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INntroduction

Artificial intelligence and unstructured data is transforming the media, leisure and entertainment sector, unlocking
new opportunities for personalized content creation, user engagement and operational efficiency. Due to the
nature of the sector, organizations interact with unstructured data such as video, audio, images and social media
daily, making it a natural fit for Al applications. However, despite consistent use of unstructured data, many seem
to overlook the strategic impact it can have on organizational success.

Findings are based on research conducted by Iron Mountain alongside independent market research specialist
Vanson Bourne. Data in this report is based on 200 IT and data decision-makers in the media, leisure and
entertainment sector, who have knowledge or involvement in their Al strategy. You can read the global report here.

Three key takeaways:

@ The media, leisure and entertainment sector have more organizations
coee %& later in their Al journey than the surveyed average (50% vs a global
average of 40%)

Daily interactions with unstructured data mean that the average portion
of Al use cases leveraging unstructured data is higher than other sectors
(63% vs an average of 60%), with many of the foundational aspects of
preparation already in place
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data at scale, and 33% say they've already made significant progress

In fact, 34% report being highly effective at managing unstructured
@ in preparing high-quality unstructured data for Al use
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Despite the widespread use of Al and unstructured data, fewer than average
say that unstructured data is extremely important to the success of their Al
strategy (42% vs an average of 49%)



https://www.ironmountain.com/resources/whitepapers/f/fuel-innovation-with-unstructured-data-and-ai

Current Al adoption

The media, leisure and entertainment sector is more advanced in their Al adoption journey when compared to the global
average. In fact, half of the organizations within this sector fell into the advanced Al maturity group, while only 17% reported
being in the early Al maturity group (see Figure 1).

® Comparing media, leisure and entertainment organizations Al maturity to the global average
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Figure 1. Al maturity curve analysis, looking at the global average curve, and the media, entertainment and leisure maturity curve. Base size shown
in chart.

These higher Al maturity levels likely stem from being part of a highly competitive and fast-paced sector where
personalization, content curation and user engagement are critical to success. Generative Al can play a key role here

by enabling organizations to rapidly produce new and engaging content at scale, whether that's personalized product
recommendations, dynamic media assets or real-time customer communications. In fact, research from Statista in 2024,
reports that almost two-thirds of businesses who use generative Al within their organization can increase the speed of content
and media production.

The customer is clearly at the center of the sector and organizations are using Al to their advantage. Our research found that
more than the average are using Al for customer service areas (61% vs an average of 53%) or customer-facing products and
solutions (57% vs a global average 47%). Many organizations in the sector are choosing to adopt emerging technologies to
stay relevant and meet evolving customer expectations; an area where Al can demonstrate clear value.

® How is Al used?

90%
82% g1

80%
70%

61%
60% 57%

53% 539% 227 53% 3 .
50% 050%
0
B Global average [1,400]
A% 41% 5o, .
40% oo, 3% 37 38%
30% 50, W Media, leisure and
° ; entertainment [200]
21%
20%
10%
0%
2 Q> 3 > o >
& N & Y N & NG & O
'\ N N X N & Q <
S & BN R & 5@",0’\\ & o & 24 N N
6"‘10 < & £ “(é < & & S N &’
’bo &2 Q?e Q}o ) \'70 ’bé (0 eQQ Q(
0‘7\0 <& 6@4 0:’,& & Q\'\\ Q o‘(&
@ 005 RS
¢

Figure 2. In which of the following areas of your organization is Al being used? Showing the global and media, leisure and entertainment data.
Base size shown in chart.
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https://www.statista.com/statistics/1610443/drivers-genai-adoption-media-businesses-worldwide/

In addition to customer-centric areas, Al is more commonly used within legal areas in the media, leisure, and
entertainment sectors than in other industries (28% vs. 21% globally). This sector frequently manages complex
legal issues such as copyright, licensing, and intellectual property, areas where Al can streamline processes.
However, the increased use of Al in legal functions may also stem from a wider organizational confidence in
applying Al across multiple domains. This reflects a cycle of trust and familiarity with Al tools: the more they
use Al effectively in one area, the more likely they are to explore its potential elsewhere. As legal considerations
within the industry grow more complex with global content distribution and emerging digital platforms, Al will
remain a strategic asset for maintaining legal precision and operational scalability.

Higher Al adoption also reflects the sector's broader demand for operational efficiency, risk mitigation and
scalability, especially when content is rapidly shared, created and monetized across platforms. In line with
this, 59% of sector respondents cited cost reduction as a key use case for Al, reinforcing its role as a practical
enabler.

Continuing this theme, our research finds that the media, leisure and entertainment sector believe sourcing and
preparing relevant and high-quality data for Al training and analysis is the best way to accelerate adoption and
increase the value of Al initiatives. This is more than the surveyed average (52% in the sector, 48% globally)
and suggests that organizations in the sector understand the foundational role data quality plays in unlocking
Al's full potential. Given the heavy reliance on unstructured, content-rich data formats the sector interacts

with daily, it's even more important and highlights the mindset that investment in data readiness is essential to
driving meaningful and scalable Al outcomes.

When it comes to business outcomes, organizations in this sector are focused on driving revenue growth (49%),
employee productivity (48%), improving process efficiency (47%), and enhancing customer acquisition and
retention (47%). Interestingly, gaining a competitive advantage is less of a stated priority in this sector (39% vs.
a global average of 51%), suggesting a more inward focus on operational effectiveness and customer value over
market differentiation (see Figure 3).

® How important is Al for the following business outcomes in the next 2 years?
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Figure 3. How would you rate the importance of Al in helping your organization achieve the following goals over the next 2 years?
Base shown in chart.



Unstructured data is being undervalued
within the sector

Unstructured data, such as customer feedback, service emails, social media interactions and images, comes from sources
that lack a predefined structure, making it more complex to process and analyze than structured data like spreadsheets or
databases. Given that nearly all content and interactions in this sector are unstructured by nature, it's not a surprise that
organizations here are using unstructured data more than the total average. In fact, an average of 63% of Al use cases in the
sector leverage unstructured data, one of the highest globally (global average: 60%).

While generative Al plays an important role within content development, organizations in the media, leisure and entertainment
sector see Al for human augmentation - a technology that enhances human capabilities - as the most important Al tool for
driving success today (17%). Over the next two years, this shift focuses on retrieval augmented generation (RAG) (22%),

the combining of data retrieval and content generation, further reinforcing the sector’s deep reliance on unstructured data.
This trend aligns with strategic outlooks as 62% say that unstructured data is going to be very important to the success of
their business over the next two years. The time to invest in these technologies and skills is now, and it seems the media,
entertainment and leisure sector are making positive strides.

Yet, despite the widespread use, unstructured data is still less likely to be recognized as a key driver of Al strategy success in
the sector (see ).
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This disconnect reflects a gap not in usage, but in strategic visibility in how its value is formally acknowledged or measured.
Since Al-related key performance indicators (KPIs) are the most common measure of Al success within the sector (67%),
organizations are likely tracking high-level outcomes like engagement or automation without attributing them directly to
unstructured data. As a result, the strategic importance of unstructured data may be underappreciated. This presents an
opportunity for the sector; by more clearly connecting the use of unstructured data and strategic goals, the sector can
maximize its data-driven decision-making and fully realize the value of its Al initiatives.

Positively for the sector, many organizations are already laying strong foundations to support this evolution. More than the
global average report being highly effective at managing unstructured data at scale using advanced capabilities (34% vs.
28%), and 33% say they've made significant progress in implementing processes to prepare high-quality unstructured data
for Al (vs. 27% globally). In addition, more organizations than average report being consistently effective at making their
unstructured data trustworthy (33% vs. 27%) and accessible for Al applications (31% vs. 25%).

These strengths likely stem from the sector’s recognition of the need for a unified strategy to operationalize, optimize, and
activate both physical assets and digital data. More than half (56%) of organizations in this sector strongly agree this is critical
to being Al-ready, compared to 49% globally. This outlook has positioned the media, leisure, and entertainment sector as a
leader in unstructured data use, and with continued focus on aligning data with strategic Al outcomes, they are well-placed to
build a long-term competitive advantage as Al capabilities mature.
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Conclusion:

Many organizations in the media, leisure and entertainment sector are advanced in their Al maturity,
driven by generative Al, which helps support the constant demand for personalized content and user
engagement.

Additionally, unstructured data is central in how this sector operates and makes Al a natural fit for streamlining
and enhancing processes.

Organizations in the sector are not only applying Al widely but are also building strong foundations in data
preparation and management. Technologies like human augmentation and RAG are gaining traction, enabling
organizations to push the boundaries of automation and content personalization.

Despite these strengths, there remains a disconnect between the sector's widespread use of unstructured data
and its recognition as a strategic driver of Al success. Many organizations are focusing on Al outcomes like
engagement and automation without directly linking them to the underlying data that powers them. To fully
realize the potential of Al and unstructured data, organizations must align unstructured data with broader
business Al strategies. By continuing to focus on data governance and making unstructured data trustworthy,
the sector will be well positioned to lead in delivering innovative, high-impact and data driven experiences.

é?) How can Iron Mountain help?

Whether you're at the start of your Al journey or reaching full maturity, Iron Mountain can help
you turn your information into insights and further your Al-readiness. Determine what information
should be scanned, stored, or defensibly destroyed, by developing a data governance framework.
Automate manual processes, enable audit-ready compliance, and make information accessible

and useful with Iron Mountain InSight® Digital Experience Platform (DXP). The scalable platform
offers comprehensive digital and physical content management, intelligent document processing,
workflow automation, and information governance capabilities that seamlessly integrate into your
existing environment and support your digital transformation initiatives.



https://link.edgepilot.com/s/d4660660/vcJCOJpfZE6DUa9AhwLBZw?u=https://www.ironmountain.com/services/insight-digital-experience-platform

About the research

Iron Mountain commissioned independent market research specialist Vanson Bourne to conduct this piece of
research. The study included surveying 1,400 IT and data decision makers who have knowledge of or responsibility
for Al strategy at their organization. Respondents' organizations had to have 250 employees or more across the
following countries: US, UK, France, Germany, India and Australia.

Organizations are from several public and private sectors but there was a strong focus in banking and financial
services, insurance, healthcare and life sciences, media and entertainment, the public sector (excluding healthcare)
and energy. This summary is based on 200 decision-makers in the media, leisure and entertainment sector.

About Vanson Bourne

Vanson Bourne is an independent specialist in market research for the technology sector. Their reputation for
robust and credible research-based analysis is founded upon rigorous research principles and their ability to seek
the opinions of senior decision-makers across technical and business functions in all business sectors and all major
markets. For more information, visit www.vansonbourne.com.
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About Iron Mountain

Iron Mountain Incorporated (NYSE: IRM), founded in 1951, is the global leader for storage and information management services. Trusted by more than 220,000 organizations around the world, and with a real estate network of more than 85 million

square feet across more than 1,400 facilities in over 50 countries, Iron Mountain stores and protects billions of information assets, including critical business information, highly sensitive data, and cultural and historical artifacts. Providing solutions
that include secure storage, information management, digital transformation, secure destruction, as well as data centers, art storage and logistics, and cloud services, Iron Mountain helps organizations to lower cost and risk, comply with regulations,

recover from disaster, and enable a more digital way of working. Visit www.ironmountain.com for more information.

©2025 Iron Mountain, Incorporated and/or its affiliates (“Iron Mountain”). All rights reserved. Information herein is proprietary and confidential to Iron Mountain and/or its licensors, does not represent or imply an invitation or offer, and may not

be used for competitive analysis or building a competitive product or otherwise reproduced without Iron Mountain's written permission. Iron Mountain does not provide a commitment to any regional or future availability and does not represent an
affiliation with or endorsement by any other party. Iron Mountain shall not be liable for any direct, indirect, consequential, punitive, special, or incidental damages arising out of the use or inability to use the information, which is subject to change,
provided AS-IS with no representations or warranties with respect to the accuracy or completeness of the information provided or fitness for a particular purpose. “Iron Mountain” is a registered trademark of Iron Mountain in the United States and

other countries, and Iron Mountain, the Iron Mountain logo, and combinations thereof, and other marks marked by ® or TM are trademarks of Iron Mountain. All other trademarks may be trademarks of their respective owners.
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