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Introduction  

Generative AI exploded onto the content creation scene from late 2022 onward, radically 
altering how text, images, and audio are produced. The November 2022 launch of 
OpenAI’s ChatGPT marked an inflection point, quickly followed by a wave of AI models 
for images (e.g. Midjourney, Stable Diffusion), audio (AI music and voice generators), and 
even video. In just over two years (Nov 2022–Feb 2025), generative AI went from niche to 
mainstream, with global adoption across the U.S., Europe, China, and emerging markets. 
This report analyzes the economic impact of this technology on content creation – 
examining job losses and creation, revenue and market size shifts, pricing changes, 
industry shake-ups, efficiency gains, and effects on both freelance and corporate creators. 
All major AI players driving these changes are considered, including OpenAI, Midjourney, 
Adobe, Stability AI, Runway, China’s DeepSeek, and others. The focus is purely on 
economic outcomes, backed by data and concrete examples, across content industries: 
visual (images, design, art), text (writing and publishing), and audio (music and voice).

Global Market Growth and Key Players  



Surging Market Size: The generative AI content market saw dramatic growth from 2022 
to 2025. Virtually nonexistent as an industry before 2022, it ballooned to an estimated 
$44 billion in 2023 (Artificial Intelligence - Worldwide | Market Forecast - Statista). By 
2025 the global generative AI market (all applications) is projected around $62–$67 
billion (Generative AI - Worldwide | Statista Market Forecast)) (Generative AI Market 
Size, Share, Opportunity Analysis, Forecast ...), a multi-fold increase in just two years. For 
perspective, this rapid rise far outpaces overall tech sector growth and indicates how 
quickly businesses have embraced AI for content production. North America initially led 
adoption (about 38% of the 2023 generative AI content market) (Generative AI in Content 
Creation Market CAGR of 31.2%), but Europe and Asia-Pacific are not far behind as 
investments accelerate worldwide. China in particular made a massive pivot toward 
generative AI in 2023–2024, spurred by government support and tech startups entering 
the race. Notably, Chinese startup DeepSeek – founded in 2023 – released a large 
language model (R1) so competitive and cost-efficient that its debut “triggered a $1 
trillion-plus sell-off in global equities” in early 2025 (DeepSeek rushes to launch new AI 
model as China goes all in | Reuters) (DeepSeek rushes to launch new AI model as China 
goes all in | Reuters). This reflected investor shock at the speed of China’s AI 
advancements. DeepSeek’s success galvanized dozens of Chinese companies to integrate 
its models into their products (DeepSeek rushes to launch new AI model as China goes all 
in | Reuters), challenging Western AI dominance and underscoring the global scale of the 
trend.

Major AI Players and Revenue Booms: Key AI companies have seen booming growth by 
supplying generative tools. OpenAI (USA) went from a research lab to a revenue-
generating powerhouse – its ChatGPT service reached 100 million users within 2 
months of launch (the fastest adoption of any consumer app ever) (ChatGPT sets record 
for fastest-growing user base - analyst note | Reuters). OpenAI’s annualized revenue 
jumped from about $200 million in 2022 to an estimated $1+ billion in 2023, and was 
on track for $3+ billion in 2024 (ChatGPT maker OpenAI's revenue is skyrocketing - 
Quartz), thanks to surging demand for GPT-4 and API access. Image-generator provider 
Midjourney likewise saw its user base soar to over 16 million users in 2023 (10 
Midjourney Statistics Demonstrating Why its Better Than Other AI ...) (all paying 
subscribers), implying tens of millions in annual revenue. Adobe, a traditional creative 
software giant, introduced its Firefly AI image generator in 2023 and integrated 
generative features into Photoshop and Illustrator. This move helped Adobe retain 
customers (and even justify a November 2023 price increase on Creative Cloud plans (All 
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new, AI-powered Creative Cloud release and Pricing update)), translating AI innovation 
into higher ARPU. Stability AI (UK), developer of the open-source Stable Diffusion image 
model, raised significant funding and enabled a broad ecosystem of AI image apps, 
shifting value towards open platforms. Runway (USA) pioneered generative AI for video, 
launching Gen-1 and Gen-2 models that, while nascent, signaled future disruption in 
video content creation. In China, besides DeepSeek, tech giants Baidu, Alibaba, and 
Tencent all rolled out ChatGPT-like bots or image generators after regulatory greenlights 
in 2023, ensuring domestic industry keeps pace. Meanwhile, venture capital and Big Tech 
poured over $10 billion into generative AI startups in 2023 alone (Meet The New AI 
Unicorns Of 2023 - Crunchbase News), fueling a flurry of new tools for content creation. 
This influx of investment and new entrants intensified competition but also grew the 
overall market pie.

Regional Dynamics: In the U.S. and Europe, adoption was driven by both startups and 
incumbent media/software firms integrating AI. The European Union’s creative sectors 
showed enthusiasm but also caution (due to regulatory discussions), however 
economically the uptake of generative AI tools in media and advertising progressed 
steadily through 2024. Emerging economies experienced a mixed impact: On one hand, AI 
democratized content creation (a solo entrepreneur in India or Nigeria could now produce 
graphics or blogs without large budgets), potentially expanding creative output in 
emerging markets. On the other hand, traditional outsourcing hubs for content (e.g. 
freelance writers, designers in South Asia or Eastern Europe) faced pressure as Western 
clients began using AI instead of offshore labor for some tasks. For example, Upwork – a 
global freelancing platform – reported that AI was its fastest-growing category in H1 
2023, with generative AI job posts up 1,000% quarter-over-quarter (Upwork Reveals Top 
10 Generative AI-Related Skills and Hires in 2023). Much of this was companies seeking 
freelancers skilled in AI (to implement it), but it also indicates a shift away from hiring 
freelancers for manual content creation if AI could do the job. In China, the economic 
impact has been somewhat self-contained due to internet controls – Chinese firms and 
creators rely on homegrown models (like Baidu’s Wenxin and DeepSeek’s models) instead 
of OpenAI’s. The Chinese content market (from social media content to e-commerce 
copywriting) began incorporating AI at scale in 2024, with state media even 
experimenting with AI-generated news. Overall, generative AI’s spread was truly global 
by 2025, with each region’s key players and industries adapting in their own way.
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Impact on Jobs: Losses and Creation  

Job Displacement in Creative Roles: Generative AI’s ability to produce content cheaply 
and quickly has led to significant job displacement in traditional content creation roles. 
Illustrators, graphic designers, writers, and other content creators have seen clients and 
employers pivot to AI tools, reducing demand for human work. A late-2023 survey of 
creative professionals in the UK found 26% of illustrators and 33% of translators have 
*already lost work* to generative AI (The Bookseller - News - A third of translators 
report losing work to generative AI systems, SoA survey reveals) (The Bookseller - News - 
A third of translators report losing work to generative AI systems, SoA survey reveals). 
These are striking figures – roughly one in four illustrators and one in three translators 
report that assignments or contracts were canceled because an AI could do it instead. 
Likewise, professional photographers are feeling the squeeze: a 2024 survey by the UK’s 
Association of Photographers revealed 30% of photographers had lost clients directly 
due to generative AI, with each affected photographer estimating at least a £10,000 loss 
in annual income () (). Extrapolated across the industry, that’s on the order of £60 
million in photography revenues lost in the UK in 2024 alone due to clients opting for 
AI images () (). In the design and advertising world, many companies reduced reliance on 
graphic artists for routine creative work (like simple ad banners or social media graphics) 
once tools like DALL·E and Midjourney could generate decent visuals in seconds. Some 
freelance digital artists reported a 50% drop in commissions from corporate clients 
since the AI boom, as businesses found AI-generated graphics “good enough” for internal 
use (Understanding the real threat generative AI poses to our jobs) (Understanding the 
real threat generative AI poses to our jobs).

The writing and journalism sector also faced layoffs attributable in part to AI. Dozens of 
news and content websites began automating article writing for simple topics (finance 
updates, product descriptions, etc.), leading to staff cuts. In 2023, the media industry saw 
over 3,000 newsroom jobs cut in the U.S. (across digital, print, and broadcast) (Over 500 
journalists were laid off in January 2024 alone - POLITICO) – the highest annual loss in 
over a decade. While not all were due to AI, the emergence of AI content farms played a 
role in the broader trend. Outlets like CNET and BuzzFeed experimented with AI-written 
articles, then subsequently laid off writers and editors. One report noted that Sports 
Illustrated, VICE Media, and CNET were “hollowed out,” losing hundreds of 
employees and effectively being taken over by third-party firms using AI to mass-

https://www.thebookseller.com/news/a-third-of-translators-report-losing-work-to-generative-ai-systems-soa-survey-reveals#:~:text=A%20survey%20of%20787%20members,fiction%20writers
https://www.thebookseller.com/news/a-third-of-translators-report-losing-work-to-generative-ai-systems-soa-survey-reveals#:~:text=The%20responses%20also%20reveal%20that,made%20creative%20work
https://www.bloodinthemachine.com/p/understanding-the-real-threat-generative#:~:text=Illustrators%20I%E2%80%99ve%20interviewed%20have%20already,taking%20any%20flack%20for%20it
https://www.bloodinthemachine.com/p/understanding-the-real-threat-generative#:~:text=Copywriters%20are%20losing%20jobs%2C%20along,equity%20or%20third%20party%20content
https://www.politico.com/news/2024/02/01/journalism-layoffs-00138517#:~:text=Over%20500%20journalists%20were%20laid,%E2%80%94%20the%20highest%20annual


produce content (Understanding the real threat generative AI poses to our jobs). VICE 
Media, once valued at $5.7B, filed for bankruptcy in 2023 and was sold for just $350 
million (9 Shakeups In Digital Media 2023: Washington Post, Vox, Vice and More | 
Observer) – its new owners shifted toward cheap AI-driven content to try to turn a profit. 
Similarly, BuzzFeed shut down its Pulitzer-winning BuzzFeed News division in 2023 and 
pivoted resources to AI-driven content creation (like algorithmic quizzes and listicles), 
citing cost pressures. In early 2025, BuzzFeed’s CEO announced another 5% workforce cut 
(saving ~$4 million) while affirming a strategy of “promoting artificial intelligence (AI) 
content” to maintain output (BuzzFeed Layoffs Target Huffington Post Employees as AI 
Content Takes Over - TipRanks.com) (BuzzFeed Layoffs Target Huffington Post 
Employees as AI Content Takes Over - TipRanks.com). These examples underscore that 
employers are actively using AI to reduce headcount in content roles. As one AI industry 
observer bluntly put it: “Your boss isn’t looking for AI to produce Pulitzer-winning work – 
just something ‘good enough’ to justify cutting labor costs” (Understanding the real threat 
generative AI poses to our jobs) (Understanding the real threat generative AI poses to our 
jobs). In jobs from copywriting to video editing, many managers have been quick to 
replace entry-level creatives with AI or use AI to enable one person to do the work of 
several.

New Jobs and Demand for AI Skills: It’s not all loss – generative AI has also created 
new kinds of jobs and opportunities, though these are fewer in number and often require 
upskilling. A prime example is the rise of the “prompt engineer” or AI content editor. 
These specialists craft and refine prompts to get the best output from AI, or they post-edit 
AI-generated content for quality. Demand for such skills has spiked: job postings 
referencing “GPT” rose 50% in 2022 (The Latest Prompt Engineering Statistics in 2023-
24: What You Should Know), and by mid-2023, postings for generative AI expertise were 
up 36-fold year-over-year (The Latest Prompt Engineering Statistics in 2023-24: What 
You Should Know). Some companies even offer exceptionally high salaries for AI-
proficient creatives – for instance, Anthropic advertised up to $335,000/year for a 
“Prompt Engineer and Librarian” role (The Latest Prompt Engineering Statistics in 2023-
24: What You Should Know). On freelancing platforms, AI-related services are booming. 
Upwork reported that 49% of hiring managers planned to hire more freelance or full-
time talent as a direct result of generative AI adoption (to leverage the tech) (Upwork 
Reveals Top 10 Generative AI-Related Skills and Hires in 2023) (Upwork Reveals Top 10 
Generative AI-Related Skills and Hires in 2023). Indeed, generative AI was the fastest-
growing category on Upwork in early 2023 (Upwork Reveals Top 10 Generative AI-Related 
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Skills and Hires in 2023). Many writers, artists, and musicians have started marketing 
themselves as “AI-augmented creators” – using AI tools to increase their output and 
taking on more clients. In the publishing sphere, entirely new businesses have emerged 
where creators curate AI-generated content. For example, entrepreneurs are selling AI-
written e-books and courses on how to use AI in creative industries. The tech giants have 
also expanded hiring: OpenAI, Google, Microsoft, and others hired thousands of 
engineers, researchers, and technical writers to develop and maintain AI systems – 
indirectly absorbing some of the talent displaced from traditional content jobs.

Still, the net near-term effect skews negative for jobs in content creation. The World 
Economic Forum’s 2023 outlook noted roles like content writers, editorial journalists, 
and graphic designers as among those expected to decline fastest due to AI automation, 
while “AI and machine learning specialists” topped the growth roles. Freelance 
marketplaces show a bifurcation: those with AI skills can command higher rates, whereas 
those offering old-school creative services face clients expecting lower fees (or no 
humans at all). The creative job market is essentially undergoing a shift – quantity of 
content-related work is not disappearing, but the nature of the work is changing. Routine 
production roles are vanishing, while new roles in guiding and checking AI are growing. 
It’s telling that in one survey of authors, over 80% of writers said they’re concerned that 
generative AI “devalues human-made creative work” (The Bookseller - News - A third of 
translators report losing work to generative AI systems, SoA survey reveals). To remain 
employed, many creatives are reinventing themselves as AI co-pilots rather than sole 
creators.

Revenue Shifts and Market Size Changes  

Expansion of the Content Pie: With AI vastly lowering production costs, the total 
volume of content created has exploded – and in some respects, the market size of content 
creation has expanded. Companies and individuals are producing more content than ever, 
often at the same or lower budget, effectively reallocating expenditures. For instance, 
marketing departments that once might publish one blog post a week can now publish 
one per day using AI, potentially increasing their reach and business impact without 
proportionally increasing spend. This dynamic growth is reflected in market estimates: 
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the “Generative AI in content creation” market was valued around $11.6 billion in 
2023, and is forecast to grow at 31% CAGR to 2030 (Generative AI in Content Creation 
Market CAGR of 31.2%). Entire new categories of product have emerged – AI content 
platforms, API services, and AI-driven media agencies – capturing revenue that 
previously would have gone to human creators or not been spent at all. As a result, many 
analysts see the overall content creation economy (AI + human combined) as larger in 
2025 than it was in 2022, even if the human share has shrunk.

Winners – AI Providers and Adapters: A significant shift is that revenue is now flowing 
to AI tool providers and the companies that quickly adopted these tools, rather than 
traditional creators. OpenAI, as noted, achieved an annual revenue run-rate in the 
billions by 2024 from selling AI models (ChatGPT maker OpenAI's revenue is 
skyrocketing - Quartz) – revenue that effectively comes out of budgets for writing, 
research, customer service, and other tasks its models handle. Image libraries and design 
software firms that embraced AI also saw gains. Shutterstock, a global stock photo 
marketplace, swiftly integrated OpenAI’s DALL·E model into its platform in late 2022. By 
late 2024 this move paid off: Shutterstock generated $104 million in revenue from its 
AI image generator services (How Shutterstock Integrated Gen AI Into Its Digital Stock 
Library - Business Insider) (How Shutterstock Integrated Gen AI Into Its Digital Stock 
Library - Business Insider). Instead of losing business to AI, Shutterstock turned itself into 
an AI content provider and partnered with Meta, OpenAI, and Nvidia to develop 
generative content offerings (How Shutterstock Integrated Gen AI Into Its Digital Stock 
Library - Business Insider). Its competitor Getty Images initially fought AI (suing Stability 
AI over copyright), but by 2023 Getty, too, launched an AI image generator trained on its 
licensed photos. Traditional media companies that pivoted to AI-generated content have 
seen cost savings (discussed later) that improved short-term earnings, though sometimes 
at the expense of quality. Adobe’s stock price climbed through 2023 as investors 
recognized the value of its AI integrations – Adobe’s market cap roughly doubled from its 
2022 lows, reflecting optimism that it would capture new value by offering AI features to 
millions of Creative Cloud subscribers (Adobe even announced price hikes in 2023 
alongside new AI features) (All new, AI-powered Creative Cloud release and Pricing 
update). And in advertising, early adopters like WPP (the world’s largest ad agency 
network) aimed to win more business by producing content cheaper and faster with AI. 
WPP committed £250 million annually into generative AI development (WPP promises 
brands ‘exponentially more content’ with AI Production Studio | Marketing Dive) and 
built an AI content engine with Nvidia, promising clients “exponentially more content” 
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output for the same campaigns (WPP promises brands ‘exponentially more content’ with 
AI Production Studio | Marketing Dive) (WPP promises brands ‘exponentially more 
content’ with AI Production Studio | Marketing Dive). This is leading to some revenue 
growth for such agencies as they take on additional volume of work (they can serve more 
clients or provide more deliverables without proportional cost increases). In sum, tech-
centric firms and content businesses that leverage AI have either created new revenue 
streams or protected and even expanded their market share during this period.

Losers – Traditional Content Firms and Creators: Conversely, companies and 
individuals stuck in older content creation models have seen revenue declines. Stock 
photography is one area facing headwinds: the global stock image market (~$5 billion) 
is still growing modestly (Photo Market Share, Size, Trends, Growth | Forecast 2032), but 
many corporate buyers now generate custom images via AI rather than pay license fees. 
Some estimate that by 2024 the stock photo industry’s growth slowed and could lose 
billions in potential revenue to AI alternatives over the coming decade. Professional 
photographers and illustrators have lost income as discussed – their lost client fees 
represent revenue that disappeared from the traditional creative sector (even if the client 
spends a fraction of that on AI services). In publishing and media, the collapse or 
downsizing of several companies has been accelerated by AI. VICE Media’s bankruptcy 
(selling for $350M in 2023 after being worth $5B+) exemplified how digital media 
companies struggled to monetize content in an era of algorithm-driven, cheap output (9 
Shakeups In Digital Media 2023: Washington Post, Vox, Vice and More | Observer). 
BuzzFeed’s shift to AI-assisted content came alongside a 15% drop in revenue in 2023 
(as reported in earnings), forcing layoffs – they are betting that automating content can 
eventually stabilize or grow income, but in the interim their human-driven revenue is 
down. Another stark example is Chegg, an education content company: Chegg provides 
textbook solutions and study help, a service suddenly undercut by students simply asking 
ChatGPT for answers. In May 2023, Chegg warned that ChatGPT’s popularity was hurting 
subscriber growth, causing Chegg’s stock to plummet ~47% in one day (erasing ~$1 billion 
in market value) (Edtech Chegg tumbles as ChatGPT threat prompts revenue warning | 
Reuters) (Edtech Chegg tumbles as ChatGPT threat prompts revenue warning | Reuters). 
Chegg’s core Q2 2023 revenues ended up below forecasts as students opted for free AI 
help. Even UK publishing giant Pearson saw its shares drop ~11% in sympathy on those 
fears (Edtech Chegg tumbles as ChatGPT threat prompts revenue warning | Reuters) 
(Edtech Chegg tumbles as ChatGPT threat prompts revenue warning | Reuters). Thus, 
entire business models (like paid homework help sites, content mills, low-end stock 
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content) have lost significant revenue to free or low-cost AI content.

Market Share Redistribution: We’re seeing a redistribution of the content creation 
market size rather than a pure contraction. Money that used to be paid to human 
creators (freelance fees, salaries, commissions, licensing royalties) is now being spent on 
AI subscriptions, API credits, or not spent at all (cost saved). A concrete illustration: a 
mid-sized marketing firm in 2019 might budget $10k/month for freelance writers and 
graphic designers; in 2024, that same firm might spend $2k on GPT-4 API calls and 
Midjourney, $3k on one in-house content editor to oversee AI outputs, and save the 
remaining $5k – effectively a 50% reduction in content creation spend. When multiplied 
across thousands of firms, this indicates a major efficiency gain and cost reduction on the 
client side, but a loss of income for content creators. The overall advertising and 
marketing content sector, however, hasn’t shrunk – in fact, more content is being 
produced and pushed out than ever, feeding a growing digital marketing industry. It’s just 
that a larger portion of the value generated (impressions, clicks, sales leads from content) 
is achieved with AI-augmented labor, so the revenue is flowing to those AI tools’ 
providers or simply contributing to advertisers’ margins instead of to creative suppliers.

In monetary terms, the global creative economy (media, entertainment, advertising, 
design, etc.) is enormous – trillions of dollars – and generative AI is reshaping how that 
pie is divided. By early 2025, AI-driven content creation likely accounts for a significant 
minority of all new content. Gartner predicted that by 2025, 30% of all marketing 
messages from large companies would be synthetically generated (up from just 2% 
in 2022) (Generative AI: What Is It, Tools, Models, Applications and Use Cases), and while 
final 2025 data isn’t in yet, the trajectory suggests a sizable chunk of content output (text, 
image, audio) now comes from AI. The music industry shows a similar redistribution: AI-
generated music is a small but fast-growing segment – about $300 million in 2023, or 
~8% of the overall generative AI market (GEMA and Sacem study claims AI music will 
be $3bn market by 2028 - Music Ally) – projected to hit $3 billion by 2028. This indicates 
new revenue in licensing AI music tools and AI-generated tracks. Yet traditional 
production music composers and session musicians face fewer gigs as automated 
composition tools (like AIVA, Boomy) churn out background music for videos and games. 
Boomy users alone had created over 14 million AI-generated songs by May 2023 (AI 
music app Boomy has created 14.4m tracks to date. Spotify just deleted a bunch of its 
uploads after detecting ‘stream manipulation’. - Music Business Worldwide), flooding 
streaming platforms (some of which even had to purge thousands of AI songs due to 
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royalty scams). The long-tail effect is that many human musicians won’t see revenue from 
projects that now use AI music, even as total content (songs in existence) is higher.

In summary, revenue is shifting from many individual creators and legacy content 
businesses towards AI tech companies and the organizations that invest in using AI. The 
overall market size for content is arguably expanding (more content, more 
personalization, new AI content services being sold), but the economic value captured by 
human creators has diminished in relative terms between Nov 2022 and Feb 2025. 
Organizations that quickly embraced generative AI have reaped cost savings and in some 
cases revenue upticks by scaling content output, whereas those slow to adapt have seen 
revenue erosion or even collapse. It’s a classic disruptive reallocation of value – similar to 
how digital photography shrank the market for film and chemical development while 
growing the market for cameras and editing software. Generative AI is shrinking the 
market for traditional labor-intensive content creation while massively growing the 
market for AI-driven content solutions.

Pricing Changes: AI vs Human-Produced 
Content

 

Perhaps the most immediately tangible economic impact of generative AI is the drastic 
change in content creation costs and pricing. AI has made it possible to create text, 
visuals, and audio at a fraction of the cost (and time) of human production, driving down 
the market price for many content services.

Plunging Unit Costs: On the text side, the cost to produce written content has 
plummeted. Using OpenAI’s API, for example, one can generate about 750 words of text 
for around $0.02 in compute cost (Price for API request with <1000 tokens? - API - 
OpenAI Developer Community). In contrast, a professional writer might charge $150–
$250 (or more) for a 750-word article. This is a 7,500x cost differential in favor of AI. Even 
including the cost of a human editor to fact-check and polish AI output, the per-article 
cost remains perhaps 5–10% of a fully human-written piece. One content mill in early 
2023 found that with AI assistance, an editor could output 4–6 articles per hour (versus 
maybe one article per hour by a writer previously), effectively producing articles at one-
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fifth the former cost (AI + Human Writing Rate Table Used By A Content Mill : 
r/freelanceWriters). These savings have quickly been passed along to content buyers. 
Companies that used to pay freelance writers ~$0.10 per word might now pay ~$0.02–
$0.04 per word for AI-assisted writing (or simply pay by platform/API usage). Some 
businesses eliminated per-word pricing entirely and moved to subscription models for 
content generation tools. As a result, written content pricing has seen downward 
pressure. Freelance marketplaces show lower average bids as writers compete with AI – 
many advertising “hybrid” services where they use AI to draft and charge a lower rate. For 
commodity content like SEO blog posts or product descriptions, clients now expect to pay 
much less. In essence, the price of basic written content is being reset closer to the cost of 
the AI inputs (pennies), plus a small premium for human oversight.

In the visual realm, the story is similar. The expense of obtaining a custom image or 
design has nosedived. A traditional illustration or logo from a graphic designer could cost 
hundreds to thousands of dollars, but with Midjourney at $10/month or Stable Diffusion 
(open source) at almost zero cost, one can generate unlimited images or concepts. The 
effective cost per AI-generated image can be just a few cents or less, especially when 
amortized over a subscription. Consequently, many clients are no longer willing to pay 
$500 for an illustration or $100 for a stock photo license when an AI alternative – often 
royalty-free – is available virtually for free. Stock photo agencies have had to adjust: 
Shutterstock now offers on-demand AI-generated images (included in its regular plans) 
so that a customer can create a custom stock image at no extra charge beyond their 
subscription (How Shutterstock Integrated Gen AI Into Its Digital Stock Library - Business 
Insider) (How Shutterstock Integrated Gen AI Into Its Digital Stock Library - Business 
Insider). This blurs the line between licensing and creation, essentially forcing stock 
image prices toward subscription flat-rates rather than per-image fees. For simple graphic 
design tasks (e.g. social media posters, basic web banners), small businesses are using free 
AI design tools (like DALL·E 3 integrated in Canva) instead of hiring designers at market 
rates. The “price” of a basic graphic has thus dropped toward zero – the value now is 
in more complex design thinking or brand strategy that AI alone can’t handle. Some 
freelance designers have responded by cutting their rates or offering “AI-touch-up” 
services at lower cost.
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For audio, the cost dynamics are likewise shifting. Consider voice-overs: traditionally, a 
skilled voice actor might charge a few hundred dollars for a 5-minute narration. Now, AI 
voice generators (e.g. ElevenLabs, Microsoft’s custom neural voices) can produce a fairly 
realistic 5-minute voice-over for literally a few dollars worth of character credits, or even 
free in some cases. Some production companies report that using AI voices for internal 
videos or minor projects costs 10–20% of what a human voice actor would. Music 
production and jingles have seen cost compression too. Need a short background music 
loop? An AI music service can create one in minutes for a small subscription fee, 
undercutting stock music libraries that used to charge ~$50 per track license. It’s telling 
that by 2024, major audiobook publishers began experimenting with AI narration to 
avoid paying human narrators – Apple launched AI-narrated audiobooks for select 
genres, implicitly pricing the narration at near-zero beyond initial setup. This move 
signaled to the market that AI audio is “good enough” for certain price-sensitive 
applications. We are already seeing downward price pressure on human voice work; some 
voice actors have dropped rates to compete or started licensing their voice to AI 
companies for residuals rather than per-job fees.

Differentiation and Premium for Human Touch: While generative AI has 
commoditized a lot of content, there remains a premium market for human-crafted work 
– but that market is narrowing to high-end use cases. Content that demands originality, 
high creativity, or a unique style can still command higher prices (and often involves 
humans). For example, a corporate brand campaign might still pay top dollar for a 
renowned human illustrator or a live-action photoshoot, to get a distinct look that AI 
struggles with. However, even in those cases, human creators now find themselves 
competing with an “AI baseline” price. Agencies report that clients frequently ask “why 
can’t we just use AI for that?” as a negotiation tactic to push down quotes. As a result, 
human creators often must justify their higher price by offering something AI can’t – 
such as brand strategy insight, hand-crafted quality, or guaranteed originality (no IP 
issues). This is creating a two-tier pricing environment: cheap, fast, AI-generated 
content for routine needs, versus premium human content for special needs. The 
middle tier (decent quality content at moderate price) is being squeezed out.

Services and Subscription Models: Another pricing change is the shift from pay-per-
piece to subscription models for AI content services. Instead of paying a freelancer per 
project, companies subscribe to an AI platform or pay a monthly fee for unlimited 
generations. This changes cost structures: content creation becomes an OPEX software 



cost rather than a per-project capital outlay. For instance, a marketing team might pay 
$500/month for an enterprise AI writing tool that outputs as much copy as they require, 
replacing what used to be $5,000 worth of freelance commissions. This subscription 
approach often yields a much lower per-unit cost when usage is high. Some AI content 
startups (e.g. Jasper for copywriting, Runway for video) operate on this model, and they 
aggressively price their services to be far cheaper than hiring human talent. The 
abundance of competition among AI tools also keeps prices low – many models 
(especially open-source ones) are available free or at minimal cloud cost. By early 2025, 
generative AI is essentially a commodity in terms of pricing: basic image generation and 
text generation are available for pennies or free, meaning the market price for those 
content types has inexorably been pulled toward those lows.

In summary, AI has triggered a deflationary effect on content service pricing. 
Content buyers have gained immense bargaining power – they know AI can produce 
something, even if imperfect, for a negligible cost, so they are unwilling to pay previous 
rates for standard creative work. Human creators either lower their prices, highlight 
value-add beyond AI, or pivot to consulting roles. We see this in real numbers: a freelance 
writing rate guide from the Philippines’ guild in 2024 explicitly noted the need to 
adjust rates downward due to AI competition (Why Hire Freelance Writers in the Age of 
AI? How Much Should You ...), and many content marketplaces saw average gig prices fall 
for categories like logo design and blog writing. Meanwhile, the cost savings for 
companies are very real: McKinsey’s 2023 State of AI report found 4% of companies 
reduced costs by >20% and another 10% reduced costs 10–19% after AI adoption (AI in 
Business: Enhancing Efficiency and Reducing Costs), much of that from automating 
content and communication tasks. These efficiency gains, detailed next, are directly tied 
to the new economics of generative AI – dramatically cheaper production yielding 
tangible savings on the bottom line.

Efficiency Gains and Cost Reductions  

Generative AI’s impact on efficiency is a core economic benefit driving its adoption. By 
automating large portions of content creation, AI allows organizations to produce more 
content with fewer resources, effectively raising productivity and cutting costs.
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Productivity Multipliers: Across industries, content teams have reported significant 
productivity improvements when integrating AI. Marketers, for example, can offload first-
draft writing to AI and focus only on editing and strategy. According to a Salesforce 
survey, marketers estimate generative AI saves them over 5 hours of work per week, 
which is more than a full work month per year in time savings (60% of Marketers Say 
Generative AI will Transform Their Role, But ...). Another study found that marketers 
using AI content generation saw about a 60% reduction in their workload for tasks 
like drafting copy and emails (Marketing Strategies and Content Creation: Generative AI's 
Role). In practical terms, what used to take a content marketer 10 hours might now take 4 
hours with AI assistance. This freed-up time can be reallocated to higher-level work 
(planning campaigns, creative strategy) or simply result in leaner teams handling the 
same output.

In publishing and journalism, AI tools help one editor manage what used to require a 
team. For instance, BuzzFeed noted it could produce dozens of AI-assisted quiz articles in 
the time it took to manually create one, enabling it to pump out more “content volume” 
even after cutting staff. Forbes and Insider – both of which faced layoffs – turned to AI to 
auto-generate simple news updates and finance reports, allowing remaining staff to focus 
on more complex stories. The result is often that a publication can maintain output levels 
despite having, say, 20% fewer writers. Some digital publishers openly said that AI was 
part of their plan to “do more with less” amid cost cuts (Understanding the real threat 
generative AI poses to our jobs).

Cost Savings: The efficiency translates directly into cost reductions. By late 2023, surveys 
showed 33% of businesses were using generative AI specifically to cut costs, and an 
additional 12% using it to create new revenue streams (like new AI-based products) (AI in 
Business: Enhancing Efficiency and Reducing Costs). Areas like customer service saw 
especially large savings by using AI to handle chats and emails, but content creation too 
contributed to cost cuts. In marketing/sales departments, about 20% of teams saw 10–
19% cost reductions after adopting AI, according to McKinsey (AI in Business: 
Enhancing Efficiency and Reducing Costs). A Bain analysis similarly found that 
combining process redesign with gen AI deployment can yield up to 25% cost savings for 
leading companies (Zero-Based Redesign: The Key to Realizing Gen AI's Cost Savings ...). 
The content creation process in companies – from advertising agencies to in-house 
content teams – has been re-engineered to require fewer billable hours. WPP’s generative 
AI content engine, for example, enables producing ad content in hours instead of weeks. 
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This not only brings in revenue faster but also reduces the need for costly reshoots or 
redesigns; WPP can pass some of those savings to clients (to stay competitive) while 
keeping more margin, effectively lowering costs industry-wide. Another concrete 
example: Associated Press (AP) began leveraging AI to draft news reports (particularly 
corporate earnings briefs and sports recaps), which helps their journalists cover more 
stories in less time (AI in Business: Enhancing Efficiency and Reducing Costs). AP has 
stated this use of AI allows their reporters to “save time on research and streamline 
repetitive tasks”, meaning they can either take on more stories or AP can manage with 
fewer stringers for routine coverage (AI in Business: Enhancing Efficiency and Reducing 
Costs). That is a cost efficiency gain in a very traditional industry.

Scale and Speed: Generative AI also delivers efficiency by enabling scale that wasn’t 
feasible before. An e-commerce company can generate unique product descriptions for 
100,000 items in multiple languages almost instantly with AI – something that would 
have taken a large human team and significant time. This has a qualitative economic 
effect: companies can expand their catalogs and marketing reach without linearly 
increasing content creation costs. Many small businesses have been able to scale up 
content marketing (blogging, social media) because AI handles the bulk of creation, 
essentially giving them a pseudo “content team” for minimal cost. The efficiency in speed 
– reducing turnaround times from days to minutes – also has value. Campaigns can go to 
market faster, more A/B tests can be run, and timely content (like trend-based posts) can 
be generated on the fly. This agility can lead to better business outcomes (more sales, 
faster response to market) which, while hard to quantify, is part of the economic rationale 
for generative AI. In the aggregate, faster content cycle times improve the productivity of 
marketing and media expenditures (getting more impact for the same spend).

Reduction in Wasted Effort: Another aspect of efficiency is reducing the amount of 
grunt work or iterations needed. Creative work often involves drafts and revisions. AI can 
generate 10 variations of an image or headline, from which a human can pick the best – 
saving the effort of manually crafting each variant. This means less labor spent on 
unsuccessful iterations. Design firms have noted that client feedback cycles are quicker 
when they can show AI mockups early, cutting down the overall project time. IBM 
famously cited that it was pausing hiring for certain back-office roles because it expected 
AI to handle those tasks – this included content-adjacent roles like HR report writing and 
basic marketing copy. They projected up to 7,800 jobs could be replaced by AI at IBM 
over time (roughly 30% of those roles) as a cost-saving measure (Is this the job where AI 
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technology cannot replace humans? Here's ...). While not immediate, it signals large 
companies foresee permanent efficiency gains (fewer employees needed) once AI is fully 
integrated into workflows.

One can also consider the unit cost of content. If a blog post took a writer 8 hours at 
$30/hour, that’s $240 labor cost per post. If AI enables that post to be produced in 2 hours 
of human time (editing prompts and polishing) at $30/hour plus maybe $1 of AI compute, 
the cost per post drops to ~$61. That’s a 75% cost reduction per piece. At scale, if a 
company produces 100 posts a month, that’s ~$17,900 saved monthly. Multiply such 
scenarios across types of content and across thousands of firms, and the macroeconomic 
efficiency gain is enormous. It’s important to note these are efficiency gains in production 
– whether companies reinvest those savings elsewhere (marketing more, lowering prices 
to consumers, or increasing profits) varies. But in pure production function terms, 
generative AI has significantly shifted the cost curve.

Realigning Human Effort: For the workers who remain in content creation roles, their 
effort is now leveraged more per output. Journalists who use AI to summarize data can 
spend their time on analysis and interviews, ideally improving content quality while 
maintaining quantity. Graphic designers using AI might focus on creative direction and 
let the AI handle tedious pixel pushing. In that sense, the efficiency improvements also 
have an opportunity cost benefit – human effort can be channeled to more value-add 
tasks. Some companies have repurposed staff rather than cut – e.g. a copywriter might 
now also manage AI content strategy or training data, effectively expanding their role 
without increasing headcount, which is an efficiency improvement for the firm.

Limits and Costs of AI: It should be acknowledged that AI itself incurs costs (compute, 
model training, etc.), but these costs at the usage level have consistently fallen and are 
borne by the AI providers at scale (and passed on as low fees to users). There’s also an 
efficiency consideration in quality – sometimes AI outputs need heavy fixing, which can 
eat into saved time. However, as models improved through 2023–2024 (e.g. GPT-4’s 
higher accuracy, Midjourney v5’s better realism), the need for rework dropped, further 
boosting net efficiency. By early 2025, many users trust AI to get things 80–90% right, 
requiring only minor human tweaks. That high “first-draft quality” is key to why the 
productivity gains have become so pronounced. For instance, a Stanford/MIT study in 
2023 found that customer support agents using generative AI were 35% more 
productive than those without, resolving issues faster – extrapolate similar gains to 
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content generation.

In summary, generative AI has sharply improved content production efficiency, 
allowing equal or greater output with significantly less time and money. Many firms 
report double-digit percentage reductions in content creation costs and time. This new 
efficiency frontier is a fundamental economic shift: content, once labor-intensive, is now 
capital- (or tech-) intensive with much higher output per worker. The caveat is that these 
efficiency gains often come hand-in-hand with workforce reductions – the same or 
greater output with fewer people is the very definition of higher productivity, but it 
means those “extra” workers are let go (as discussed in the jobs section). From a purely 
economic lens, industries affected by generative AI are seeing productivity growth that 
improves their cost structure and potentially their profitability (if revenues hold up). The 
content creation market is thus able to expand output without commensurate expansion 
in costs – a classic scenario of technological efficiency improving economic capacity.

Industry Consolidation and Business 
Disruptions

 

The generative AI wave has also led to significant industry shake-ups, including 
bankruptcies, mergers, acquisitions, and strategic alliances in the content creation 
domain. As economics shift, some companies have failed, others have consolidated, and 
new partnerships have formed to harness AI capabilities.

Bankruptcies and Downsizings: A number of content-oriented businesses couldn’t 
survive the rapid changes. One high-profile example is Vice Media, a digital media 
conglomerate that filed for bankruptcy in May 2023. Vice had long struggled with 
profitability, but the timing coincided with the AI content boom that made its model of 
paying human journalists even harder to sustain. Vice was bought out of bankruptcy by 
investors (including Soros Fund) for only $350 million (9 Shakeups In Digital Media 2023: 
Washington Post, Vox, Vice and More | Observer) – a fraction of its previous valuation. 
Post-sale, the new owners cut staff and reportedly leaned on content outsourcing firms 
that use AI to generate articles en masse (Understanding the real threat generative AI 
poses to our jobs), fundamentally changing Vice’s content production model. Similarly, 
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BuzzFeed shut down its news division in 2023 as advertising revenue fell; while the direct 
cause was broader industry economics, CEO Jonah Peretti explicitly said that integrating 
AI into content was part of the plan moving forward (BuzzFeed later used AI to create 
travel guides and quizzes at scale). Smaller digital outlets like Paper Magazine simply 
folded – Paper laid off its entire editorial staff in April 2023 due to ad declines (9 
Shakeups In Digital Media 2023: Washington Post, Vox, Vice and More | Observer), and it’s 
notable that a prospective buyer spoke of turning Paper into an “avant-garde agency” 
with new models (9 Shakeups In Digital Media 2023: Washington Post, Vox, Vice and More 
| Observer), likely hinting at more tech-driven content creation as the only viable path.

Traditional stock media companies faced turmoil too. Getty Images, as mentioned, first 
tried litigation (suing an AI company) but then had to pivot to an AI strategy to stay 
relevant, partnering with Nvidia on generative models. There hasn’t been an outright 
bankruptcy in stock agencies yet, but Shutterstock’s proactive alliance with OpenAI 
may have been what saved it from obsolescence – had they not done so, users might have 
abandoned it purely for external AI tools, which could have eventually sunk the company. 
In the freelance marketplace arena, some agencies that supplied commoditized content 
(like cheap article writing services, low-end graphic design shops) quietly went out of 
business as their clients switched to AI or to competitors using AI. For instance, certain 
offshore content firms in India and the Philippines saw contract volumes drop; those that 
did not upskill to offer AI-augmented services lost out to leaner rivals or simply shut 
down.

Mergers and Acquisitions: The period saw fewer large-scale mergers of content 
companies (likely because the industry was contracting), but it did see tech giants 
acquiring AI startups to bolster content offerings. An example is Amazon’s acquisition 
of Snackable AI (an audio content AI startup) in May 2023 (Top AI Acquisitions of 2023!) 
– Amazon integrated this AI tech to improve podcast discovery on Amazon Music (Top AI 
Acquisitions of 2023!). This reflects how big players grabbed niche generative AI firms to 
enhance their platforms instead of relying solely on internal development. In the design 
software space, Adobe acquired or internally developed key AI technologies (it acquired 
an AI-powered product mockup generator in 2022, for instance) to incorporate into 
Creative Cloud. On the media side, there was a notable trend of private equity firms 
buying distressed media companies and then infusing AI practices. Arena Group, which 
owns Sports Illustrated and other magazines, partnered with an AI content company 
(Jasper) to produce articles; this led to an embarrassing exposé in late 2023 about AI-
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written sports articles under fake author names, resulting in the firing of Sports 
Illustrated’s top execs (9 Shakeups In Digital Media 2023: Washington Post, Vox, Vice and 
...). Essentially, management churn and ownership changes occurred as companies tried 
(sometimes clumsily) to implement AI to cut costs.

We also saw consolidation in the AI tool sector itself, which indirectly affects content 
creation. For example, Unity (a game engine company) acquired an AI art startup in 2023 
to offer generative assets to game developers – consolidating a tool directly into a larger 
platform. While not a merger of content companies per se, it means content creators 
using Unity now get AI features from an integrated source rather than a separate startup. 
Another example: Canva, a graphic design unicorn, acquired Austrian AI visual startup 
Kaleido in 2023 (which had developed remove.bg and some generative features). This 
beefed up Canva’s one-stop-shop appeal, likely pulling more users away from freelance 
designers for simple tasks. Overall, larger firms in creative software/services scooped up 
AI capabilities, concentrating market power and leaving fewer independent AI tools by 
2025.

Partnerships and Alliances: Not all collaborations were via M&A – many took the form 
of partnerships. Shutterstock–OpenAI (announced Oct 2022) was one such symbiotic 
deal: OpenAI got training data and distribution, Shutterstock got to offer generative AI 
while setting up a fund to compensate artists for AI uses of their work (an attempt to 
quell unrest and legal concerns). OpenAI and Microsoft continued deepening their 
partnership, which indirectly affected content markets – Microsoft invested billions in 
OpenAI and integrated GPT-4 into Microsoft 365 Copilot in 2023, thus offering AI writing 
and design help to hundreds of millions of Office users. This partnership essentially put 
generative AI in the hands of corporations worldwide as part of existing software bundles, 
accelerating industry-wide adoption. In advertising, the WPP–Nvidia alliance (May 
2023) (WPP partners with NVIDIA to build generative AI enabled content ...) to develop 
an AI content engine is a notable example of a service firm teaming with a tech firm to 
consolidate an advantage. By building an AI platform together, WPP aims to lock in 
clients and outpace smaller agencies (some of which may not survive the transition). We 
can expect that agencies unable to invest similarly either merged with others or lost 
clients – effectively a consolidation of business toward those who embraced AI.
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Content Farm Consolidation: A subtler form of consolidation is the rise of large-scale 
AI content farms that have taken over contracts from many small freelancers or firms. 
Companies like Red Ventures (which owns CNET, Bankrate, and others) started 
employing AI to generate tons of SEO articles, reducing reliance on many individual 
writers. Red Ventures’ internal consolidation of sites and aggressive AI use caused an 
industry stir when CNET’s AI-written articles came to light (with plagiarism issues) 
(Focus: ChatGPT launches boom in AI-written e-books on Amazon | Reuters). In the 
aftermath, Red Ventures laid off some staff but continued using AI quietly. Similarly, a 
firm called Arena Group (mentioned with Sports Illustrated) also provides AI content to 
various publications. What’s happening is that instead of dozens of independent writers 
or small content agencies serving these publications, a single tech-oriented firm now 
handles large swathes of content production via AI – a consolidation of supply. This is 
economically efficient for the publishers (one contract, lower cost), but it concentrates 
the work (and revenue) to the AI content provider company.

Exits of Traditionalists: Some industry players chose to exit or pivot rather than 
compete in the AI-altered market. For instance, Getty Images initially tried to stay purely 
human-focused and found that untenable; by late 2023 Getty launched its Generative AI 
by Getty Images service (with a promise of legal-safe images) – essentially pivoting its 
business model. On the flip side, some boutique creative agencies that prided themselves 
on handcrafted content have either closed or refocused on niche high-end markets. We 
also saw the formation of new agencies specializing in AI-powered content creation, 
often started by laid-off creatives who saw an opportunity to consult for clients on how to 
use AI effectively. This is more a fragmentation than consolidation, but these new 
agencies often undercut traditional ones, hastening the decline of those that didn’t adapt.

Financial Market Reaction: Investors have clearly rewarded companies perceived as AI 
leaders and punished laggards, driving a sort of “survival of the fittest.” Adobe’s market 
cap rise (as mentioned) and the sharp fall of Chegg and Pearson stocks (Edtech Chegg 
tumbles as ChatGPT threat prompts revenue warning | Reuters) (Edtech Chegg tumbles as 
ChatGPT threat prompts revenue warning | Reuters) are examples. Even news of AI 
adoption (or lack thereof) moved markets. In February 2025, when Chinese firm 
DeepSeek’s model outperformed Western models, it sparked a $1T stock sell-off as 
investors feared Western tech companies’ moats were broken (DeepSeek rushes to launch 
new AI model as China goes all in | Reuters). This kind of volatility pressures companies 
to consolidate strengths – possibly leading to more M&A down the line (e.g. Western 
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firms investing in more AI R&D or acquiring upstarts to keep up).

In summary, the content creation landscape from 2022 to 2025 has been one of 
creative destruction and restructuring. Some legacy companies failed or shrank, new 
alliances formed to exploit AI, and power has shifted to those controlling AI technology 
or large-scale distribution of AI content. We see a consolidation of capability – many 
content functions now reside either inside tech platforms or a few big service providers, 
whereas previously work was distributed among countless individual creators or small 
vendors. This trend likely continues: the firms that mastered AI are absorbing market 
share, and those that haven’t either reinvent themselves, merge with others, or bow out.

Impact on Freelancers vs. Corporate Creators  

Generative AI’s economic impact has been felt differently by independent/freelance 
content creators versus corporate content teams and large companies. In many ways, 
freelancers and gig workers have borne the brunt of disruption, while corporations 
have largely benefited through cost savings – though some internal corporate creative 
roles are also at risk.

Freelancers Losing Ground: Freelance content creators – be they writers, graphic 
designers, illustrators, photographers, or musicians – have faced intense new competition 
from AI and downward pressure on their earnings. Many clients that used to hire 
freelancers for routine content now turn to AI tools or expect freelancers to charge much 
less if they are using AI. A 2024 survey by the UK Society of Authors captured this well: 
over a third of freelance illustrators and translators experienced income declines 
due to generative AI, and about 1 in 4 actually lost jobs (had contracts canceled or 
not renewed) as clients opted for AI alternatives (The Bookseller - News - A third of 
translators report losing work to generative AI systems, SoA survey reveals) (The 
Bookseller - News - A third of translators report losing work to generative AI systems, SoA 
survey reveals). Similarly, independent photographers report lost clients (30% saying so, 
as noted) because businesses that might have commissioned a shoot for, say, product 
photos or marketing imagery can generate acceptable images with AI (). On freelance 
marketplaces like Fiverr and Upwork, thousands of traditional gigs (e.g. “I will write you 
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an article for $50”) were undercut by new gigs (e.g. “I will use AI to write an article and 
edit it for $20”). By 2023, AI-related gigs on Fiverr surged – categories like AI image 
generation and AI content editing were among the fastest growing. This often came at the 
expense of classic gigs. Freelance illustrators watched their commission inquiries drop 
sharply as AI art became viral. Some noted that small businesses that used to request 
custom art or logos now simply use AI generators online. Indeed, illustrators have seen 
up to 50% drop in corporate client work (particularly for internal graphics that don’t 
face public scrutiny) (Understanding the real threat generative AI poses to our jobs). 
Freelance copywriters similarly faced clients saying “we had ChatGPT draft this, can you 
just edit it for a lower fee?” – shifting their role from writer to proofreader, often at a 
lower hourly rate.

Many freelancers have tried to adapt by adding AI to their toolkit. For example, 
freelance writers now advertise prompt engineering skills or offer to “supercharge” 
content with AI for speed. Those who successfully pivot can handle more projects 
concurrently (potentially maintaining income by volume even if per-piece pay is lower). 
But not all have managed; there is a skills and access gap. Some older or less tech-savvy 
freelancers lost business and struggled to find new clients if they didn’t embrace AI. The 
freelance workforce thus underwent a shakeout – those who adapted early kept busy 
(some even increased their business by catering to clients who want AI-generated content 
but need a human touch), whereas others saw their work dry up. Surveys by freelancing 
platforms indicate mixed outcomes: about 20% of freelancers reported income gains 
after adopting AI (by taking on more jobs) while a larger portion reported income 
stagnation or decline because clients expected cheaper rates.

Erosion of Entry-Level Opportunities: Freelancing often serves as an entry point for 
new creatives to build portfolios. AI threatens that ladder – why would a small business 
hire a novice designer for $100 when they can get a decent logo from an AI for $0 (and 
maybe refine it with a $10 template)? New writers used to cut their teeth on low-paid 
blogging gigs; many of those gigs are gone or pay extremely low now because AI can do 
first drafts. This means freelancers early in their career face a tougher market, potentially 
reducing the influx of new professionals and concentrating work among established, AI-
savvy freelancers. It’s an economic barrier being raised by technology.
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Corporate Teams and Employees: For corporate content creators (in-house graphic 
designers, copywriters, content marketers, etc.), the story is slightly different. Rather than 
immediately losing their jobs to gig economy effects, many found AI being introduced as 
a tool in their workflow, enabling them (or requiring them) to produce more with the 
same team. Corporations by and large didn’t fire all their creatives overnight – instead, 
they’re looking to re-skill and resize through attrition or targeted cuts. For instance, 
an in-house marketing team might not replace a departing copywriter and instead 
distribute work to remaining staff aided by AI. Or during a budget cut, they might lay off a 
few content roles and use AI to cover the gap. There have been notable layoffs of in-house 
staff attributed to AI efficiencies: IBM’s pause on hiring for content and back-office 
roles was one such example, anticipating AI would handle content drafting internally (Is 
this the job where AI technology cannot replace humans? Here's ...). Publishers like 
Insider and BuzzFeed let go editors and writers, explicitly stating plans to use AI to 
maintain output (BuzzFeed Layoffs Target Huffington Post Employees as AI Content 
Takes Over - TipRanks.com). In advertising agencies, junior art director and copywriter 
positions are fewer, as one experienced AI-augmented creative can do what a small team 
did before. That said, many companies are hesitant to fire all their human creatives 
because they still need oversight and original ideas – instead they repurpose them.

From the corporate perspective, their content teams’ output and efficiency have increased 
(as covered), so per unit of salary, they are getting more value. Some companies have 
rewarded employees proficient in AI or created new roles like “AI content strategist” 
internally – which can be a career boost for those who upskill. But those who didn’t adapt 
may find their roles more precarious. Net employment at corporates in content roles is 
trending downward, though not as dramatically as the freelance sector because many 
corporations still need a baseline of human oversight. Over 2023, numerous marketing 
departments reported that they were producing similar output with 20–30% smaller 
teams. For example, the Washington Post eliminated some editor roles in 2023 and 2024 as 
it invested in AI for editing assistance and automated news updates.

Opportunities for Freelancers: Interestingly, even as AI hurts many freelancers, it also 
created new freelance opportunities for those with technical slant. Businesses often 
seek outside help to implement AI in content workflows – e.g., hiring a freelance 
consultant to set up a GPT-based chatbot or to train staff on AI image generation. 
Upwork’s data showed a spike in hiring for skills like prompt engineering, NLP, and “AI 
content creation” in 2023 (Upwork Reveals Top 10 Generative AI-Related Skills and Hires 
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in 2023) (Upwork Reveals Top 10 Generative AI-Related Skills and Hires in 2023). These 
aren’t traditional creative jobs; they’re hybrid tech-creative roles. A savvy freelance 
writer might rebrand as an AI content editor and get contracts managing a company’s 
blog that’s mostly written by AI. In essence, some freelancers have transitioned to being 
the facilitators and quality controllers of AI content for clients, rather than being the sole 
creators. These freelancers often command good rates, as they save clients even more 
money by maximizing AI utility. So, while the average freelancer might be struggling, a 
subset who specialize in AI are doing quite well (often better than before, since they can 
serve more clients simultaneously). This widens the gap between high-end, highly skilled 
independents and low-end gig workers.

Corporate Gains: Corporations (and larger content firms) have clearly seen net gains – 
they reduce costs and turnaround times, and can redeploy budgets elsewhere. Many large 
companies have publicly touted that AI is boosting productivity. For instance, Telecom 
company BT in the UK said in 2023 it planned to use AI to cut 10,000 jobs by 2030 (in 
various functions), signaling expected massive cost savings. While that’s a future-looking 
statement, it encapsulates corporate sentiment: AI is a path to a leaner workforce and 
lower operating expenses. In content creation specifically, if a company can cut reliance 
on external agencies or freelancers by arming its remaining team with AI, it will do so.

Freelancer vs Corporate Dynamic: We thus have a situation where the bargaining 
power has shifted strongly toward content buyers (often corporations) and away from 
individual content sellers. Corporates can always point to AI alternatives during 
negotiations. Freelancers may find themselves having to collaborate and form micro-
agencies to offer more holistic services or to differentiate from “just AI.” Interestingly, 
some corporations reduced outsourcing in favor of doing things in-house with AI. For 
example, a company that might have outsourced graphic design to an agency could bring 
it in-house with a single designer plus AI tools. That means loss of business for the 
agency/freelancers, but a slight broadening of responsibility for the in-house designer 
(who is effectively augmented by AI).

There are also psychological effects: many freelancers fear the uncertainty that AI 
brings, whereas corporate employees might have some cushion (severance, redeployment, 
etc. if AI affects their role). Freelancers have voiced concerns that rates are being driven 
unsustainably low – an Artists&Clients survey found many artists saw clients demanding 
free modifications because “the AI can just fix it.” On the other hand, corporate 
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management is mostly optimistic, focusing on how AI makes their teams more efficient. 
This divergence means tension: freelancers push for recognition (some illustrators and 
writers have tried to campaign for labels or regulations on AI content to protect their 
value), while companies push forward utilizing AI to meet business goals.

Freelance Platforms Adapt: Platforms like Upwork and Fiverr themselves adapted by 
offering new categories (e.g. “ChatGPT services”) and even AI-powered matchmaking. 
They benefited from increased activity in AI gigs, but they also had to handle the 
oversupply of AI-generated content flooding their marketplaces (e.g. many Fiverr gigs 
started using AI, potentially lowering quality or differentiators). Some platforms 
introduced policies – for example, freelance writing forums discussed requiring disclosure 
if content is AI-generated, but enforcement is tricky. Economically, the platforms likely 
saw transaction volume go up (more, smaller gigs), but the average gig payout go down.

In summary, freelancers overall have faced revenue declines and greater 
competition, unless they pivoted to AI-enhanced services, whereas corporate content 
creation has become leaner and more efficient, often reducing external spending. The 
power imbalance has widened: big companies leverage AI to cut costs (including labor 
costs), and many individual creators have lost pricing power. However, those 
independents who can fill new niches (AI whisperers, editors, strategists) are finding 
opportunities. Over time, we might see the freelance market bifurcate – low-end 
commoditized content largely done by AI (with minimal human pay involved), versus 
high-end expert consulting around AI and creative strategy which still commands high 
fees. The middle-tier journeyman freelancer could become an endangered species in the 
content world as we knew it.

Visual Content Creation Industry Impact 
(Images, Design, Video)

 

The visual arts and design industry has been profoundly impacted by generative AI from 
late 2022 to 2025. This sector includes photography, illustration, graphic design for 
branding/marketing, and even the nascent area of AI-generated video. Economically, the 
story is one of massive creative output expansion but severe market disruption for 



professionals.

Stock Imagery and Photography: Generative image models (like Stable Diffusion, 
Midjourney, DALL·E) reached a level of quality that encroached on stock photography and 
simple photoshoots. As a result, companies and marketers dramatically reduced their 
spending on stock photos and freelance photographers for generic imagery. Why pay $500 
for a day of shooting or even $50 for a stock photo when an AI can produce a tailor-made 
image in seconds? This mentality took hold quickly. By 2024, marketing teams were 
generating custom images for blog posts, ads, and social media in-house using tools like 
Midjourney. The stock photography market, valued around $4–5 billion in 2022, still 
grew modestly to ~$5+ billion by 2025 (Photo Market Share, Size, Trends, Growth | 
Forecast 2032) ([Stock Images Market Size & Industry Analysis 2033]), but this growth 
was likely lower than it would have been without AI. Traditional stock providers adapted: 
Shutterstock’s integration of AI ensured it retained clients, albeit now earning from AI 
service rather than just photo licenses. They reported over 20 million AI image 
downloads within a year of launch (as an indicator of usage) and credited generative 
services with boosting revenue by $100M+ (How Shutterstock Integrated Gen AI Into Its 
Digital Stock Library - Business Insider). Meanwhile, contributors to stock sites 
(photographers) saw their royalties decrease because clients either used AI or because the 
agencies restructured payouts (Shutterstock set up an artist fund to compensate for AI 
training usage, but some photographers noted their earnings fell as traditional downloads 
declined). The Association of Photographers survey (UK) quantified the hit: an estimated 
£60 million lost from photographers’ sector revenue in 2024 due to AI () (). We can 
infer similar patterns globally – professional photography of “stock” subjects (like generic 
office scenes, landscapes for backgrounds, etc.) has been hollowed out. However, 
specialized photography (weddings, events, real estate, etc.) remained in demand – AI 
can’t (yet) replace capturing specific real-world moments. So those segments held stable, 
but they are a smaller portion of the overall imagery market.

Illustration and Graphic Design: This was arguably the most disrupted sub-sector. AI 
image generators meant that for the first time, laypersons could create illustrations without 
hiring an artist. Many businesses that needed vector art, icons, concept sketches, or 
stylized illustrations began doing so via AI. Graphic designers found clients expecting 
much faster turnaround and lower cost – often asking designers to use AI for initial drafts. 
As noted earlier, over a quarter of freelance illustrators lost work to AI (The 
Bookseller - News - A third of translators report losing work to generative AI systems, SoA 
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survey reveals). The concept art industry (for gaming, film, advertising mockups) also saw 
a shake-up: concept artists were often replaced or augmented by AI. Game studios could 
generate dozens of concept pieces and only have artists refine the best ones, reducing the 
number of artists needed. A Bloomberg report in 2023 highlighted how some game 
outsourcing companies in China were already laying off illustrators after clients started 
using AI for concept art to save money (some of those artists protested the use of AI 
trained on their portfolios – but setting ethics aside, the economic effect was fewer 
contracts). Graphic design for branding (like logos, brochures) faced the emergence of AI 
logo generators (e.g. Looka, Tailor Brands with AI) that charge maybe $30 for a logo vs a 
human designer’s $300+. Many startups and small businesses opted for these AI logo 
services to cut costs, which dented the freelance logo design market. However, high-end 
branding agencies still found clients – often bigger companies – willing to pay for human 
expertise in crafting a brand identity. Overall, the mid-market for illustration and 
design shrank, as clients either went DIY with AI for cheap/basic needs or paid top firms 
for strategic design that incorporates some AI anyway.

One interesting case: in late 2022, an artist won a fine art competition at the Colorado 
State Fair with an AI-generated piece (using Midjourney), stirring debate. This signaled 
that even the fine art world had to contend with AI art. Economically, AI art prints started 
selling online (on Etsy and ArtStation), often at lower prices than traditional art prints. 
Some consumers don’t mind if wall art is AI-created, as long as it looks good and is 
affordable. This created a new low-cost art segment but potentially siphoned some 
revenue from human artists selling prints. By 2025, numerous online art marketplaces 
have sections or significant presence of AI-generated art for sale. The collectible art 
market remains mostly human-centric (collectors pay premium for human touch and 
provenance), so high-end artists were less impacted, but emerging artists selling digital 
art found it tougher to compete with the flood of AI content.

Advertising and Marketing Visuals: Advertising agencies embraced AI for content 
production, especially for digital ads and personalized visuals. WPP’s deployment of an 
AI Content Engine meant they could serve their big clients with many more ad variations 
and targeted images without hiring more designers (WPP promises brands ‘exponentially 
more content’ with AI Production Studio | Marketing Dive) (WPP promises brands 
‘exponentially more content’ with AI Production Studio | Marketing Dive). This 
presumably gave WPP an edge in winning campaigns, potentially taking business from 
smaller agencies. Smaller agencies in turn started using tools like DALL·E and Stable 
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Diffusion themselves to keep up. In marketing, speed and volume often matter – AI 
allowed generating hundreds of ad banner variants to test, which is something previously 
impossible or cost-prohibitive. So the outcome is agencies and marketing departments 
producing far more visual assets (benefiting ad effectiveness perhaps), but employing 
fewer net human designers to do so.

Notably, some creative production companies merged or closed because of this new 
landscape. For example, a mid-size ad production studio known for quick turn-around 
graphic design might lose clients to agencies using AI internally. Such a company might 
either downsize drastically or get acquired by a larger agency looking for human talent to 
complement AI. We did see talent acquisition: big agencies hired AI specialists 
(sometimes bringing on whole teams from smaller studios).

Runway and Video Gen: The period also saw the dawn of AI-generated video and 
animation. Runway’s Gen-2 (released 2023) could create short video clips from text 
prompts. While the quality was rudimentary, it hinted at future disruption of video 
production (imagine generating a promo video without a shoot). By Feb 2025, AI video 
was not yet widespread in commercial use due to quality limits, but it was being used for 
small tasks like generating filler b-roll, backgrounds, or stylized effects, cutting 
some costs in video editing and VFX. Runway partnered with content creators and even 
Hollywood experiments (the Netflix short film “The Dog and The Boy” in early 2023 used 
AI for background art to reduce labor) – these early uses suggest that soon, storyboarding 
and even animatics in film/TV could be AI-assisted, reducing the work for junior 
animators and storyboard artists. Economic impact in video by 2025 is small (the video 
production industry is still largely human), but the trajectory is set for the next wave of 
disruption. Video editors started using AI tools (like Descript or Adobe’s AI features) to 
auto-generate captions, rough cuts, or effects, enabling faster turnaround and perhaps 
slightly leaner crews for simple projects.

Regional Notes (Visual): In the U.S. and Europe, the displacement of artists led to 
collective responses – e.g., unions of illustrators discussing new contracts, but since we’re 
focusing on economics, the key point is many individual artists saw income decline. In 
China, the visual AI boom led to a glut of AI-generated art on platforms like Bilibili and 
Weibo. Some Chinese gaming companies reportedly reduced outsourcing to art studios 
(often in places like Vietnam, which then felt the pinch). Emerging markets artists who 
used to get outsourced illustration work (from Western or Japanese clients) saw some of 



that dry up as clients tried AI or kept work in-house with AI. So the effect cascades 
globally: a freelancer in the Philippines might lose a contract because their client in 
America found an AI solution – a transfer of opportunity from a human in an emerging 
economy to a machine learning model mostly built in a developed economy (an 
interesting reversal of outsourcing).

On the flip side, AI lowered entry barriers for visual creativity in emerging markets. A 
small entrepreneur in Brazil can create professional-looking marketing visuals without 
hiring an expensive agency, possibly boosting their business. So there’s an empowering 
aspect – more entrepreneurs and SMEs in emerging economies can produce high-quality 
visuals (which might increase their revenues or presence) thanks to AI. That is a positive 
economic outcome at the small business level.

Overall Market Size (Visual): It’s tricky to measure because while volume of visual 
content exploded, the dollar value exchanged for it likely fell in many areas. The graphic 
design services market (valued in tens of billions globally) likely experienced slower 
growth or slight contraction in 2023–2024, except for firms who pivoted to consulting and 
strategy. The stock imagery segment may stagnate or only grow if it embraces AI. 
Interestingly, Statista forecasts still show growth for stock images to ~$7B by 2030 (Stock 
Images and Videos Market Size, Share, Trends And Growth ...), implying that perhaps the 
total usage of images is rising so much that even at lower unit prices, revenue can grow 
modestly. The AI imaging market itself was valued at only ~$350 million in 2023 (AI 
Image Generator Market Size And Share Report, 2030) (for the software/tools), but that 
doesn’t capture the consumer surplus of free open-source usage.

In summary, the visual content industry has seen a huge surge in content creation 
capacity and a democratization of image-making, but at the cost of significant income 
loss for professional visual creators and a reshuffling of how businesses obtain visual 
content. Traditional avenues (commissioned art, stock libraries) are partially replaced by 
AI generation, and the economics reflect much lower marginal costs per image. 
Companies that serve this industry have either embraced AI (to their benefit) or struggled 
if they relied solely on human craft. Long term, we may see fewer people employed as 
commercial artists, even as visual content proliferates more than ever.

https://straitsresearch.com/report/stock-images-and-videos-market#:~:text=,a%20CAGR%20of%206
https://www.grandviewresearch.com/industry-analysis/artificial-intelligence-ai-image-generator-market-report#:~:text=2030%20www,from%202024%20to%202030


Text Content Creation Industry Impact (Writing 
& Publishing)

 

The text-based content creation industry – spanning journalism, blogging, marketing 
copy, technical writing, and even book publishing – has been upended by generative AI’s 
prowess in language. This period might be remembered as a watershed moment in how 
written content is produced and valued.

Journalism and News Media: Perhaps no sector garnered more attention in this context 
than journalism. As discussed, many news organizations experimented with AI-written 
articles. The economics driving this were clear: AI could churn out basic news pieces 
(financial reports, sports recaps, weather updates) instantly and cheaply. Outlets like 
CNET quietly deployed an AI to write dozens of SEO-oriented articles in late 2022 (saving 
on freelance contributors), until errors were discovered (Focus: ChatGPT launches boom 
in AI-written e-books on Amazon | Reuters). After public backlash, they paused, but the 
parent company Red Ventures continued to develop AI content capabilities. Other 
publishers followed – BuzzFeed announced in Jan 2023 it would use AI for shareable 
content (its stock jumped on the news). By 2024, BuzzFeed was using AI to generate a lot 
of travel guides and quiz content, allowing it to scale content output even as it cut staff. 
The resultant job cuts in journalism were significant: at least 3,000 media jobs lost in 
North America in 2023 (Over 500 journalists were laid off in January 2024 alone - 
POLITICO), and BuzzFeed News and VICE News Tonight were outright shuttered. Not all 
these layoffs were due to AI, but AI exacerbated the financial crunch – when revenue is 
down, having AI as a cheaper production method made layoffs easier to justify. For 
remaining journalists, AI became a double-edged tool: some used it to help research or 
draft (increasing their output), but they also had to compete with AI content volume and 
ensure their work provided added value.

Local news and trade publications, which often have tight budgets, started leveraging AI 
for basic reporting. For example, a Canadian outlet began using an AI to write up local 
sports game summaries to free up reporters for feature stories. This saved money 
(stringer fees) but also meant those stringers lost gigs. Economically, if small papers can 
cover the same ground with AI, they might not hire as many interns or freelancers. That’s 
a loss of entry-level opportunities in journalism.

https://www.reuters.com/technology/chatgpt-launches-boom-ai-written-e-books-amazon-2023-02-21/#:~:text=The%20rapid%20consumer%20adoption%20of,demonstrating%20an%20integration%20with%20ChatGPT
https://www.politico.com/news/2024/02/01/journalism-layoffs-00138517#:~:text=Over%20500%20journalists%20were%20laid,%E2%80%94%20the%20highest%20annual


Blogging and Content Marketing: The marketing and SEO content world embraced AI 
very rapidly. By mid-2023, it was estimated that the majority of online content like blog 
posts and website copy had at least passed through an AI at some stage. A often-cited 
prediction (perhaps hyperbolic but directionally interesting) said “90% of online content 
may be AI-generated by 2025.” While 90% might be high, certainly AI has flooded the web 
with articles. Companies that maintain blogs for marketing found they could pump out 
far more posts using tools like Jasper, Copy.ai, or directly ChatGPT. This increased the 
supply of content dramatically, which in turn lowered the value of each individual article 
(content commoditization). SEO agencies started offering AI-augmented content services 
at lower prices than traditional content writing. The freelance writers who used to make a 
living with corporate blogging saw many clients either cancel contracts or reduce rates, as 
they opted for an AI + editor approach.

On the flip side, the volume of marketing content grew – many businesses that 
couldn’t afford regular blogging before now do it with AI. So digital marketing agencies 
that pivoted to AI could actually handle more clients and possibly increase their 
aggregate revenue even while charging each client less. It’s quantity over price. Some 
agencies reported content output for clients jumped 3-5x with AI, which could justify 
retaining their fees if performance (web traffic, leads) also improved. So the content 
marketing industry’s total output and possibly overall spend might not have dropped; it’s 
just spent differently (on tech and strategy vs labor).

There’s a noted phenomenon of “AI content farms.” Websites sprung up that are 
essentially fully AI-generated content around specific niches (product reviews, how-to 
guides, etc.), monetized by ads or affiliate links. These can be run at minimal cost by a 
single operator with AI, whereas previously one might hire multiple writers. Some of 
these sites scaled massively, potentially earning decent ad revenue and stealing share from 
more human-curated sites. For example, certain niche blogs that had paid contributors 
found themselves outranked in Google by newcomers who spammed hundreds of AI 
articles quickly. Google initially indicated it would penalize low-quality AI content, but by 
2024 its search results still showed plenty of AI-written pages. So economically, 
independent human writers running blogs saw tougher competition and possibly 
traffic/revenue declines due to the AI content deluge.



Books and Publishing: The book industry had a startling development: a boom in AI-
authored e-books. By February 2023 there were over 200 Kindle e-books on Amazon 
listing ChatGPT as a co-author (Focus: ChatGPT launches boom in AI-written e-books 
on Amazon | Reuters), and that was just within two months of ChatGPT’s release. By 2024, 
that number grew into the thousands (though many authors do not disclose AI help, 
making it hard to track) (Focus: ChatGPT launches boom in AI-written e-books on 
Amazon | Reuters). Entrepreneurs started using AI to create short novels, children’s 
books, or self-help books at virtually no cost, selling them for a few dollars each. This 
flood of content creates competition for human authors, particularly in self-publishing. 
Some experienced self-published authors noticed a glut of low-quality e-books saturating 
genres like romance and sci-fi, which could drive down overall sales or make discovery 
harder. Established authors and publishers still have brand and marketing on their side, 
but the long tail of authors faces a market now overflowing with cheap AI-produced titles. 
Economically, the value of the average e-book may decline with so much free/cheap 
content available (supply far outstrips demand). Kindle Unlimited was reportedly 
inundated with AI-generated books gaming the system, which Amazon had to start 
moderating (AI-generated books of nonsense are all over Amazon's bestseller lists). The 
publishing industry reacted cautiously – some publishers are using AI internally (for 
example, to draft developmental edits or write jacket copy), but few admit to publishing 
AI-written novels under their imprints (there’s reputational risk). However, in educational 
publishing, AI is being used to generate practice questions, summaries, and even first 
drafts of textbook sections, which could streamline those processes and possibly reduce 
the need for some editorial freelancers.

Copywriting and Corporate Communications: Corporate communications (press 
releases, internal reports, etc.) started to be drafted by AI, with oversight. PR agencies can 
produce more press releases faster using AI templates, which might reduce billable hours 
or allow them to take more clients with the same staff. Some large consulting firms built 
internal tools with GPT-4 to auto-generate research summaries and client reports – tasks 
that entry-level analysts or technical writers did before. This improves those firms’ 
efficiency (they can deliver reports quicker, or cut down junior staff). For external 
copywriting services, such as advertising copy or product descriptions, many clients 
pulled simple work in-house using AI. For instance, e-commerce companies that used to 
outsource product description writing to agencies switched to AI generation integrated 
into their CMS, cutting that outsourcing spend (some estimates say AI could save large 
retailers millions by automating product copy). Thus agencies offering those services 

https://www.reuters.com/technology/chatgpt-launches-boom-ai-written-e-books-amazon-2023-02-21/#:~:text=There%20were%20over%20200%20e,ChatGPT%2C%20written%20entirely%20by%20ChatGPT
https://www.reuters.com/technology/chatgpt-launches-boom-ai-written-e-books-amazon-2023-02-21/#:~:text=But%20due%20to%20the%20nature,may%20be%20written%20by%20AI
https://www.reddit.com/r/ChatGPT/comments/14n258i/aigenerated_books_of_nonsense_are_all_over/#:~:text=AI,of%20these%20books%20were%20nonsense


either pivoted (offering more creative, strategic copy instead of basic descriptive copy) or 
lost business.

Academic and Education Content: A unique angle: AI has impacted homework and 
student content generation, which indirectly hits companies like Chegg (as we saw, 
Chegg’s revenue warning due to ChatGPT hammered its stock (Edtech Chegg tumbles as 
ChatGPT threat prompts revenue warning | Reuters)). If students use AI to get answers, 
they may not subscribe to Chegg’s Q&A service. Likewise, textbook publishers worry that 
their end-of-chapter questions and solutions manuals might become less valuable if AI 
can generate answers or even interactive tutoring. In response, some educational content 
providers are incorporating AI themselves (e.g., Pearson working on AI tutor integrations) 
– a sign of consolidating around AI. Tutoring and essay-checking services face similar 
pressure: why pay for a human tutor for basic queries when an AI chatbot can help? Some 
tutoring firms reported a decline in simple Q&A sessions, though they pivot to higher-
value coaching. Overall, the education content support market is in flux – possibly 
shrinking for conventional providers and expanding for AI-driven platforms.

Quality and Trust Effects: One reason this economic shift hasn’t completely eliminated 
human writers is the issue of quality and trust. AI can spew misinformation or generic 
prose, so organizations that care about brand reputation still rely on skilled writers and 
editors to refine content. This means high-end writing (investigative journalism, thought 
leadership pieces, literary writing) retains value. For example, while BuzzFeed automates 
quizzes, The New York Times emphasizes original reporting – indeed, the Times and other 
top outlets explicitly banned reporters from using AI to write articles, focusing on the 
value of human journalism. Their subscriber revenues seem unaffected or even growing, 
suggesting that distinctive human content can maintain a premium (NYT added 
subscribers in 2023, partly due to trust in their journalism). So economically, there’s a 
bifurcation: commodity text content (news rewrites, generic blogs, filler content) is now 
dirt cheap and often AI-made, whereas high-quality content can still command 
readership and revenue (though even top journalists might use AI as a tool). That said, 
even top outlets might use AI invisibly for things like translation, transcription, or 
helping to personalize newsletters, quietly improving their efficiency.

https://www.reuters.com/markets/us/edtech-chegg-slumps-revenue-warning-chatgpt-threatens-growth-2023-05-02/#:~:text=May%202%20(Reuters)%20,1%20billion%20in%20market%20valuation


Overall Market Trends (Text): The volume of textual content on the internet grew 
exponentially with AI, but the monetary value per unit of content likely fell. Advertisers 
pay for eyeballs, and if AI content attracts eyeballs more cheaply, then the cost of content 
production for those eyeballs goes down. We have seen some companies – Insider, Forbes, 
etc. – go through layoffs and restructuring in response to digital media economics (not 
solely AI, but AI is part of the landscape of over-supply of content). Press Gazette tallied 
at least 8,000 journalism job cuts in the UK and North America in 2023 (Journalism 
industry job cuts 2024 tracked in up-to-date list), reflecting an industry adapting to new 
realities. On the flip side, entirely new content services have sprung up (e.g. personalized 
content newsletters created by AI, or AI-driven news aggregation sites), capturing some 
of the value and perhaps hiring people in AI supervision roles. The technical writing 
industry within software saw AI assist in creating documentation (some open-source 
projects now rely on AI to draft docs), making tech writers more productive but possibly 
reducing freelance technical writing gigs.

Notable Consolidations (Text): In 2024, Arena Group (which licenses brands like 
Sports Illustrated) acquired a company called TheMaven that had AI content tech, 
consolidating their shift to cheaper content. Also, G/O Media, which bought sites like 
Gizmodo and Quartz, reportedly experimented with AI articles (G/O Media is PE-owned, 
aiming to cut costs). If those experiments succeed, we may see more mergers where 
owners combine multiple content sites and use a central AI system to produce content 
across them, cutting out redundant editorial teams – effectively consolidating many 
publications’ content creation into one AI-driven operation.

In summary, the text content creation industry is now a landscape of high volume, low-
cost AI-generated material dominating the bottom end and routine content, while 
human expertise concentrates at the premium end (investigative journalism, 
insightful analysis, creative writing). The economic value is shifting accordingly: 
advertisers and companies will pay for effectiveness and reach (which AI content can 
deliver cheaply), and only niche audiences or premium segments pay for the truly human 
element. Traditional publishers and content creators have had to reinvent their models or 
team up with tech firms (e.g., the Associated Press’s deal with OpenAI to share content 
and explore AI uses in news, struck in mid-2023, is a collaborative consolidation 
approach). The next couple of years will likely bring even more realignment as the full 
effects play out, but as of Feb 2025, it’s clear that writing as a profession is undergoing a 
radical economic transformation.

https://pressgazette.co.uk/publishers/journalism-job-cuts-2024/#:~:text=Journalism%20industry%20job%20cuts%202024,and%20North%20America%20in%202023


Audio Content Creation Industry Impact (Music 
& Audio)

 

Generative AI’s influence on audio – music composition, sound design, and voice – is an 
emerging but rapidly growing story. From 2022 to early 2025, AI went from a novelty in 
music to producing a significant share of audio content, with broad economic 
implications for musicians, composers, and voice artists.

AI-Generated Music: AI music generators (like OpenAI’s Jukebox, Google’s MusicLM, 
and startups like Boomy, Amper, AIVA) have made it possible to create songs or 
background scores with little to no human input. By 2023, these tools were being used to 
generate royalty-free background music for videos, games, and commercials at a fraction 
of the cost of human composers. The startup Boomy is a prime example – it enabled users 
to create songs in minutes and upload them to streaming platforms. As of May 2023, 
Boomy’s users had created over 14.4 million songs (AI music app Boomy has created 
14.4m tracks to date. Spotify just deleted a bunch of its uploads after detecting ‘stream 
manipulation’. - Music Business Worldwide), which is astonishing considering that’s 
roughly 14% of all tracks available on Spotify at that time. While many of these AI tracks 
are simple or low quality, some found an audience or were used as production music. 
Economically, this means content creators (YouTubers, podcasters, small game devs) who 
used to license stock music or commission bespoke tracks could now get music essentially 
for free (or a small subscription fee). This saves them money but in turn reduces revenue 
for human composers and stock music libraries. A freelance composer who might 
have sold 100 background tracks a month could see declining sales as clients shift to 
auto-generated music. The production music industry (worth over $1 billion globally) is 
beginning to contract or at least face pricing pressure for generic tracks. Audio content 
marketplaces (like Epidemic Sound, Artlist) responded by incorporating AI tools or 
offering larger catalogs at lower prices to compete with “infinite” AI music supply.

Major music rights organizations took note. A joint study by GEMA (Germany) and 
SACEM (France) in 2024 estimated the global generative AI music market at $300 
million in 2023, projected to grow to $3+ billion by 2028 (GEMA and Sacem study claims 
AI music will be $3bn market by 2028 - Music Ally). That $300M includes revenue from AI 
music startups and presumably the economic value of AI-created music. This is already 

https://www.musicbusinessworldwide.com/ai-music-app-boomy-spotify-stream-manipulation/#:~:text=AI%20music%20app%20Boomy%20has,uploads%20after%20detecting%20%E2%80%98stream%20manipulation%E2%80%99
https://musically.com/2024/01/31/gema-and-sacem-study-claims-ai-music-will-be-3bn-market-by-2028/#:~:text=The%20study%20also%20makes%20some,more%20than%20%243bn%20by%202028


about 8% of the overall generative AI market (GEMA and Sacem study claims AI music 
will be $3bn market by 2028 - Music Ally). If AI music hits even a fraction of that $3B 
projection by 2025, it will have majorly eaten into human composers’ market share. Early 
signs: some stock music composers reported 2023 as a down year for licensing income, 
blaming both market saturation and AI competition. In one survey, 71% of musicians 
expressed fear that AI could prevent them from making a living (GEMA and Sacem 
study claims AI music will be $3bn market by 2028 - Music Ally) (GEMA and Sacem study 
claims AI music will be $3bn market by 2028 - Music Ally). This fear isn’t unfounded – we 
saw incidents like an AI-generated “fake Drake” song going viral in 2023 (though 
commercially suppressed due to copyright), demonstrating that even pop music creation 
might be within AI’s reach soon. Music labels like Universal began lobbying for 
regulations but also exploring ways to use AI: e.g., considering releasing authorized AI-
generated songs using their artists’ voices (a potential new revenue stream, where the 
label pays the artist and takes a cut for AI-generated songs).

Musicians’ Job Market: For working musicians and composers, AI poses threats to 
certain gigs. Commissioned work for corporate jingles, podcast intro music, video game 
ambient tracks, etc., can now sometimes be done with AI. Independent game developers 
who might hire a $500-per-minute composer can try an AI service for a small fee or use 
free AI loops – possibly reducing gigs for entry-level media composers. However, high-
end film and TV scoring remains largely untouched as of 2025 (Hans Zimmer isn’t losing 
work to AI yet, as the nuance and stakeholder trust in humans is still there). Live 
performance music is unaffected by AI creation (people still want human performers), but 
recorded production music is where the hit is felt. The library music sector (which 
supplies background tracks for TV, ads, etc.) might see consolidation – libraries 
incorporating AI to pump out more tracks with leaner staff, or some going out of business 
if they rely solely on human-created catalogs that become less in demand. For example, 
anecdotally, some TV production units started using AI tools to create quick temp tracks, 
sometimes even using them in final cut for minor pieces, saving on licensing fees.

There is also the angle of new opportunities: AI has enabled musicians to experiment 
and produce content more quickly. Some artists use AI to generate ideas or even entire 
drafts of songs that they then refine. This could potentially increase their output (maybe 
releasing more music and monetizing more, assuming audience interest). But it also 
means a deluge of content – e.g., amateur musicians flooding SoundCloud with AI-
assisted tracks – which can oversaturate the market and drive streaming royalties (already 

https://musically.com/2024/01/31/gema-and-sacem-study-claims-ai-music-will-be-3bn-market-by-2028/#:~:text=The%20study%20also%20makes%20some,more%20than%20%243bn%20by%202028
https://musically.com/2024/01/31/gema-and-sacem-study-claims-ai-music-will-be-3bn-market-by-2028/#:~:text=potential%20opportunities%2C%20for%20example
https://musically.com/2024/01/31/gema-and-sacem-study-claims-ai-music-will-be-3bn-market-by-2028/#:~:text=71,a%20living%20from%20their%20work%E2%80%9D


tiny per stream) even lower for the average musician.

Voice and Narration: AI voice synthesis saw a breakthrough around 2023 with models 
that can closely mimic human voices given a few samples (e.g. ElevenLabs, Microsoft’s 
Custom Neural Voice). This technology started being used in content creation for 
voiceovers, narration, and dubbing. By 2024, Apple had quietly launched AI-narrated 
audiobooks for certain genres to reduce audiobook production costs (human narrators can 
be costly). Google’s WaveNet voices were used in some YouTube videos as narration 
instead of hiring voice actors. The economic effect: voice actors, especially for routine 
jobs (like corporate training videos, telephony systems, basic audiobooks), 
experienced a drop in demand. Companies that used to budget say $1,000 for a narrator 
for an e-learning module might now use an AI voice for perhaps $100 in service fees. 
That’s a 90% cost reduction. The voice acting community raised alarms; in 2023, voice 
actors’ unions pushed for contractual protections against unauthorized voice cloning. But 
many smaller non-union projects switched to AI voices to save money. Upwork saw an 
uptick in jobs for “AI voice tuning” or “deepfake voice editing” – a new niche where 
freelancers help configure AI voices for clients, again implying traditional voice recording 
jobs were being supplanted. Some voice actors started licensing their own voices to AI 
companies for residual income, effectively consolidating a segment of voice work into AI 
platforms (one actor’s voice model could serve hundreds of clients simultaneously – great 
scaling for the platform, less so for the number of actors needed).

Audiobooks and Podcasting: The audiobook industry (valued ~$5 billion globally) could 
drastically cut costs with AI narration. As mentioned, Apple and maybe Amazon (Kindle) 
are pursuing this. If a significant portion of new audiobooks are AI-narrated, that’s fewer 
gigs for voice actors and studios. However, some listeners prefer human narration, so 
premium/high-profile titles will still use humans. In podcasting, a few podcasts 
experimented with AI-generated episodes or AI guest voices. There’s also the concept of 
personalized AI voices (like Spotify’s AI DJ feature introduced in 2023 that uses a 
synthetic voice to present songs to users). These new features enhance user experience at 
little marginal cost, possibly increasing user engagement (which has revenue implications 
in streaming services). But again, that’s a job a human radio DJ or curator might have 
done in the past (albeit at a much smaller scale per person). So one AI DJ can serve 
millions of users – an ultimate consolidation of that role.



Sound design and Foley: AI is starting to generate sound effects and sound design 
elements. Need the sound of an alien spaceship? Instead of hiring a sound designer or 
buying a library, one could use an AI model to generate novel sounds. Companies like 
Adobe and Dolby are looking into AI for sound mixing and cleanup (Adobe Podcast AI for 
noise removal, etc., already helps post-production, reducing hours needed from sound 
engineers for cleanup tasks). So while not as publicized, even in sound engineering, AI is 
improving efficiency (less billable time for tedious tasks, perhaps lowering freelance 
audio engineer income on those tasks, but also enabling them to focus on creative 
mixing).

New Revenue and Markets: On the positive side, new content forms and markets are 
emerging. AI-generated music has opened up user-generated content in music on a huge 
scale – people who aren’t musicians can create tracks for fun or small commercial use. 
Some AI music platforms share royalties with users if their AI songs get streamed (Boomy 
had a system where “creators” of songs get a portion of streaming revenue). This is a new 
kind of micro-income for hobbyists, although the amounts are tiny per person since most 
AI songs have minimal listens. Also, established artists found they could use AI to create 
derivative works or interactive musical experiences to engage fans (some musicians 
released AI remix tools to let fans make their own versions). These don’t always directly 
bring in money, but they can drive fan interest which then translates to concert tickets or 
merchandise sales – an indirect economic benefit for those embracing AI.

Industry Response: The traditional music industry (record labels, etc.) initially resisted 
(notably taking down AI deepfake songs of their artists). But by late 2023, they signaled 
an intent to participate – exploring licensing artist likeness for AI songs legally. If that 
takes off, labels might monetize AI-generated tracks (imagine an AI-generated “Frank 
Sinatra sings today’s hits” album – which could sell, with licensing fees to Sinatra’s 
estate). That creates a new revenue stream, albeit not one that employs more artists, 
rather one that exploits existing IP. This hints at consolidation of content creation around 
those who own large catalogs and rights – they can generate “new” content from old 
assets via AI.

For voice, companies that have large voice libraries (like film studios or game studios with 
many voice recordings) could train custom AI voices – reducing future hiring. Some voice 
actors are trying to negotiate to be paid for such usage. There’s a lot of legal/ethical 
debate, but economically, if a studio can generate thousands of lines of dialogue by AI 



using a past actor’s voice (with or without permission), they save potentially tens of 
thousands of dollars on hiring voice actors in the future.

Overall Market Outlook (Audio): The global recorded music market (songs) is still mostly 
human and was growing (it hit ~$26B in 2022 thanks to streaming). AI hasn’t hurt 
mainstream music consumption – if anything, it may have boosted it by creating viral 
moments (like the fake Drake song caused more streaming of the real Drake out of 
curiosity). But it is starting to eat into the production music and music creation software 
markets. The latter (music creation tools) is now seeing a shift: people might spend on AI 
music generators instead of traditional DAWs or sample packs. The audio software market 
sees incumbents like Ableton, Logic adding AI-assisted features to not lose customers.

We also saw cost savings in audio similar to other areas. One study by a tech firm found 
companies using AI for customer service calls reduced cost per contact by 25% ([100+ 
Generative AI Statistics January 2025] - Master of Code Global) (some of that involves AI 
voices handling calls instead of call center staff, which is adjacent to content creation in 
voice). And IBM’s stat of 30% labor reduction in certain functions likely includes things 
like making audio transcripts via AI instead of manual transcription (saving time and 
money for media companies doing interviews, etc.).

In conclusion, while the audio content creation industry is a bit behind text and image in 
terms of immediate disruption (because music and voice involve more subjective quality 
and intellectual property concerns), the period Nov 2022–Feb 2025 has already shown 
clear economic shifts. The cost to obtain music and voice content is coming down fast, 
large volumes of AI audio are being produced, and many audio professionals – especially 
those in commoditized areas like stock music composition, entry-level voice acting, and 
basic sound editing – are experiencing reduced opportunities or rates. At the same time, 
entirely new audio content (AI-driven) is being created and monetized in creative ways, 
and companies are investing in AI audio capabilities as a strategic move (often 
consolidating those capabilities in-house or in partnerships). The music and audio 
industry, traditionally very human, is starting to see a redistribution of who (or what) 
creates content and who profits from it, much like the visual and text domains.

https://masterofcode.com/blog/generative-ai-statistics#:~:text=100%2B%20Generative%20AI%20Statistics%20,drop%20for%20those%20applying


Conclusion  

From November 2022 to February 2025, generative AI transformed the economics of 
content creation across the globe. In virtually every content domain – visual, textual, 
audio – productivity has skyrocketed and costs have plummeted, unleashing an 
unprecedented volume of AI-generated material. Companies and content buyers are the 
clear near-term winners: they can get content faster and cheaper, often with acceptable 
quality, leading to tangible cost savings (10–30% reductions in many cases) and efficiency 
gains (output per creator up 2×–5× in various workflows). Entire markets have expanded 
in output (e.g. the quantity of marketing content or music available), and new revenue 
streams have opened around AI tools and services. Major AI developers and early-
adopting firms have captured billions in new value – as seen in OpenAI’s revenue surge 
(ChatGPT maker OpenAI's revenue is skyrocketing - Quartz), Shutterstock’s AI-related 
earnings (How Shutterstock Integrated Gen AI Into Its Digital Stock Library - Business 
Insider), and WPP winning business with AI at the core (WPP promises brands 
‘exponentially more content’ with AI Production Studio | Marketing Dive). At a macro 
level, generative AI contributed to productivity growth in content-heavy industries, 
potentially boosting their profitability or allowing reallocation of resources to other 
investments.

However, these gains come with significant redistribution and disruption. Traditional 
content creators – journalists, designers, illustrators, photographers, musicians, voice 
actors – have experienced job losses, income reduction, and heightened competition from 
machines. Surveys and data show substantial portions of creative freelancers losing work 
to AI (20–30+% in some fields) (The Bookseller - News - A third of translators report 
losing work to generative AI systems, SoA survey reveals) (). The market value of routine 
content has been driven sharply downward, pressuring many content creation businesses 
to consolidate or close. We saw high-profile media bankruptcies and layoffs (Vice, 
BuzzFeed News, etc.), partly attributable to an environment where content became 
cheaper to produce but also harder to monetize amid content oversupply. Pricing for 
content services underwent deflation: clients now pay a fraction for tasks like 
copywriting or simple design, or they expect far more output for the same fees. Mergers 
and partnerships became strategic necessities – content platforms paired up with AI 
labs, and agencies with tech firms, to stay competitive, effectively concentrating 
innovation and market power in fewer hands.

https://qz.com/sam-altman-openai-annualized-revenue-triples-skyrockets-1851538234#:~:text=ChatGPT%20maker%20OpenAI's%20revenue%20is,4%20billion%2C%20the%20outlet%20said
https://www.businessinsider.com/shutterstock-integrated-gen-ai-stock-digital-photo-video-content-service-2024-12#:~:text=Courtesy%20of%20Shutterstock
https://www.marketingdive.com/news/wpp-production-studio-nvidia-generative-ai-cannes-lions/719620/#:~:text=WPP%20is%20making%20generative%20artificial,Courtesy%20of%20WPP
https://www.thebookseller.com/news/a-third-of-translators-report-losing-work-to-generative-ai-systems-soa-survey-reveals#:~:text=A%20survey%20of%20787%20members,fiction%20writers


The impact varies by region but is universally felt. The U.S. and Europe saw their creative 
labor markets most affected, given higher labor costs provided strong incentives to 
automate. China’s generative AI push, exemplified by DeepSeek, showed that the 
phenomenon is not Western-only – Chinese companies are also cutting content 
production costs and even exporting disruption back to global markets (DeepSeek rushes 
to launch new AI model as China goes all in | Reuters). Emerging economies face a 
paradox: on one hand, AI empowers their small businesses and creators to produce world-
class content without large budgets; on the other, it threatens the outsourcing model that 
provided creative work to many in those regions. A freelancer in Manila or Nairobi now 
might lose a contract to an AI just as a freelancer in New York or London would. Thus, the 
economic shifts—efficiency gains but labor displacement—transcend borders.

Across industries, a common pattern emerged: generative AI took over the low-end, 
repetitive, or fast-turnaround content jobs, while humans moved toward higher-end, 
creative, and supervisory roles. In visual art, AI handles concept drafts and stock images, 
with humans focusing on bespoke art and creative direction. In writing, AI writes the first 
draft or basic explainer, with humans providing investigative depth, personal voice, or 
editing. In audio, AI generates background music and voices for simple content, while 
human musicians and actors concentrate on complex, expressive performances. The 
economic value is therefore shifting – the baseline content is cheap or free (and often 
abundant), whereas truly original or expert content (or the curation of AI content) retains 
or even increases in value due to its relative scarcity and differentiation.

The net effect on employment is nuanced. Many traditional roles are diminished, but new 
roles (AI prompt engineers, AI content strategists, data curators, etc.) are being created. 
Still, these new jobs are fewer than those lost, at least in the short run, meaning a net 
reduction in creative employment and a need for reskilling. Younger or lower-skilled 
content workers face a tougher outlook, while those who can harness AI to amplify their 
work may thrive. Notably, much of the financial benefit of AI so far accrues to companies 
(higher margins from labor savings) and AI providers, rather than individual creators, 
unless those creators are at the top of their field or quick to adapt.

Market size and revenue overall: The total spending on content creation might remain 
similar or even grow (as companies reinvest savings into producing more content or into 
other areas like distribution). But that spending is now split – a portion goes to AI 
software subscriptions and compute, and less goes to paying human creators directly. 

https://www.reuters.com/technology/artificial-intelligence/deepseek-rushes-launch-new-ai-model-china-goes-all-2025-02-25/#:~:text=The%20Chinese%20startup%20triggered%20a,that%20outperformed%20many%20Western%20competitors


Some markets like stock media or freelance services likely saw revenue declines by 2024, 
while the generative AI sector saw multi-billion dollar growth, offsetting it on a macro 
level. Essentially, dollars are shifting from millions of creative individuals and a plethora 
of small agencies toward a smaller number of AI tech firms and the enterprises deploying 
AI at scale.

For freelancers and small creators, these years have been challenging – many have had to 
cut prices, find new niches, or bow out. For corporations and content platforms, it’s been 
largely opportunistic – a chance to do more with less and outpace competitors. For 
consumers and end-users, the upside is more content available often at lower cost (or 
free) – e.g. more blog articles to read, more music tracks to choose from, cheaper designs 
for a small business, etc. The downside for consumers is potential quality issues or 
devaluation of human creativity, but economically they are getting a lot of content value 
for little money.

In conclusion, generative AI between late 2022 and early 2025 has significantly 
reshaped the content creation market’s economics: expanding supply, lowering 
costs, shifting revenues, and forcing the industry to reorganize. Companies that 
embraced AI have increased their productivity and sometimes their market share, while 
many content creators have had to reinvent their careers. The market has not collapsed – 
in fact, it’s brimming with more content than ever – but the traditional revenue models 
and labor models are being upended. Going forward, we can expect further consolidation 
(as weaker players fold and strong AI-enabled ones dominate), continued job role 
evolution, and perhaps new monetization models (e.g. content verified as human-made 
might become a premium product). The past two years were just the beginning of this 
transformation, and stakeholders across the content ecosystem are now recalibrating to 
find where the sustainable value for humans will lie in this AI-pervasive era.
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