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NOTICE
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This whitepaper’s purpose is to bring clarity to a complex
and evolving topic—the video and content production
supply chain—in the era of AI transformation. In the
process of developing this paper, Winterberry Group
surveyed more than 250 decision-makers at brands
across the US and UK and conducted in-depth interviews
with dozens of industry experts and influencers in the
creative production and content creation market .
The result is an evidence-based examination of the
current-state and developing changes within the creative
production and content creation landscape given the
continued growth of machine learning and the newly
accessible and potentially transformative impact of
generative AI, how each phase of the content lifecycle
is being impacted and where the market is headed.
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EXECUTIVE
             
SUMMARY
)
Creative and content production is in the midst of an evolution,driven by changing
consumption patterns,the proliferation of digital media channels,the growth of
video-centric advertising,elevated consumer expectations for relevancy and the
democratization of content creation.The pace of evolution is accelerating rapidly as     the use cases for artificial intelligence(AI)-including machine learning and generative AI-continue to expand across the creative and content lifecycle.



There are significant obstacles to these advancements,however,
as organizations grapple with siloed scopes of work and
decision-making,a fragmented content creation landscape  and the inherent risks in utilizing generative AI,including:
■Regulatory   uncertainty
■Lack of clarity in cost and resource intensiveness
■Potential   bias
■Limited trust in Al-generated content
■Variability in quality and consistency
These challenges will be overcome by brands and agencies
through a combination of organizational change management,a   structured approach to testing and expanding the use of AI and   through leveraging the right internal and external resources who can provide creative production and content creation strategy,
governance,data and insights.
Brands are shifting budgets to meet customers where they  are,focusing on the video-centric content they increasingly engage with.According to media spend forecasts,spending will  continue to follow consumers as theirattention migrates across    inearand digital media channels.The downstream impact is that the design,execution and management of creative and content
production spending must evolve,supporting demand across an expanding range of channels,platforms and formats.
The new production paradigm requires a more holistic
approach to planning and design,challenging historical models and silos.Brands and agencies must now consider
where the content will run and who the audience is,along with the creative concepting,before incorporating brand strategy,
brand guidelines,any necessary mandates and overall return on investment.This forward looking view will require integration   across silos,with involvement from media planning,(audience) analytics and data and production to complement creative
and strategy.
While machine learning(ML)has been entrenched in
marketing foryears as part ofactivation,optimization and measurement,generative AI (GenAI)is the next innovation frontier .While only recently widely accessible,many brands and agencies are utilizing some form of generative AI in their creative and content production efforts today,particularly on the earlier    stages of the process supporting research distillation and concept ideation,creative and content creation,directors treat ments,
pre-activation versioning,reformatting and testing.
GenAI will be the primary driver ofautomation and
efficiency,particularly on repetitive tasks such as coding
and versioning.GenAI fosters faster cycle times,accelerates  time to concept and speed of content creation while delivering



on personalization and high volume adaptation,versioning and
reformatting to support the range of campaigns,channels and platforms being utilized.It can also be utilized in
post-production,visual and audio effects,saving valuable time in the process.
Despite regulatory uncertainty and an increasingly visible carbon impact,marketers are going to rapidlyaccelerate    their investments across AI use cases.However,as
demonstrated throughout 2023,theyare going to manage the risk carefully. Brands and agencies must take a structured approach to testing and expanding AI use against specific use
cases,setting KPIs and milestones to measure progress and adjusting or expanding to ensure they don't fall behind the
market,impact sustainability goals or subject their brands to negative media risks.
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While it remains unclear how and when the regulatory
environment surrounding AI usage will evolve,it will take time—likely  2-3  years-to  resolve.Consequently,rules,
regulations and potentially case law will likely vary across geographies and states.To minimize the risk of bias,
misalignment with brand guidelines and mandates,
inconsistency or variable quality,human intervention
for inspiration,review and validation is essential.
Managing  thegrowing  complexity  in  the  content  creation
landscape   requires    a    measurement-driven   approach    and unbiased,third-party   production   support. Data-driven
insights and benchmarks will support strategy,execution and measurement across the content lifecycle,and brands and
agencies must leverage the wide array of production data available beyond costs,including asset use and re-use,frequency,longevity
and wear down,cycle times,speed-to-delivery and adherence to brand and corporate guidelines and mandates such as
sustainability and diversity,equity and inclusion (DE&I).
According to a recent survey of over 250 enterprise and
middle-market marketing and agency executives responsible
for creative and content production,88%of brands are leveraging a combination of in-house resources and independent,third-
party production and content lifecycle management advisors


(PCLMAs)to help optimize budgets,validate and coordinate the right partners,negotiate fees,define ways of working,
provide transparency and governance and deliver critical insights,benchmarks  and recommendations to  support    continuous improvement across the creative production   and content creation landscape.!
GenAIcannot-and    will    not-replace    creativity.While
GenAI can create efficiencies and support creative concepting
by drawing insights from historical content and trend data to
generate suggestions,human creativity is essential to ensure
authenticity,deliver genuinely new concepts,curate and validate GenAI outputs and avoid biased or nor-compliant concepts.
Global spend on creative production and content creation
is  expected  to  growrapidly,reaching$144.1  billion  in  2026, almost  doubling  from$73.5 billion  spentin 2020.The long
term question—and the opportunity-is how to best leverage that investment effectively,efficiently and sustainably as AI solutions   evolve and spend is continuously reallocated.
Brands and agencies must plan for and manage more complex pro- ductions as desired channels,platforms and formats become more fragmented across a wider range of creators inside and outside of   traditional agency models.
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 (
INTRODUCTION
)
As consumers have migrated from traditional media to digital channels over the past decade, advertising has followed suit.“Cord-cutting” has become commonplace,
particularly in the US, with an explosion of streaming options available. Consumers are spending more and more time online—at home, at work and elsewhere as
phones continue to get “smarter . ”



Social media use continues to expand as Meta (via Facebook and Instagram) and TikTok provide more engaging, video-centric
content, while YouTube drives continued growth in online video viewership. Marketers and agencies have shifted media budgets   to meet consumers where they are, while shifting advertising
budgets to meet them how they want—through digital video and content.
Not only are these driving forces changing the marketing
landscape at large, but they are directly influencing the
production process and the content supply chain. These market dynamics have added complexity throughout the creative and    content production lifecycle, ranging from who needs to be
involved (and when) to demand from brands for greater
transparency and oversight of the process (and partners) to the need for more granular measurement and insights across their   entire marketing investment. This evolving paradigm is further impacted by a pivotal inflection point driven by transformative  advances in AI.


 (
There has been
 
a
 
clear
 
decrease
in linear video,
 
as well as a shift
 
in
consumer behavior around vid
eo
viewing and sharing [through] social
and digital video. These flagship
TV campaigns aren’t d
riving the same
cultural change and sales they used to
 
.
)
– Executive Director at Global Content, Data and Media Agency
Media consumption has changed dramatically over time—both  expanding and fragmenting from traditional channels like print and linear TV to a growing number of digital options that are
increasingly video-led. Today, American consumers spend almost eight hours per day with digital media, over 60% more than the


	
FIGURE 1 – TIME SPENT PER DAY WITH DIGITAL VERSUS
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 (
2020-2024E (percent of total)
’20-’24E
Media
Spend
CAGR:
49%
54%
60%
+12.7%
Digital
Video*
-11.6%
Linear
 
TV
**
51%
46%
40%
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39%
) (
63%
) (
61
%
) (
37%
) (
To support consumer
 
viewing habit
s and market demand,
advertising continues to shift toward
 
video from the largely
static
 
world it once inhabited, and as s
uch the options for
 
video 
advertising across connected 
TV, online
 
video and social media
 
continue to expand. This digital expansion,
 
while opening new
  
avenues for advertisin
g, has also injected complexity into the
production process. There is growing demand
 for higher
 
volume,
 
shorter cycle times, gr
eater flexibility in format and re-use
potential. The days of
 
producing big budget TV ads separately
 
from digital creative and content are
 in the past—today’s
marketers and agencies are developi
ng, producing and
delivering creative and content to reach audiences 
across channels
 
and platforms and suppor
t use cases across the full marketing
funnel from brand awareness to downstream performance.
To meet these demands, marketers are i
ncreasing investment
in
 
video and digital content production,
 
with global spending
expected
 
to
 
reach
 $121.2 
billion
 
by
 2024, 
growing
 
at
 
a
 
compound
 
annual
 
rate
 
of
 13.3% 
from
 $73.5 
billion
 
in
 2020. 
Notably
, 
the
US is anticipated to contribute approxi
mately 47% of
 
this total
 
spending
, 
amounting
 
to
 $56.8 
billion
.
)



time invested in traditional media formats each day. This is in
stark contrast to ten years ago when consumers spent roughly
80% more time on traditional media.² And when it comes to video media, linear TV viewership is in decline as consumers spend
more time watching video content across social media, connected TV and other digital media. Consumers have gone from almost
exclusively watching long form, full episode player (FEP) content on linear TV to a mixture ofFEP, branded content and short form video across digital channels.


To meet the customer where they are, brands are
strategically redirecting media spending toward digital
channels, anticipating the ongoing decline of linear TV
viewership. Digital video, on the other hand, is experiencing substantial growth, projected to reach 63% of total video-     driven media spending in 2024, up from 39% in 2020.
As viewers watch more and more video content digitally, media buyers have greater ability to deliver personalized experiences for these audiences.




FIGURE 2 – US MEDIA SPEND ON DIGITAL VIDEO VS. LINEAR TV

 (
2020                   2021 
                  2022                   2023                   2024E
)
Source: Winter  erry Group (2023)
*Digital video includes social video, online video, and CTV, **Linear TV includes addressa  le



	

78.2%
OF MARKETERS PRODUCE VIDEO
AND CONTENT PRIMARILY FOR DIGITAL
MEDIA CHANNELS, WITH ONLY
15.9% PRODUCING PRIMARILY
FOR LINEAR TV


2. STATISTA (2023)
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FIGURE 3-GLOBAL VIDEO AND DIGITAL CONTENT PRO DUCTION SPEND
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These  marked   shifts  in  consumption,media  and  format
	
mutually  exclusive.Brands  are  adapting  to  this  evolution  by

	are  reshaping  how  brands   approach  the  planning,management
	emphasizing  asset  lifecycle  management  for  maximized  re-use

	and  measurement  of  creativeand  content  development.A
	and   longevity,committing   to   sustainability   and   diversity,equity,

	convergence  between  creative  production  and  content  creation
	and  inclusion,and  embracing  the  rapid  advancements  in  the

	is becoming  more  apparent  with  the  proliferation  of digital
	creative  development  and  production  landscape  propelled  by

	media channels and as use cases for creative and content begin to  overlap,challenging  historical  views  of  these  efforts  as
	expanded  accessibility  and  capabilities  in  AI.
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 (
UNDERSTANDING            THE            
 NEW             CONTENT            PRODUCTION             PARADIGM
)

As  content  production  has  evolved,brands  are  making  changes  to  who  is  involved
(and  when),how  the  process  is  managed  (and  via  which  partners)and  what  is  being  measured  to  ensure  continuous  improvement,increased  ROI  and  compliance  with  key brand  guidelines  and  mandates.



Traditionally,creative   and   media   operated
in  siloes,particularly  since  the  rise  of
programmatic   media.Creative    and
strategy  teams   conceptualized   and
delivered  content,which  was  then  passed to  media  for  activation  and  optimization.
The growing demand for creative and
content  that  can  be  used  and  re-used
to  find  audiences  and  individuals  across channels    and    platforms-while
maximizing   engagement   on   each-
requires  a  more holistic  approach  to
planning  and  design.Brands  and  agencies must  now  take  into  consideration  where
the  content  will  run,who  the  audience  is and  the  creative  concepting  before  tying all  three  back  to  brand   strategy,brand
guidelines  and  any  necessary  mandates
such  as  sustainability  and  diversity,
equity  and  inclusion  (DE&I).This  means incorporating  input  beyond   creative  and  strategy-namely   media    and   audience.
This  new  paradigm  also  requires
consideration up  front  for  how  the
production process will deliver on all of
the  above.Incorporating  a  production  and content   lifecycle   management


advisor  (PCLMA)in  the  early  stages  of the
planning process  can  help  ensure  effective execution.Many       brands,however,have
not  yet  made  these  changes—somelack
the necessary clean data to help provide a  complete,cross-functional  view   and  many simply  struggle with the magnitude of
change  management  required  to  evolve an organization out of siloed decision-   making.The  combined  impact  of  these challenges can be seen clearly in the
budgeting  process,where  brands  have struggled to evolve to a more strategic approach  that  addresses  the  growing
complexity in the needs of the business.
Higher  volume,more  complex  production directives  also  demand  more  granular
process  management  than  the  simpler campaigns  of the  past.With  a  wider
range  of  agencies,partners  and  vendors involved,along  with  a  sharp  increase  in the number of assets being produced,
marketers  are  seeking  greater  transparency and closer oversight to ensure all
necessary workflows  and  steps  are
completed  efficiently  and  effectively.
Brands  are  prioritizing  partners  who  can


	
81%
OF     MARKETERS     ARE
WORKING       WITH       TWO
OR       MORE       PRODUCTION PARTNERS,WITH             12.7%
WORKING          WITH
SIX    OR    MORE


improve  speed of delivery and reduce
cycle  times  while  maintaining  a  coherent creative  vision.In  fact,in  the  same
survey  of  enterprise  and  middle-market   marketing   and   agency   executives,almost half of respondents cited speed of
execution  as  a  top  three  consideration for  selecting  production   agencies
and   partners.3
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49.6%
OF RESPONDENTS CITE SPEED OF
EXECUTION AS TOP CONSIDERATION
WHEN SELECTING A
PRODUCTION PARTNER


As brands demand more from their creative and content
budgets to navigate a multi-channel, multi-platform and
multi-format landscape, production measurement and insights have become increasingly critical to understand and improve


efficiency and effectiveness. Brands need to know the true cost of an asset to ultimately understand the value, including hard
costs such as fees for agencies and partners or costs of talent
and locations but also soft costs in the form of time spent on
creative and strategy, added cycle times throughout the process, approval delays and other inefficiencies. Brands must also gauge how well partners and vendors adhere to brand and production   guidelines outlined in the planning phase to mitigate brand risk  and ensure key performance indicators (KPIs) are achieved.
As brands continue to evolve and make commitments to
sustainability and diversity, equity and inclusion (DE&I),
capturing, measuring and reporting on relevant metrics will
help brands fulfill these promises. While brands continue to
pursue media optimization, they are increasingly focused on
creative optimization, which requires a better understanding of  whether assets deliver on creative expectations. Asset lifecycle    management has provided a more granular way to determine the true value of a creative asset, leveraging insights on how and
when creative and content assets are used or re-used, where and for how long.



FIGURE 4 – CREATIVE PRODUCTION AND CONTENT CREATION LIFECYCLE
	
PHASE
	
PLANNING
	PROCESS MANAGEMENT & GOVERNANCE
	
MEASUREMENT

	Definition
	The production planning    phase provides a strategic roadmap for a project that clearly defines the metrics of success. It outlines
in detail what will be
achieved throughout the production process,
by whom, when, on
which channels, and
at what cost .
It includes key information such as the overarching
strategy and approach,
project overview, creative concept, budget,
production strategy,
brand and production
guidelines and agreed
upon deliverables
	Production process management and governance is the execution  and coordination of resources,     personnel, and schedules to
ensure successful completion from concept to delivery.
It requires oversight into bidding and awarding, production
meetings, content creation,
contracts, licensing and asset
management, and involves
considerable risk mitigation,
ensures the production approach and strategy align to creative
intention and ensures optimal  value is achieved via objective, unbiased governance over
the ecosystem
	Production measurement
provides understanding
into production strategy
effectiveness and needs for optimization, the cost and
value of each asset produced throughout the content
lifecycle and the productivity of partners involved.
It includes an assessment of
creative and production
partners to ensure delivery
in a cost-effective, efficient
and timely manner and an
evaluation of whether or not they delivered produced
content that achieves creative expectations, corporate and   brand guidelines, marketer
KPIs and other relevant
mandates (e.g.,sustainability, DE&I,etc.)




	Functional
Roles at
Brands or
Agencies
Involved
	•   Creative
•  Strategy
•  Data/Audience
•  Media/Delivery
•  Production and Content Lifecycle Management   Advisor
	•   Creative
•  Production partners/ agencies
•  Other resource partners/ agencies (talent, music,   etc.)
•  Production and Content Lifecycle Management   Advisor
	•   Creative
•  Strategy
•  Marketing Operations
•   Procurement
•  Production and Content Lifecycle Management   Advisor


Sources: Winter  erry Group (2023); Gi    s, Jillian. The Marketer’s Guide to Creative Production (2023)
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PRODUCTION
 
IN
 
THE
 
ERA
 
OF
 
ARTIFICIAL
 
INTELLIGENCE
)
As the content lifecycle evolves to support shifting market dynamics,AI,in the form of machine  learning  and-more  recently-generative  AI,is  dramatically  reshaping  the
process      once      again.



Generative AI (GenAl)is a broad term
describing AI techniques that can generate new content.It utilizes deep learning,
neural networks and machine learning
to learn patterns from training data and create unique outputs.GenAI has only
recently become widely accessible but has quickly become the most talked about
innovation in recent years,with most
marketers and agencies beginning to
explore the myriad use cases GenAI can support.Despite  widespread  interest
and  exploration  ofgenerative  AI,most
companies have not yet established basic usage guidelines for the tools.
Within the TV and digital video creative and content production lifecycle,GenAI currently has the largest impact on the


earlier stages of the process,supporting concept ideation,faster creative and
content      creation,pre-activation
versioning   and   reformatting.While   GenAI
can support creative concepting by
drawing insights from historical content and trend data to generate suggestions,
human creativity is essential to deliver
genuinely new concepts,curate and
validate GenAI outputs and avoid biased or non-compliant concepts.GenAI's
ability to rapidly generate high volumes
of content supports faster cycle times
and accelerates speed to concept or brief. Before activation,GenAI can also be
leveraged to support creative and content versioning and reformatting to support
the  range  of  campaigns,channels  and platforms  being  utilized.


	
62.7%
OF    MARKETERS
ARE  CURRENTLY
LEVERAGING   SOME   FORM OF  GENERATIVE  AI  TO
SUPPORT    CREATIVE DEVELOPMENT
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