/10.1145/3613904.3642116
https://doi.org/10.1109/BigComp.2018.00088
https://doi.org/10.1080/17503280.2023.2284680
https://doi.org/10.1080/17503280.2023.2284680
https://doi.org/10.1007/s10479-020-03804-4
https://doi.org/10.1109/TCSVT.2019.2910119
https://doi.org/10.1109/TEM.2021.3117884
https://doi.org/10.1007/s00146-021-01309-7
https://doi.org/10.1007/s12599-015-0401-5
https://doi.org/10.4018/979-8-3693-3354-9.ch014
https://doi.org/10.1109/DATABIA50434.2020.9190363
https://doi.org/10.1109/DATABIA50434.2020.9190363

V. Tsiavos and F. Kitsios Telecommunications Policy 49 (2025) 103021

Moran, R. E., & Shaikh, S. J. (2022). Robots in the news and newsrooms: Unpacking meta-journalistic discourse on the use of artificial intelligence in journalism. Digit.
Journal, 10, 1756-1774. https://doi.org/10.1080/21670811.2022.2085129

Moravec, V., Hynek, N., Skare, M., Gavurova, B., & Kubak, M. (2024). Human or machine? The perception of artificial intelligence in journalism, its socio-economic
conditions, and technological developments toward the digital future. Technological Forecasting and Social Change, 200, Article 123162. https://doi.org/10.1016/j.
techfore.2023.123162

Mutlu, N. G. A. (2020). The future of film-making: Data-driven movie-making techniques. Glob. J. Des. Art Educ., 10, 167-174. https://doi.org/10.18844/gjae.
v10i2.4735

Nairn, A., Matthews, J., & Fastnedge, D. (2022). Catering to clients: How artificial intelligence can influence the advertising agency—client dynamic. Interactions:
Studies in Communication & Culture, 13, 133-146. https://doi.org/10.1386/iscc_00057_1

Oh, J., Sudarshan, S., Lee, J. A., & Yu, N. (2021). Serendipity enhances user engagement and sociality perception: The combinatory effect of serendipitous movie
suggestions and user motivations. Behaviour & Information Technology. https://doi.org/10.1080/0144929X.2021.1921027

Plaza, M. (2017). Cost-effectiveness of audio description production process: Comparative analysis of outsourcing and ‘in-house’ methods. International Journal of
Production Research, 55, 3480-3496. https://doi.org/10.1080/00207543.2017.1282182

Pradeep, A., Satmuratov, A., Yeshbayev, 1., Khasan, O., Igboljon, M., & Daniyor, A. (2023). The significance of artificial intelligence in contemporary cinema. In 2023
second international conference on trends in electrical, electronics, and computer engineering (TEECCON). Presented at the 2023 second international conference on trends
in electrical, electronics, and computer engineering (TEECCON) (pp. 111-116). https://doi.org/10.1109/TEECCON59234.2023.10335867

Ruiz-Real, J. L., Uribe-Toril, J., Torres, J. A., & Pablo, J. D. E. (2021). Artificial intelligence in business and economics research: Trends and future. J. Bus. Econ.
Manag., 22, 98-117. https://doi.org/10.3846/jbem.2020.13641

Schmit, W., & Wubben, S. (2015). Predicting ratings for new movie releases from Twitter content. In 6th workshop on computational approaches to subjectivity, sentiment
and social media analysis, WASSA 2015 at the 2015 conference on empirical methods in natural language processing, EMNLP 2015 - Proceedings (pp. 122-126).
Association for Computational Linguistics (ACL).

Schuhrke, J. (2024). Lights, camera, collective action: Assessing the 2023 SAG-AFTRA strike. New Labor Forum, 33, 56-64. https://doi.org/10.1177/
10957960241245445

Schulz, A., Eder, A, Tiberius, V., Solorio, S. C., Fabro, M., & Brehmer, N. (2021). The digitalization of motion picture production and its value chain implications.
Journal. Media, 2, 397-416. https://doi.org/10.3390/journalmedia2030024

Seele, P., Dierksmeier, C., Hofstetter, R., & Schultz, M. D. (2021). Mapping the ethicality of algorithmic pricing: A review of dynamic and personalized pricing. Journal
of Business Ethics, 170, 697-719. https://doi.org/10.1007/s10551-019-04371-w

Shim, S., & Pourhomayoun, M. (2017). Predicting movie market revenue using social media data. In Proceedings - 2017 IEEE international conference on information
reuse and integration, IRI 2017 (pp. 478-484). Institute of Electrical and Electronics Engineers Inc.. https://doi.org/10.1109/IR1.2017.68

Simon, J. P., Benghozi, P. J., & Salvador, E. (2015). The new middlemen of the digital age: The case of cinema. Info, 17, 97-115. https://doi.org/10.1108/info-04-
2015-0023

Sun, Y., Nomiya, H., & Hochin, T. (2019). Automatic evaluation of motion picture contents by estimation of facial expression intensity. In Proceedings - 20th IEEE/ACIS
international conference on software engineering, artificial intelligence, networking and parallel/distributed computing, SNPD 2019 (pp. 227-232). Institute of Electrical
and Electronics Engineers Inc.. https://doi.org/10.1109/SNPD.2019.8935660

Tan, D. S., See, S., & Tiam-Lee, T. J. (2014). Automatic rating of movies using an arousal curve extracted from video features. In 2014 international conference on
humanoid, nanotechnology, information technology, communication and control, environment and management, HNICEM 2014 - 7th HNICEM 2014 joint with 6th
international symposium on computational intelligence and intelligent informatics, Co-Located with 10th ERDT conference. Institute of Electrical and Electronics
Engineers Inc. https://doi.org/10.1109/HNICEM.2014.7016211.

Thomas, S. (2024). Al and actors: Ethical challenges, cultural narratives and industry pathways in synthetic media performance. Emerg. Media, 2, 523-546. https://
doi.org/10.1177/27523543241289108

Totlani, K. (2023). The evolution of generative Al: Implications for the media and film industry. International Journal for Research in Applied Science and Engineering
Technology, 11, 973-980. https://doi.org/10.22214/ijraset.2023.56140

Tsiavos, V., & Kitsios, F. (2022). Technology as driver, enabler and barrier of digital transformation: A review. In M. Themistocleous, & M. Papadaki (Eds.), Information
systems (pp. 681-693). Cham: Springer International Publishing.

Verma, G., & Verma, H. (2019). Predicting bollywood movies success using machine learning technique. In 2019 amity international conference on artificial intelligence
(AICAI). Presented at the 2019 amity international conference on artificial intelligence (AICAI) (pp. 102-105). https://doi.org/10.1109/AICAIL.2019.8701239. IEEE,
Dubai, United Arab Emirates.

Wang, H., Smith, D., & Kudelska, M. (2024). 10x future of filmmaking empowered by AIGC. In 2024 IEEE 7th international conference on multimedia information
processing and retrieval (MIPR). Presented at the 2024 IEEE 7th international conference on multimedia information processing and retrieval (MIPR) (pp. 68-74). https://
doi.org/10.1109/MIPR62202.2024.00018

Weber, C. J., Burgkart, S., & Rothe, S. (2024). wr-Al-ter: Enhancing ownership perception in Al-Driven script writing. In ACM international conference on interactive
media experiences. Presented at the IMX '24: ACM international conference on interactive media experiences, ACM, Stockholm Sweden (pp. 145-156). https://doi.org/
10.1145/3639701.3656325

Webster, J., & Watson, R. T. (2002). Analyzing the past to prepare for the future: Writing a literature review. MIS Quarterly, 26. xiii-xxiii.

Wehrmann, J., Barros, R. C., Simoes, G. S., Paula, T. S., & Ruiz, D. D. (2017). (deep) learning from frames. In Proceedings - 2016 5th Brazilian conference on intelligent
systems, BRACIS 2016 (pp. 1-6). Institute of Electrical and Electronics Engineers Inc.. https://doi.org/10.1109/BRACIS.2016.012

Weinberg, C. B., Otten, C., Orbach, B., McKenzie, J., Gil, R., Chisholm, D. C., & Basuroy, S. (2021). Technological change and managerial challenges in the movie
theater industry. Journal of Cultural Economics, 45, 239-262. https://doi.org/10.1007/510824-019-09374-z

Yadav, M., Mishra, D., & Jayarathne, P. G. S. A. (2024). Lights, camera, Al: The future trends and impacts of artificial intelligence in filmmaking. In U. Kilin¢ (Ed.),
Advances in media, entertainment, and the arts (pp. 1-14). IGI Global. https://doi.org/10.4018/979-8-3693-3916-9.ch001.

Yamazaki, A. (2024). Digital replicas and democracy: Issues raised by the Hollywood actors’ strike. Humanities and Social Sciences Communications, 11, 1661. https://
doi.org/10.1057/541599-024-04204-w

Yang, K. (2024). The impact of Al-Generated characters on audience perception and emotional engagement in film. Adv. Humanit. Res., 10, 53-56. https://doi.org/
10.54254/2753-7080/2024.18641

Zad, D. D. (2007). Semantic content filtering using self-organizing neural networks. In SMAPO7 - Second international workshop on semantic media adaptation and
personalization (pp. 253-256). https://doi.org/10.1109/SMAP.2007.4414421

Zhao, Z., Wang, S., Wang, S., Zhang, X., Ma, S., & Yang, J. (2019). Enhanced Bi-Prediction with convolutional neural network for high-efficiency video coding. IEEE
Trans. Circuits Syst. Video Technol, 29, 3291-3301. https://doi.org/10.1109/TCSVT.2018.2876399

Zheng, J., & Zheng, L. (2019). A dictionary-based convolutional recurrent neural network model for sentiment analysis. In Proceedings - 2019 international conference
on communications, information system, and computer engineering, CISCE 2019 (pp. 606-611). Institute of Electrical and Electronics Engineers Inc.. https://doi.org/
10.1109/CISCE.2019.00142

Zhu, Y., & Zhang, B. (2022). Al film creation oriented transformation in the era of artificial intelligence. Art and Design Review, 10, 272-279. https://doi.org/10.4236/
adr.2022.102020

10


https://doi.org/10.1080/21670811.2022.2085129
https://doi.org/10.1016/j.techfore.2023.123162
https://doi.org/10.1016/j.techfore.2023.123162
https://doi.org/10.18844/gjae.v10i2.4735
https://doi.org/10.18844/gjae.v10i2.4735
https://doi.org/10.1386/iscc_00057_1
https://doi.org/10.1080/0144929X.2021.1921027
https://doi.org/10.1080/00207543.2017.1282182
https://doi.org/10.1109/TEECCON59234.2023.10335867
https://doi.org/10.3846/jbem.2020.13641
http://refhub.elsevier.com/S0308-5961(25)00118-1/sref69
http://refhub.elsevier.com/S0308-5961(25)00118-1/sref69
http://refhub.elsevier.com/S0308-5961(25)00118-1/sref69
https://doi.org/10.1177/10957960241245445
https://doi.org/10.1177/10957960241245445
https://doi.org/10.3390/journalmedia2030024
https://doi.org/10.1007/s10551-019-04371-w
https://doi.org/10.1109/IRI.2017.68
https://doi.org/10.1108/info-04-2015-0023
https://doi.org/10.1108/info-04-2015-0023
https://doi.org/10.1109/SNPD.2019.8935660
https://doi.org/10.1109/HNICEM.2014.7016211
https://doi.org/10.1177/27523543241289108
https://doi.org/10.1177/27523543241289108
https://doi.org/10.22214/ijraset.2023.56140
http://refhub.elsevier.com/S0308-5961(25)00118-1/sref79
http://refhub.elsevier.com/S0308-5961(25)00118-1/sref79
https://doi.org/10.1109/AICAI.2019.8701239
https://doi.org/10.1109/MIPR62202.2024.00018
https://doi.org/10.1109/MIPR62202.2024.00018
https://doi.org/10.1145/3639701.3656325
https://doi.org/10.1145/3639701.3656325
http://refhub.elsevier.com/S0308-5961(25)00118-1/sref83
https://doi.org/10.1109/BRACIS.2016.012
https://doi.org/10.1007/s10824-019-09374-z
https://doi.org/10.4018/979-8-3693-3916-9.ch001
https://doi.org/10.1057/s41599-024-04204-w
https://doi.org/10.1057/s41599-024-04204-w
https://doi.org/10.54254/2753-7080/2024.18641
https://doi.org/10.54254/2753-7080/2024.18641
https://doi.org/10.1109/SMAP.2007.4414421
https://doi.org/10.1109/TCSVT.2018.2876399
https://doi.org/10.1109/CISCE.2019.00142
https://doi.org/10.1109/CISCE.2019.00142
https://doi.org/10.4236/adr.2022.102020
https://doi.org/10.4236/adr.2022.102020

	The digital transformation of the film industry: How Artificial Intelligence is changing the seventh art
	1 Introduction
	2 Methodology
	2.1 Previous literature reviews
	2.2 Article Selection Process
	2.3 Classification framework

	3 Results
	3.1 AI in creation
	3.2 AI in production
	3.3 AI in dissemination
	3.4 AI in exhibition

	4 Conclusions
	CRediT authorship contribution statement
	Acknowledgements
	Appendix Acknowledgements
	References


