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Welcome to Adobe’s 2023 Digital Trends – Media 
and Entertainment in Focus report. Now in its 
13th year, our annual global survey, produced 
in collaboration with Econsultancy, continues 
to be a constant in the customer experience 
landscape. And as today’s digital economy 
evolves, driving growth for businesses worldwide, 
this much is clear—cutting-edge technologies 
are empowering individuals, transforming 
businesses, and connecting people more than 
ever. Above all, dynamic customer expectations 
continue to dominate the conversation.
 
We’ve charted a course through this shifting 
digital economy to help businesses uncover 
opportunity by delivering experiences that 
connect on a personal level. Against geopolitical 
and economic uncertainty, our study has found 
that businesses continue to make tough choices. 
They’re re-evaluating what matters most, making 
strategic investments to set up for future 
success while striving to deliver experiences that 
dazzle their customers.
 
As we look to the future one thing is apparent— 
as customers continue to raise the bar for 
great experiences, it will be critical for M&E 
businesses to respond with creativity. They’ll 
need to find ways to quickly solve both the 
problems of their businesses and of their 
customers. Above all, they’ll need to imagine 
creative ways to inspire their teams, boost 
efficiency, and improve the workstream. All by 
aligning their people, processes, and technology.
 
In short, the word of the year is creativity. As 
Adobe CEO Shantanu Narayen recently declared, 
“Everyone is creative and has the right to share 
their story.” And you can help make that a reality.
 

Foreword

Denise Colella, Vice President, Head of Digital 
Strategy Group – Media & Financial Services | Adobe

With nearly half (46%) of M&E 
senior executives focused on 
evolving their business models to 
drive retention and boost the value 
of their customer relationships, 
think of this as a chance to stop 
and take stock for a moment.

With nearly half (46%) of M&E senior executives 
focused on evolving their business models 
to drive retention and boost the value of their 
customer relationships, think of this as a chance 
to pause for a moment. Take stock of your 
situation, get creative, and chart the course ahead 
for long-term growth in the digital economy.
 
By evaluating the state of your business, you’ll 
begin to identify current challenges. In turn, this 
will help you understand whether increased 
automation and improved workflow solutions can 
help overcome friction in the delivery process and 
meet customer expectations across channels.
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Tellingly, our survey found that 42% of M&E 
executives feel that a lack of time to be creative 
is holding their business back, with more than a 
quarter (27%) attributing this to workflow issues. 
This underscores significant opportunities to 
speed up asset deployment, automate execution, 
use data to personalize content, and track 
insights. After all, as Shantanu pointed out, 
“At the heart of every great experience is an 
emotional connection. Great content plays a big 
part in making that happen.”
 
You may also find that it’s time to reimagine 
your data relationships. Our survey showed that 
although many organizations are able to collect 
data, their ability to immediately enhance that 
data with human insight—and then turn it into 
meaningful interactions—is a work in progress.
 
While our survey revealed that M&E marketing 
and CX professionals are looking beyond 
transactional data and tapping into sources that 
give them a more ‘human’ dimension, few are 
taking advantage of secondary partner data to 
shape content and experiences (15%). Given the 
heavily partnership-based nature of the industry, 
this is an open opportunity.
 
The findings also clarified the value of unified 
platforms in enabling organizations to seize new 
opportunities from the digital economy through 
relevant, consistent interactions bursting with 
value. Indeed, leading organizations outperforming 
the M&E sector in 2022 were almost 50% more 
likely to have a unifying platform than those who 
just matched or underperformed.
 

We believe it’s time to embrace the spirit of 
discovery. Success in the new frontier of 
experience won’t come to those who lift and shift 
existing ideas and techniques into a different 
space. Those able to deliver business growth 
through customer-centric experiences will 
be the ones that dare to reimagine how they 
operate. Only by combining creativity with strong 
experiences and meaningful connection will 
brands be able to stand out, amaze customers 
and keep them coming back.

Denise Colella, 
Vice President, Head of Digital Strategy Group – 
Media & Financial Services | Adobe

Our survey showed that although 
many organizations are able 
to collect data, their ability to 
immediately enhance that data 
with human insight—and then turn 
it into meaningful interactions—is 
a work in progress.
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Retention over acquisition
 
As most media and entertainment (M&E) 
marketing and CX executives (86%) expect 
economic conditions to significantly impact their 
revenue growth, customer retention becomes 
increasingly important. To secure ongoing 
customer loyalty, M&E brands are looking at ways 
of enhancing their offering, with 83% stating that 
they expect to develop and launch new products or 
services to reduce churn. The changes companies 
are making look set to have a major impact on their 
business, with nearly half (46%) saying that they 
are evolving their model to encourage retention or 
improve the value of their customer relationship.
 

Build customer value
 
While added extras on existing products are 
attractive, they and the communications around 
them must be closely tailored to customers’ needs 
if they’re to feel valued enough to stay. More 
than half (55%) say innovation will be key to this, 
while the number of M&E executives prioritizing 
personalization leapt a significant 18 percentage 
points over 2022. 
 
Initiatives that are able to precisely understand 
and anticipate customer needs will be important, 
but executives have to be cognizant of the sort of 
environment they are in. Pricing packages don’t 
make consumers’ hearts beat faster – ‘wow’ 
experiences do. With only 22% of executives 
able to offer omnichannel personalization based 
on customer behavior patterns and previous 
interactions, there is still a lot of work to be done 
to achieve this. 
 

Executive Summary
Similarly, brands need to recognize the changing 
nature of their audience. Gen Z, in particular, is 
influencing how M&E brands should engage. There 
is a move away from mainstream channels to 
more exciting and unique social media platforms 
and methods of interaction. Unsurprisingly, more 
than three-quarters of M&E marketing and CX 
executives will be prioritizing social media, while 
63% will also be looking at video sharing and 
streaming sites. 

 
Turn data into revenue
 
The M&E sector does not lack customer data and 
it is making progress in using it to shape content 
and experiences. The level of sophistication 
in that data is also increasing, with 41% using 
sentiment analysis in 2023 compared to only 30% 
in 2022. However, the use of secondary partner or 
sponsor data is still in its infancy with only 15% of 
respondents saying they employ it. This represents 
an opportunity that is currently being missed. 
 
Creating market-beating experiences around 
brands is one way to draw consumers into 
interacting more deeply and thus helping 
organizations gain more contextual information 
that could be used to improve personalization and 
retention. It can also boost the company’s ability to 
understand customer sentiments, behaviors and 
preferences, based on first-party data collection, 
something which 55% of M&E executives identify 
as their most pressing challenge when it comes 
to monetizing data. As ad-supported formats 
become key revenue drivers for many M&E brands 
going forward, the ability to collect, manage and 
deploy customer data across multiple channels 
will be vital. 
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Create time to create
 
Time to be creative is clearly necessary to deliver 
great CX but organizations are struggling, with 
42% saying that a lack of time to be creative 
isn’t just frustrating, it’s actively holding their 
businesses back. More than a quarter (27%) 
attribute this to workflow issues, while fewer than 
half (44%) of M&E marketing and CX executives 
can claim they’re either ‘good’ or ‘very good’ at 
delivering content by deploying assets quickly and 
automating execution.
 
M&E companies that outperformed their sector 
in 2022 were nearly 55% more likely to have a 
unifying platform than those that had either merely 
kept pace with or underperformed their peers 
(64% of leaders versus 43% of mainstream). With 
so many data inputs used to create and service 
content and experiences in real-time, working 
without a unified platform is a showstopper. A 
single platform is the foundation for building solid, 
scalable, and integrated CX .

M&E companies that outperformed 
their sector in 2022 were nearly 
55% more likely to have a unifying 
platform than those that had 
either merely kept pace with or 
underperformed their peers.
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1a. M&E brands re-focus on retention 
and lifetime value

Media and Entertainment (M&E) brands have taken 
center stage over the past decade. As linear TV 
was disrupted by a couple of significant players – 
first by Netflix and later by Amazon Prime TV – the 
disruptors soon found themselves disrupted. The 
streaming environment has exploded with a vast 
range of suppliers as well as having to compete for 
attention with social platforms such as streaming 
giant YouTube, and relative newcomer TikTok, 
particularly among the younger generation. 

As a result, incumbents are finding their offerings 
diluted – Netflix notably saw the loss of its big 
draw Marvel content to Disney Plus – and the 
trend in subscriber numbers is going into reverse. 
Across 2022, Netflix lost around one million 
subscribers1, and AMC was forced to lay off 
20% of its staff2. Netflix halted the decline to a 
certain degree, adding 7.66 million subscribers, 
and beating expectations at the end of 2022. 
However, its leadership admits that curbing 
password sharing may contribute to another dip 
in 20233. Despite this, our survey respondents are 
still planning to bet big on streaming:

“We are hoping the Video and Streaming Markets 
perform well in 2023. We are closing our Print and 
Ebook departments to transition to 3D content and 
Short Video Entertainment.” – Board level, Media 
and Entertainment, Broadcaster or streaming 
provider, Publisher (digital or offline), TV or studio 
content creator, North America

It’s not only an increasingly crowded market that’s 
to blame. According to our research, 86% of M&E 
marketing and CX executives expect economic 
conditions to significantly impact revenue growth. 
Subscriptions to entertainment services are often 

Retention Over Acquisition
the first to be cut in a cost-of-living squeeze, with 
fintech companies actively helping consumers to 
identify and trim unwanted subscriptions or lapsed 
free trials from their bank accounts4.

Most households now have at least one streaming 
subscription, meaning acquisition is an expensive 
fight to attract customers away from rivals. During 
challenging economic times, it makes sense to 
focus on keeping the customers already attained. 
Most M&E executives are therefore prioritizing 
ways to make sure they retain customers rather 
than looking to acquisition to drive revenue (61%, 
see Figure 1, below).

1 https://www.bbc.co.uk/news/business-62226912
2 https://www.axios.com/2023/01/02/tv-streaming-profits-disney-paramount-nfl
3 https://gamerant.com/netflix-password-sharing-crackdown-subscribers-loss/
4 https://blog.revolut.com/take-control-of-your-subscriptions/

FIGURE 1

Expectations and priorities for M&E executives 
in 2023

Sample Size = 138

of M&E brands expect 
economic conditions 
to significantly impact 

revenue growth. 

say audience/subscriber 
lifetime value will take 

priority over new 
customer acquisition. 

will change business 
models and cost 

structures to drive 
revenue growth. 

will be developing and 
launching new products 

and/or services to 
reduce churn. 

86% 61%

81% 83%
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For many M&E brands, the core offer on its own 
is no longer enough to guarantee brand loyalty, 
and 83% of M&E marketing and CX professionals 
will be developing and launching new products 
or services to reduce churn. A recent report from 
EY5, the consulting firm, identified bundling as a 
key retention tactic and predicted that companies 
will move from soft bundling (offering a package 
of products to consumers at a discounted rate) to 
hard bundling, where customers are served a group 
of services in a single app. It also suggests that 
companies make it unattractive to leave by including 
‘stickier’ services like gaming, where people want to 
preserve their progress or play in a community. 

Bundling has worked well in streaming, with 
Disney+ gaining more than 137m subscribers in 
three years with its trio of services: Disney+, Hulu 
and ESPN+ now reaching 205.6m subscribers 
globally6. In publishing, The New York Times, already 
known for its puzzle fan base, pulled off a similar 
coup after the 2022 acquisition of viral puzzle 
sensation, Wordle. With subscriber packages 
that include quizzes, cooking and a news app, the 
newspaper has increased its digital subscriber base 
by one million to 9.6m between 2021 and 20227.

It’s not just services that need to change; 
fundamental business models will also need 

to adapt, with 81% of brands stating that such 
changes are on their to-do list for 2023. For 
nearly half of senior executives, if they had 
one ‘big bet’ to improve customer experience 
(CX) in 2023, it would be evolving their model 
to encourage retention/value of customer 
relationship (see Figure 2, below).

Brands can pull several levers to achieve this new 
business model. Some continue to mix freemium 
with paid subscriptions, and ChatGPT is one of 
the latest to start offering tiered services with a 
$20 monthly payment for ChatGPT Plus8.

According to The 2023 State of Subscriptions 
report, tactics such as moving customers to pay 
by credit rather than debit card reduce churn, 
particularly involuntary churn and decline rates. 
Similarly, knowing when to transition from free trial 
to paid subscription makes a difference. Trials of 
seven days or less can achieve the highest possible 
conversion rate of 43%, while trials lasting more 
than two months see conversions of only 33%9.

5 https://www.ey.com/en_us/tmt/five-trends-to-watch-in-media-and-entertainment
6 https://www.ey.com/en_us/tmt/five-trends-to-watch-in-media-and-entertainment
7 �https://www.nytimes.com/2023/02/08/business/media/new-york-times-

earnings.html
8 https://openai.com/blog/chatgpt-plus/
9 https://recurly.com/resources/report/state-of-subscriptions/

FIGURE 2

You have one “big bet” that you could make in 2023 to improve your customer experience - which of these “bets” 
would you make?

Sample Size = 78

Evolve our model to encourage retention/ 
value of customer relationship

Invest in awareness/market share

Focus on the efficiency of our marketing and CX

Build a best-in-class customer data operation

Achieve an exceptional omnichannel CX

46%

22%

18%

6%

8%
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2a. Digging Down Into Hyper-Personalization

On a macro level, pricing and product bundling 
make M&E packages attractive to broad groups 
of cohorts. But to enhance consideration and 
loyalty, those services must be relevant at an 
individual level. The relationship needs to be 
nurtured, one-to-one. 

Just as we saw last year, there is strong evidence 
that innovation will be vital to keeping customers 
excited. More than half of M&E marketing and CX 
professionals (55%) believe experimentation and/or 
innovation in content and delivery will be a top driver 
of engagement and retention (see Figure 3, below).

However, there is a big leap in the number of 
brands prioritizing personalization from 2022 – up 
18 percentage points from 28% to 46%. Delivering 
hyper-personalization relies on copious amounts 

How Brands Build Customer Value
of accurate, recent and relevant customer data 
that can be tracked across channels. But it’s 
getting harder for marketing and CX executives 
to bring that data together and leverage it for 
personalization. Similarly, nearly two-fifths of 
respondents (39%) point to the need for smarter 
ads that target consumers more creatively. 
Unfortunately, as we know, the advertising 
market is becoming more and more opaque with 
2021’s introduction of the iOS14 tracking option 
and the looming deprecation of cookies. 

That said, companies can excel at creating hyper-
personalized experiences without knowing the 
customer’s every move. With enough contextual 
information, using artificial intelligence (AI) and 
machine learning (ML), companies have been 
able to model the most likely behaviors and 
outcomes and build personalized journeys on 
that basis.

FIGURE 3

What do you believe are your organization’s top three audience engagement and retention drivers?

Sample Size = 169 (2023)/ 124 (2022)

DT 2023 DT 2022

Experimentation and/or innovation 
in content and delivery

Strategic content partnerships and alliances

Adjacent offline or physical 
experiences e.g., live events

Personalized offers, deals or bundles

Smarter ads that custom-craft length and creative

Predictive analytics to enable proactive 
content recommendations

Adjacent online or mobile experiences 
e.g., companion apps, games, AR

55%
53%

42%
40%

30%
33%

25%
31%

46%
28%

39%
23%

18%
30%



2023 Digital Trends: Media and Entertainment in Focus  10

Gambling portal theScore Bet uses hyper-
personalization to improve its customer 
retention. Sporting contests typically generate 
a huge volume of promotional activity around a 
single event. Getting a special deal to bet on a 
major league baseball playoff or a FIFA football 
tournament is a significant reason to sign up 
for a service. However, after the event, many 
unsubscribe.

Typically, companies are then forced to offer 
incentives to try and win customers back, which 
is more expensive and less effective than 
keeping them engaged. But theScore Bet uses 
deep learning to identify users’ next best bets, 
make market recommendations, and highlight 
similar events to the ones a customer has 
recently bet on to keep them engaged with the 
service. Since using deep learning, theScore Bet 
improved its engagement scores by 66%10.

2b. Create experiences that go the 
extra mile

Pricing, experimentation and targeting – all key 
levers to grow revenue — don’t exactly make the 
consumer’s heart beat faster. This isn’t laundry 
detergent or auto insurance, it’s entertainment 
and consumers need to feel strong emotions 
to connect. 

Worryingly, just 13% of M&E brands believe they 
give customers experiences that surprise and 
delight. Over a quarter (29%) on the other hand 
feel that they’re lagging in meeting the needs, and 
26% just don’t know (see Figure 4 below). When 
companies personalize, they must make sure they 
are making it not just personal, but memorable. 

10 �https://vaix.ai/thescore-bet-achieved-66-improvement-in-engaging-users-at-
risk-of-churning/

FIGURE 4

How would you describe your organization’s digital customer experience?

Sample Size = 164 

Lags our customers’ needs

Meets customers’ needs

Don’t know

Can surprise and delight the customer

13%

32%

29%

26%
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To surprise customers, and to do so in a relevant 
way, asks even more of the company’s ability to use 
data. Most M&E brands can still only personalize 
based on explicit customer data – their given 
profiles or other information they share proactively 
with the company, such as their interests. 

Only 22% can personalize based on the 
customers’ omnichannel history of interactions 
– patterns of behavior and so on – and only 
17% can do so based on intent or prediction 
(see Figure 5 below). In other words, very few 
companies can currently offer personalized 
experiences based on what they understand 
consumers might want in the future rather than 
what customers have explicitly said. 

Capabilities aside, a quarter of respondents 
recognize that predictive analytics enabling 
proactive recommendations drive engagement and 
retention, so at least they are on their radar. 

Netflix, Amazon, et al. have long personalized 
their landing pages and recommendations to 
reflect browsing habits. Still, the concerns have 
been that this tends to funnel viewers down a 

narrow rabbit hole rather than exposing them to 
new content. The challenge is to personalize but 
also anticipate and delight. 

Spotify does this well. With 489 million active 
users worldwide as of Q3, 2022, and up 70 million 
in just one year11, Spotify provides personalized 
recommendations based on listeners’ habits and 
preferences. 

In early 2021, it patented a technology that 
personalizes content based on the listener’s 
“emotional state, gender, age, or accent.” 
It also uses a decision tree to refine its 
recommendations. As reported in Pitchfork12, 
Spotify’s approach is “rooted in technology 
so that the above-described human activity 
(e.g., requiring a user to provide input) is at 
least partially eliminated and performed more 
efficiently.” Nearly a third (30%) of all streams 
come from AI-recommended songs13.

11 �https://www.demandsage.com/spotify-stats/#:~:text=Monthly%20Spotify%20
Stats,of%20Spotify’s%20monthly%20active%20listeners.

12 �https://pitchfork.com/news/new-spotify-patent-involves-monitoring-users-
speech-to-recommend-music/

13 �https://distributionstrategy.com/how-spotify-uses-ai-to-create-an-ultra-
personalized-customer-experience-and-what-distributors-can-learn-from-it/

FIGURE 5

Which of the following best describes your organization’s highest level of customer experience personalization?

Sample Size = 123

17%

22%
25%

20%

8%

Based on intent/
prediction

Based on the 
customer’s history 

of interactions

Across channels 
based on customer’s 
stated preferences

Based on segment, 
interests etc.

By name, product, 
purchase follow-up 

etc.

Little or none

7%
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AI is undoubtedly expected to become a more 
critical tool for M&E executives. Indeed, in a 
separate Adobe study of marketing and customer 
experience leaders, when asked about the impact 
of generative AI, most respondents agreed it 
would help them do better work (90%), more work 
(89%), and better personalize experiences (89%)14.

“We are looking into Artificial Intelligence, and 
what kind of a real world impact this can have on 
trends and analyzing future trends, we have seen 
“AI” totally destroy two B2B markets, the “SciFi 
illustration” market and the “Pre-made Cover 
market”, again mostly to Fantasy and Sci-Fi, but 
it will get better faster.” – Board level, Media 
and Entertainment, Publisher (digital or offline), 
North America

2c. TL;DR (too long, didn’t read)

Reducing churn and maximizing lifetime value 
doesn’t mean ignoring new customers – far from 
it. It means identifying customers who are a good 
fit and nurturing them. This is especially true of 
younger consumers who are forming new habits. 
Knowing how to reach them is vital. 

Gen Z in particular is a highly visual generation, 
and their common response to long chunks of text 
is TL;DR – ‘Too long, didn’t read.’ Unsurprisingly, 
M&E brands are turning to shorter-form platforms 
when delivering content to younger consumers. 
Despite the ongoing concerns over TikTok (the 
European Commission is the latest organization 
to ban its employees from installing the app on 
work phones),14a more than three-quarters of M&E 
marketing and CX professionals would prioritize it 
or Instagram, while 63% are looking to use video 
sharing and streaming sites such as YouTube, 
Freevee and Hulu (see Figure 6 below).

However, executives will need to pay attention to 
trends, as the signs point to Gen Z also moving 
away from mainstream platforms. In a prime 
example of ‘algorithms gone wrong’ Facebook news 
feeds, among others, have become dominated by 
clickbait media – “50 teen stars from the 80s and 
what they look like now” – rather than prioritizing 
content from subscribers’ peers or preferred brands. 

14 �https://blog.adobe.com/en/publish/2023/03/21/research-generative-ai-will-play-
starring-role-in-customer-experiences

14a https://www.bbc.co.uk/news/technology-64743991

FIGURE 6

What top three digital channels will your organization prioritize next year to deliver content and messaging to 
younger consumers?

Sample Size = 162

Social media platforms e.g., TikTok, Instagram

Video sharing/streaming sites, 
e.g., YouTube, Freevee, Hulu

Branded/brand-owned apps

Audio streaming sites, e.g., Spotify

Messaging apps/boards, e.g., 
Discord, WhatsApp, Telegram

Augmented/virtual/extended reality e.g., Metaverse, 
virtual events, gaming, immersive content

76%

63%

36%

19%

18%

28%
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Recent criticism of Twitter’s For You page is that 
suggestions dominate and rarely feature posts 
from followed accounts. Gen Z – both users and 
creators – are seeking new platforms that resemble 
the early days of Instagram and Facebook, those 
that demonstrate more authenticity. Apps like 
BeReal are taking off15, as are trends towards more 
‘authentic’ content on platforms like TikTok such as 
the ‘non-aesthetic’ trend16.

These platforms are also becoming jumping-off 
points for new brands and media personalities, 
indicating that traditional ‘routes to market’ are not 
necessarily a priority. Deloitte notes that creators 
are looking for ways to break loose from top social 
media services and appear on different platforms17. 
The music industry sees artists bypassing traditional 
processes and gaining fame on UGC platforms before 
becoming household names. Singer-songwriter Cat 
Burns has 1m followers on TikTok, and her single Go 
went viral on the platform before being signed by a 
record company and reaching Number 2 in the UK 
singles chart18. Certainly, influencers continue to be a 
key lever for marketing and CX executives:

“Influencers will play a significant role in 2023 for us, 
and specialized social networks like Discord, Reddit, 
Twitch, Steam, Epic, PSN, and Xbox Live.” - Board 
level, Media and Entertainment, TV or studio content 
creator, Video gaming/eSports, North America

Deloitte also noted the transformative impact 5G 
is already having on the media landscape, calling 
new gaming environments ‘proto metaverses’. 
Interestingly, What’s New in Publishing reported in 
October 2022 that it was “still Day 0 in Web3 and 
Metaverse development19.”

Genshin Impact is one such game that depends 
on the power of 5G to function correctly. There are 
whole chatrooms dedicated to discussing which 
phone model is best to run the environment. It’s not 
just that the game has some of the most visually 
appealing environments, it’s also highly social and 
constantly updated with new characters, quests, 
and ‘Wishes’ (these are likened to loot boxes, 

in-game purchases that have been criticized by 
parents of younger users as the boxes seem to 
encourage unrestrained spending)20.

There’s no doubt that content needs to ‘pop’ for this 
generation. Instead of sport vs sport or TV show vs 
TV show, you might be competing with a multiplayer 
game that’s going on simultaneously or a podcast.

It’s not always going to be a competitive 
environment, though. Gen Z still predominantly 
engages with sports, most frequently on live/
streaming services (74.3%)21. 

Streaming, social and mobile may prove critical to 
maintaining fan engagement in the US as regional 
sports broadcasting looks set to experience a radical 
shake-up. The Regional Sports Networks (RSNs) are 
essential to supporting fan engagement, but their 
rights are set to expire imminently. Consulting firm, 
EY, suggests that the teams themselves may seek to 
acquire the networks that would give them direct-
to-consumer access to fans and allow “creative 
bundling opportunities.” This strategy is not without 
financial risk, however, and EY suggests this may be 
a collaborative exercise between multiple teams22. 

Fan apps will also be crucial to engagement so 
teams can harvest the data they need that is currently 
tied up in social media platforms (the top preferred 
method of interaction). Pricing and access to content 
at an affordable price will determine whether those 
apps succeed, but a more general streaming app is 
likely to win out over a dedicated League one23. Real-
time personalization is essential to most fans, and 
they are happy to share data to get it.

15 �https://www.cnet.com/news/social-media/the-next-big-social-app-may-be-one-you-
dont-use-yet/

16 �https://www.theguardian.com/commentisfree/2023/feb/02/i-tried-the-tiktok-non-
aesthetic-home-fad-but-it-was-a-nightmare-designed-to-inflict-pain-on-me

17 �https://www2.deloitte.com/us/en/pages/technology-media-and-
telecommunications/articles/media-and-entertainment-industry-outlook-trends.
html

18 https://www.catburns.com/about/
19 �https://whatsnewinpublishing.com/the-future-of-media-is-not-about-digital-

transformation-but-about-transformation-of-digital/
20 �https://parentzone.org.uk/article/genshin-impact#:~:text=What%20is%20

Genshin%20Impact%3F,no%20one%20way%20to%20play
21 �Adobe/Knit, Gen Z Study on Sports and Live Entertainment, 2022
22 https://www.ey.com/en_us/tmt/five-trends-to-watch-in-media-and-entertainment
23 Adobe/Knit, Gen Z Study on Sports and Live Entertainment, 2022
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Even if it’s a sport played on the field, or a 
newspaper held in the hand, M&E is now a 
predominantly digital sector, including at the point 
of delivery. As a result, brands have access to a 
vast array of data which presents opportunities – 
such as those already mentioned – but it can also 
prove challenging. With the data at hand, there is 
still the job of identifying key insights and turning 
them into meaningful experiences.

3a. Make data human

Brands can – and should – still use Big Data to shape 
experiences, using information such as purchase 
history or digital journeys. But 2023 will see them 
looking beyond transactional data and tapping into 
sources that give them a more ‘human’ dimension. 

Major League Baseball (MLB) demonstrates the 
importance of the human element. Relying on 
transactional data, the purchasing journey appears 
to typically belong to an older person. In Sports 
Business Journal, Tinus le Roux, CEO of CrowdIQ, 

Turn Data Into Revenue
pointed out that if he were to take his three teen/
pre-teen sons to a game, the fan database would 
only report his age – 46 – skewing the view of the 
actual fan demographic24.

Teams are exploring potential routes around this 
problem. Indeed, the same source described 
how the Atlanta Braves are using high-resolution 
photography and AI technology to scan their in-
stadium audience and estimate fan demographics. 
Side-stepping facial recognition, it revealed the 
average Braves fan to be 38 years old.

Our research confirms that M&E marketing and 
CX professionals still rely heavily on Big Data 
or Metadata. Nearly half (48%) use historical 
content performance analysis/metadata analysis 
to inform their content and experiences today, 
and the same number reference app and website 
behavioral data (see Figure 7 below). 

24 �https://www.sportsbusinessjournal.com/Journal/Issues/2023/02/20/In-Depth/
crowdiq.aspx?hl=Tinus+le+Roux&sc=0

FIGURE 7

What data inputs inform your content and experiences today?

Sample Size = 167

Historical content performance 
analysis/content metadata analysis

App and/or website behavioral data

Audience quantitative/qualitative feedback 
e.g., surveys, interviews, focus groups

Sentiment analysis e.g., search, 
social media, and forums

Transactional or past purchase data

Identity data e.g., personal contact information

Attitudinal, interest, or preference data

Secondary partner or sponsor data

48%

48%

47%

41%

39%

39%

32%

15%
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There is a move to using consumer sentiment 
data, however, with 47% using audience feedback 
to shape content and experiences and 41% using 
sentiment analysis. Indeed, only a year ago, in 
our 2022 study, just 30% indicated that they used 
sentiment analysis from sources such as online 
search and social media to guide their content 
and experiences. 

The move towards using secondary partner data 
to shape experiences is still in its infancy at 15% 
of respondents. This is a missed opportunity 
as M&E is a heavily partnership-based industry, 
and there would be a wealth of insights to share. 
Given regulatory constraints and consumer 
skepticism over how their data is used, there 
is understandable reluctance. Still, emerging 
technologies, such as data clean rooms, will 
make this a more realistic opportunity. 

It’s also something of a chicken-and-egg 
scenario. To surprise and delight customers, 
you need to create next-level experiences. But to 
get to the next level you need great data. And to 
get great data, you need to surprise and delight 
consumers to get them to engage on a deeper 
level. This is not an easy task, but when you do it 
right, the results can be impressive. 

HBO Max began marketing its Last of Us adaptation 
nearly 18 months before the show premiered. It 
started with targeting existing game fans to bring 
them on the journey but then worked on getting 
people who had never heard of it onboard. The 
company used social listening, built experiential 
installations, and engaged with musicians, lifestyle, 
and fashion influencers to create buzz. It should be 
noted that HBO Max also raised its subscription fee 
by a dollar just before the show launched. 

Such was the success of the buzz generated that 
the show was renewed just two weeks after the 
first episode of the first season aired. “This is 
a fandom we have to engage 365 days a year,” 
Emily Giannusa, VP Product Marketing, HBO said. 
“So, we’re just getting started.” Ultimately, the 
show was seen by 10 million people in the first 
two days of airing25.

3b. The first-party data challenge

We have already noted that cookie deprecation 
will be just one of the challenges M&E brands 
face when it comes to understanding their 
customers. Accepted wisdom would suggest 
that the alternative is to seek to improve their 
first-party data resource. This is easier said than 
done, particularly if you’re to manage customer 
expectations and regulatory requirements. 

25 �https://www.marketingbrew.com/stories/2023/01/23/how-hbo-max-marketed-
the-last-of-us-into-a-global-hit

Such was the success of the buzz 
generated in marketing HBO Max’s 
Last of Us, that the show was renewed 
just two weeks after the first episode 
of the first season aired. 

The move towards using 
secondary partner data to 
shape experiences is still in its 
infancy at 15% of respondents.

15%
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Our respondents recognize they have a hill to 
climb. More than half (55%) identify using first-
party data to understand customer sentiment, 
behavior and preferences as their most pressing 
challenge when it comes to monetizing their 
customer data. And nearly four out of ten 
(37%) cite managing data in line with customer 
expectations and regulatory requirements among 
their most pressing challenges (see Figure 8, 
below). As a result, nearly two-thirds (60%) feel 
regulations or privacy demands would significantly 
reduce their targeting and analytics capacity. 

Overcoming the regulatory challenge means 
creating an environment where customers 
willingly and transparently share their data. How 
well that environment is built will determine 
that willingness. For now, 32% of M&E brands 
recognize that this will be a challenge unless 
they provide a value exchange that encourages 
customers to share their personal data.  

It’s not a challenge M&E brands can afford to put 
off. Deloitte expects that by mid-2023, all major 
video subscription services will have launched 
an ad-funded tier alongside ad-free offerings in 
Europe. By the end of 2024, Deloitte predicts that 
half of these providers will also have launched a 
free ad-supported streaming TV (FAST) service. 
Additionally, around two-thirds of consumers will 
use at least one advertising video on demand 
service monthly, a 5% increase on 202226.

Overcoming the regulatory challenge 
means creating an environment 
where customers willingly and 
transparently share their data. How 
well that environment is built will 
determine that willingness.

FIGURE 8

What are the top three challenges your organization faces regarding monetizing customer data?

Sample Size = 164

Understanding customer sentiments, 
behaviors, and preferences based 

on first-party data and demand

Managing data in line with customer 
expectations and regulatory requirements

Identifying individuals quickly across 
multiple touchpoints e.g., advertising, 

website, subscriptions

Creating a value exchange that encourages 
customers to share more personal data

Delivering contextually relevant, highly 
personalized ad experiences at pivotal 

moments in the path to purchase

Implementing new audience identity solutions 
and attribution models to overcome ad-
tracking and measurement challenges

Exploiting new opportunities presented by 
5G e.g., data capture, immersive AR/online/
mobile content, advertising experiences, IoT

55%

37%

34%

32%

30%

28%

20%

26 �https://www2.deloitte.com/uk/en/pages/press-releases/articles/deloittes-tmt-
predictions-for-2023.html
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27 �https://www.broadcastprome.com/tech-features/key-trends-shaping-the-
broadcast-media-landscape/; https://advertising.amazon.com/en-gb/blog/
amazon-freevee-welcome-screen; https://variety.com/2022/tv/news/amc-
networks-addressable-advertising-amazon-1235184279/

28 �https://www.streamingmediaglobal.com/Articles/Editorial/Featured-Articles/
Addressable-TV-The-Holy-Grail-of-Personalisation-135886.aspx?utm_
source=related_articles&utm_medium=gutenberg&utm_campaign=editors_
selection

29 �https://www.performancemarketingworld.com/article/1808593/netflix-giving-
advertisers-money-back-%E2%80%93-big-deal#:~:text=Stock%20prices%20
are%20diving%20and,of%20its%20ad%2Dfunded%20tier.&text=Netflix%-
20has%20been%20giving%20advertisers,%E2%80%9Cdifficult%20to%20
justify%E2%80%9D%20CPMs.

30 �https://www.thedrum.com/news/2023/02/13/netflix-refunding-advertisers-ad-
funded-tier-underperforms-australia

31 �https://barcauniversal.com/barcelonas-small-database-of-fans-could-cost-the-
club-millions-in-sponsorship-deal/

32 �https://www.forbes.com/sites/zakgarnerpurkis/2022/08/12/what-is-barca-
studios-the-allure-of-fc-barcelonas-moonshot/?sh=554e379e744a

33 �https://business.adobe.com/uk/resources/reports/retail-digital-trends.html

Detailed customer data is going to be vital to 
creating successful revenue streams. With the 
rise of FAST – Free, ad-supported TV – advertisers 
will want more granularity and insight into their 
audiences. Perhaps unsurprisingly, Amazon 
Freevee has launched an ad-supported welcome 
screen in Beta with several brands participating, 
including SmartWater. In addition, Paramount+ 
uses addressable ads in both streaming and linear 
TV and has contributed significant revenues27. In 
addressable ads, viewers are shown messaging 
that has been automatically selected based 
on the data the channel has about them such 
as their age and food, entertainment or travel 
preferences and is, what some term, the ’holy grail 
of personalization’28.

We are already seeing the results of a lack of 
audience insight. In both the US and Australia, 
Netflix failed to garner significant audiences for 
its ad-supported platform, and has been forced 
to refund brands for lack of reach29 30. Streaming 
services will have to make the ad-funded 
experience highly relevant and personalized for 
viewers to drive audience numbers and make data 
work for the brands investing in the platforms.

It’s not just in advertising where brands need to 
know who their audience is on a granular level. 
FC Barcelona’s lack of registered fanbase put its 
new sponsorship deal with Spotify in jeopardy 
and is believed to have resulted in a significantly 
smaller deal31. However, through the Barca 
Innovation Hub, it is now working on projects to 
build closer relationships and harness more first-
party data, such as NFT-based Fan Tokens32.

3c. Forge data collaborations

As we’ve seen, we’re only in the early days of data 
collaborations, with just 15% of brands using them 
to shape content and relationships. However, 
encouragingly, around four in 10 M&E marketing 
and CX respondents (42%) identify strategic 
content partnerships and alliances as a top three 
audience engagement and retention driver.

Data collaborations help brands extend their 
understanding of customers beyond their own 
boundaries, linking up with a complementary 
brand partner to gain better insight into customer 
behaviors and intent. The idea of collaborating on 
creating joint insights into customer behavior is 
not new, but the level of detail involved – and the 
degree of regulatory pressure – certainly is. 

The desire to partner with other brands to better 
understand audiences is happening across multiple 
sectors, and new technologies are being developed 
to help organizations achieve this in a ‘data safe’ 
way. Retailers, for example, have been involved in 
developing Retail Media Networks, or RMNs, that 
allow access to advertising opportunities on their 
own and other ‘brand safe’ channels. 

Through data clean rooms, retailers can match 
first-party data provided by advertisers to target 
segments and measure audiences – without 
transferring personally identifiable information 
out of the company’s environment. Walgreens-
owned Boots uses data clean rooms to target 
its loyalty scheme members with personalized 
messaging in TV or streamed ads33.

M&E brands have multiple opportunities to 
achieve the same collaborative data insights, 
whether it’s the sports brands mentioned above 
and their Regional Sports Networks or TV 
properties such as HBO Max’s Last of Us and 
gamer communities.

https://www.forbes.com/sites/zakgarnerpurkis/2022/08/12/what-is-barca-studios-the-allure-of-fc-barcelonas-moonshot/?sh=554e379e744a
https://www.forbes.com/sites/zakgarnerpurkis/2022/08/12/what-is-barca-studios-the-allure-of-fc-barcelonas-moonshot/?sh=554e379e744a
https://business.adobe.com/uk/resources/reports/retail-digital-trends.html
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4a. Executives have no time to be creative

Undeniably, M&E marketing and CX executives 
are juggling more balls than Cirque du Soleil. 
Drowning in data (even if it’s not the best kind) 
and racing to personalize across multiple 
channels, they find they lack time to be creative, 
to deliver those ‘wow’ experiences that will 
drive retention and power a virtuous circle of 
engagement and loyalty. 

More than four in 10 of our respondents (42%) 
say that a lack of time to be creative isn’t just 
frustrating, it’s actively holding their marketing 
organization back. A further 29% say data quality 
is an issue (see Figure 9 below). With the latter 
directly influencing the former, marketers must 
find a way to cut through the clutter. 

Create Time to Create

Say that a lack of time to be creative 
isn’t just frustrating, it’s actively holding 
their marketing organization back.

42%

FIGURE 9

What is holding your marketing/customer experience organization back, if anything?

Sample Size = 117

Lack of time to be creative

Integration between tech systems

Data quality

Workflow issues

Lack of innovation

Lack of digital skills/capabilities

Lack of customer insights

No internal barriers

42%

30%

27%

29%

26%

25%

21%

22%

Encouragingly, the foundations are there. Companies 
are getting better at planning their content in a way 
that delivers results, and 85% of M&E marketing 
and CX professionals say they will streamline their 
end-to-end content lifecycles in 2023 to achieve 
digital content excellence. Many organizations have 
realized the range of solutions available to them and 
are empowering staff with the technology needed 
to get the job done. However, when it comes to 
execution, the system appears to falter. 
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Over a quarter (27%) say workflow issues are 
holding their marketing organization back.  
When it comes to content management, this is 
impacting brands at every step of the way, from 
planning content, where fewer than half (44%) 
would claim they are ‘good’ or ‘very good’, to 
delivering content by deploying assets quickly and 
automating execution, and using data and insight 
to personalize content where just 38% say they’re 
either ‘good’ or ‘very good’ (see Figure 10 below).

Automation holds so many benefits for 
businesses to unleash their creativity. But they 
must be wary of using it to allow employees 
to work through large volumes of the same 
uninspiring work. With the right goals in mind, 
automation should be used to free up staff to do 
higher-value work.

Even more beneficial is that, in the grand scheme 
of transformation, deploying automation requires 
a relatively small change in behavior and 
technology, and yet it delivers a significant boost 
in effectiveness. 

Launching a new creative agency is difficult; being 
forced to launch it remotely and during a pandemic 
is the ultimate challenge. Xfinity’s first in-house 
agency was responsible for the creative behind 
Comcast Cable and had some challenging revenue 
targets to meet. Vital to managing the company’s 
processes remotely and helping it scale as it grew 
was a centralized source of truth for both the 
creative and administrative workflows34.

34 �https://business.adobe.com/customer-success-stories/xfinity-creative-
customer-story.html

FIGURE 10

Thinking about workflow and content management in your organization, how would you describe your ability to do 
the following:

Sample Size = 115

Very poor Poor Acceptable Good Very good

Deliver content by deploying 
assets quickly, automating 

execution, using data 
to personalize content, 
and tracking insights

Produce and streamline 
content that eliminates 
rework, duplication of 

effort, and administrative 
minutia

Plan (scope, prioritize and 
assign) content to achieve 

measurable outcomes

Work in a personalized, 
user-friendly application 
that integrates with other 
tools you frequently use

12%

32%

39%

17% 16% 15%

46%

27%

11% 12%

29%

46%

13%

42%

31%

10%

1% 1%
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With dashboards for team leaders to view in 
real-time and insights to show how campaigns 
were progressing, Xfinity’s team relied on Adobe 
Workfront’s work management platform. Here it 
was able to store and administer all of its project 
activities, project numbers, programs, pillars time 
sheets and employee status while coping with 
both full-time staff and contractors. 

Critically, using a work management platform 
gave the creatives time to create, with a 700% 
increase in delivered project velocity in the first 
year. In a way, the remote environment fostered 
even better creativity, as the team could access 
talent wherever they were in the country without 
any communication or project management 
headaches. 

“We wanted our creatives spending every hour 
creating. Every hour that they’re not trying to 
toggle between systems and figure out where 
to get a job number, or where to post an asset 
because they’re in a tool that’s familiar to them on 

When it comes to workflows, 
everyone working through a 
single platform has clear benefits, 
from task setting to amends and 
approvals; it’s immediately clear 
where everyone stands, and the 
time savings are stark.

Those who outperformed the M&E 
sector in 2022 were almost 50% more 
likely to have a unifying platform 
than those who just matched or 
underperformed their sector.

50%

a day-to-day basis, is an hour gained in terms of 
real creative output.”
Christopher Grove, VP Operations, Xfinity Creative

4b. All together now

When it comes to workflows, everyone working 
through a single platform has clear benefits, 
from task setting to amends and approvals; it’s 
immediately clear where everyone stands, and 
the time savings, as shown by Xfinity’s success, 
are stark. However, this is just one element of 
the process, and fundamental organizational 
transformation comes when all the systems are 
brought together in a single, unified CX platform. 

From our research, we can see the difference 
between companies with a unifying CX platform 
and those without. Those who outperformed the 
M&E sector in 2022 were almost 50% more likely 
to have a unifying platform than those who just 
matched or underperformed their sector (64% 
leaders vs 43% mainstream). 
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There was a similar gulf between those who used 
a cloud-based platform, with nearly half of leaders 
using one (42%) compared to just over a quarter 
of mainstream (28%) (see Figure 11 below).

With so many data inputs used to create 
and service content and experiences in real-
time, working without a unified platform is a 
showstopper. A single platform is all part of a 
cascade that begins with building solid, scalable, 
and integrated CX foundations.

Mobile operator, T-Mobile, has had significant 
success, but this has also presented new 
challenges. Proliferating in recent years following 
its merger with Sprint, it now has 109 million 
subscribers, making it America’s second-largest 
carrier. Sporting a portfolio of brands and a 
wide range of customer segments, it’s a highly 
complex operating environment. 

Initially, the company used Adobe Workfront 
to get a handle on productivity, with senior 
management gaining 20 hours per week back 
from administration tasks, saving $2m and 
increasing the marketing team’s output by 47%. 
The company is progressing from a single 
solution to creating a bridge between Workfront 
and Adobe Experience Manager Assets.

“We’re able to have a single source of truth that 
the entire organization can work from. Putting 
information in people’s hands helps to inspire 
them to do the best work of their career, and that 
translates to the best customer experiences we’ve 
ever delivered.”
Peter DeLuca, Chief Creative Officer, T-Mobile35

35 �https://business.adobe.com/customer-success-stories/tmobile-workfront-case-
study.html

FIGURE 11

Which of the following best describes your organization’s approach to customer experience technology?

Sample Size = 174

 Leaders (brands who outperformed sector in 2022) Mainstream (average or under-performed sector in 2022)

We use multiple 
technologies/vendors 

for customer experience 
management without 

a unifying platform

36%

57%

We manage customer 
experience with a 

management platform 
that we developed 

internally

21%
15%

We use a cloud-based 
customer experience 

management platform 
in concert with other 

CX/data management 
systems

22%

13%

We exclusively use 
a cloud-based customer 
experience management 

platform

20%
15%
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Conclusion
Guard what you have
The M&E market looks increasingly saturated 
– by products and by consumers. While brands 
will continue looking to acquire new customers, 
their focus is now on retention, particularly given 
headline subscriber losses among brands with 
a previously unassailable lead. Creating value-
added services that are both attractively priced 
and cover many of the target audience’s M&E 
needs is proving popular. 

What personalization really looks like
Despite a wealth of interesting, contextual 
data, M&E brands are still targeting based on 
basic personalization information – name, 
location, and age. With the available data and 
AI tools, there is the potential to do so much 
more. Hyper-personalization at scale should 
be the goal, opening consumers’ eyes to new 
experiences, not just serving them the same old 
ones in different ways. 
 
 

Explore the broader data universe
M&E customers don’t exist in hermetically sealed 
bubbles. They have multiple influences, all of 
which shape their experiences. M&E brands 
should follow suit. By looking beyond their 
borders to find new customer insights, they 
can deliver the ‘wow’ experiences that build 
relationships and loyalty. Collaboration is the 
watchword, even in the problematic domain that 
is data. 

Foster a creative environment
Data collaborations, hyper-personalization, 
loyalty-building – there are an unbelievable 
number of tools available for teams to use to 
meet the modern consumer’s needs. Automation 
and AI are increasingly taking over the burden 
of process management and analytics, leaving 
employees free to add their unique, creative 
brains to the challenge. Businesses are yet to 
take full advantage of these tools, but there are 
already signs that M&E executives can deliver 
real ‘wow’ experiences when supported by the 
right technology.



2023 Digital Trends: Media and Entertainment in Focus  23

2023 Digital Trends – Media and Entertainment in Focus is based on an online survey fielded to select 
Econsultancy and Adobe lists. The survey was launched on September 20th, 2022, and closed on November 
30th, 2022, with 339 qualified client-side media and entertainment respondents.

Demographics Profiles

•  �32% of respondents are senior director level or above, and 68% are at the practitioner level. 
Throughout the report, we include comparisons between these two groups.

•  �The most significant regions by sample size include North America (40%), Europe (40%), and 
Asia Pacific (13%).
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