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[bookmark: _Toc214543904]ABSTRACT
This dissertation analyses the influence of Artificial Intelligence (AI) on professional photography businesses, highlighting the ways in which photographers adapt to technological changes and new opportunities in the digital era. The aim of this research is to rigorously assess AI's impact on creative practice, corporate strategy, and industry sustainability. A qualitative Systematic Literature Review (SLR) utilised secondary data from academic sources, industry publications, and case studies published from 2018 to 2025. The review employed an interpretivist methodology, employing theme analysis and informed by Disruptive Innovation Theory and the Technology Acceptance Model (TAM).
The findings suggest that AI makes things more efficient by automating editing, smart curation, and generative creation tools. At the same time, it makes the market more competitive by making it easier for non-professionals to get in. Ethical issues including authenticity, authorship, and openness are becoming critical challenges. AI-powered marketing and customer management solutions may help businesses develop a lot, but they need to be carefully integrated to keep clients' trust and creative identity.
The research suggests that photographers adopt AI as a helpful tool, keep learning, create authentic brands, and follow ethical rules for using AI responsibly. These methods are necessary for keeping an AI-driven industry competitive and creative.
Keywords: Artificial Intelligence, Photography Business, Disruptive Innovation, TAM, Creativity, Ethics, Marketing, Secondary Data, Systematic Literature Review.
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[bookmark: _Toc214543905]CHAPTER 1. INTRODUCTION
[bookmark: _Toc214543906]1.1 INTRODUCTION
Innovations in technology have constantly changed the photography business, from the camera obscura to digital photography. In the previous several years, AI has been one of the most significant advances in the industry. AI-powered cameras, automated editing tools, and generative AI technologies that can generate photos that look nearly genuine are all transforming the way photographers work (Kietzmann, Paschen, & Treen, 2018). The distinction between professional and amateur work is getting less clear as AI technology becomes more readily available. This has made professional photographers reconsider how much they are worth, how they convince customers to interact with them, and how to operate their businesses better. In this fast-paced digital age, photography businesses, especially small ones and sole traders, need to change to stay relevant (Belisle, 2025).
This study analyses the responses of professional photography businesses to recent changes, focusing on the marketing problems and opportunities presented using AI.
This study looks at current business practices, technology trends, and consumer perception to supply creative professionals’ useful information about how to cope with the AI-driven changes in their area. This chapter outlines the study, detailing the background, aims, objectives, research questions, literature and methodology.
[bookmark: _Toc214543907]1.2 BACKGROUND
The digital revolution has transformed photography forever by making it easier to locate quality cameras and use editing tools. The next phase in the advancement of digital technology is AI. AI is now a part of photography-related products, including smartphone cameras, editing software like Adobe Photoshop and Luminar, and platforms for making content like MidJourney and DALL·E that use AI.
This revolution in technology has created challenges and opportunities for professional photographers and businesses. AI makes work easier; it helps people come up with new ideas; and it helps organisations get things done faster (Kietzmann, Paschen, & Treen, 2018). It also goes against traditional business ideas, could make professional skills less useful, and makes it harder to detect the difference between real and fake photos (Sun & Medaglia, 2019). To be competitive and make changes, businesses must understand how these things work (Nambisan, Wright, & Feldman, 2019).


[bookmark: _Toc214543908]1.3 RESEARCH AIMS
The aim of this study is to critically evaluate the impact of artificial intelligence on professional photography businesses, with particular attention to the challenges, opportunities, and strategies for sustaining competitiveness and creativity in the digital world.
[bookmark: _Toc214543909]1.4 RESEARCH OBJECTIVES
To investigate how AI is currently being applied in professional photography. 
To identify the primary challenges that photographic firms encounter because of AI. 
To investigate how AI can be used as a tool for business growth and strategic marketing. 
To investigate how businesses can modify their practices to maintain sustainability. 
[bookmark: _Toc214543910]1.5 RESEARCH QUASTIONS
How are professional photography businesses using artificial intelligence right now?
What are the main problems that photographers and studios are having because of AI disruption?
What changes are professional photographers making to their marketing strategies in reaction to AI?
How can AI be used in photography business models to bring value instead of becoming a threat?
[bookmark: _Toc214543911]1.6 LITERATURE/ CONCEPTUAL FRAMEWORK
This literature review synthesizes current research on the impact of AI on photographic practices, creative identity, and strategic marketing within the photography sector, (Belisle 2025).
This study is based on two main theories:
Disruptive Innovation Theory (Christensen, 1997): This theory talks about how AI is changing the way people take photos by making it easier for new people to get into the field, changing what customers demand, and changing the value of professional experience.
The Technology Acceptance Model (TAM) (Davis, 1989) offers a framework for understanding the acceptance or rejection of AI products by professionals and consumers, highlighting perceived usefulness and simplicity of use as primary factors influencing adoption.
The research examines AI as both a disruptive threat and a facilitator of new business opportunities through the integration of different perspectives.

[bookmark: _Toc214543912]1.7 METHODOLOGY
The primary methodology of this research will be secondary data analysis. This section will include academic literature, industry reports, documentary sources, and desk-based case studies, analysis approach and ethics employed to investigate the influence of Artificial Intelligence (AI) on professional photography enterprises, focussing on the challenges, opportunities, and strategies for maintaining competitiveness and creativity in the digital age. The methodology utilising secondary data sources encompasses a blend of qualitative and quantitative approaches to assess AI-driven tools and their impact on both professional and amateur photography practices. 
[bookmark: _Toc214543913]1.8 CHAPTER SUMMARY
This chapter presented the dissertation titled "The Impact of AI on Photography Business: Adapting to the Digital Age’s Challenges and Opportunities". It explained how technology has always changed photography, and now Artificial Intelligence (AI) is becoming a big disruptor. Automated editing, smart cameras, and generative platforms are just a few examples of AI technologies that are changing the way professionals work. These tools are making it easier for amateurs to compete with pros, but they also raise questions about authenticity, creativity, and the value of traditional talents.
The chapter set the research aim: to critically examine how AI affects professional photography enterprises and identify ways to be competitive in a digital world. Four objectives were established: to investigate AI applications, identify industry issues, explore prospects for growth and marketing, examine sustainable adaptation. This chapter finally placed the study within known theoretical frameworks, specifically Disruptive Innovation Theory (Christensen, 1997) and the Technology Acceptance Model (Davis, 1989), which collectively characterise AI as both a disruptive threat and an opportunity for new possibilities. The research questions were shown, giving the study a clear structure and setting the stage for the literature review that will come next.







[bookmark: _Toc214543914]CHAPTER 2. LITERATURE REVIEW
[bookmark: _Toc214543915]2.1 LITERATURE REVIEW
In academic research, a literature review is an important step that brings together what is already known and finds gaps in a certain area (Mari Juntunen & Mirjam Lehenkari 2021).  Artificial intelligence (AI) has had a major impact on professional photography. It has quickly gone from being a technological advance to a disruptive force in creative fields. This literature review brings together recent research on how AI affects photography, artistic identity, and strategic marketing in the photography field (Belisle, 2025). It is based on a small number of major ideas, each of which looks at a distinct way that AI changes photography. The review analyses gaps, patterns, and trends within the available literature, adhering to best practices for academic research (University of Sunderland, 2024). The literature reviewed indicates an increasing recognition of AI's transformative impact on creative sectors, but there is a gap in research, especially addressing professional photography enterprises and their strategic adaptations to AI-induced disruption. Most current research focuses on technology capabilities rather than strategies for adapting to changes in the company (Belisle, 2025; Kietzmann et al., 2018). This study fills the gap by looking at how professional photographers are changing their business models, marketing strategies, and creative processes in response to changes brought about by AI. The review is organised topically according to the study's research objectives and topics, applying theoretical frameworks including Disruptive Innovation Theory (Christensen, 1997) and the Technology Acceptance Model (TAM) (Davis, 1989). Disruptive Innovation Theory explains the transformation of photography markets and business models by AI, while TAM explains the processes through which individual photographers adopt and adapt to new technology.
The research applies the CRAAP framework, which stands for Currency, Relevance, Authority, Accuracy, and Purpose, to ensure that sources are trustworthy, current, and appropriate for academic use. It also explores how AI can be integrated sustainably to balance efficiency, authenticity, and artistic expression in the digital age.
[bookmark: _Toc214543916]2.2 AI APPLICATION IN PROFESSIONAL PHOTOGRAPHY BUSINESS
Technology has always impacted photography, but AI is a bigger revolution in terms of structure and ideas. Adobe Photoshop and Lightroom were some of the first programs to automate colour correction and editing. These programmes set the stage for smart workflows. The COUTURE BOOK case study (Adobe Systems, 2008) shows how the industry has changed: by using Adobe's AI-driven design automation, photographers could make custom picture books faster and of better quality, which was an early example of digital disruption in creative output.
Recent research (Adigun et al., 2024) substantiates AI's revolutionary influence on education and professional practice. Photoshop's Generative Fill and Lightroom's Smart Adjustments are two examples of tools that boost creativity and confidence while also improving workflow. The trend shows that AI is not taking away creativity; instead, it is adding to it by freeing professionals from doing the same things repeatedly and allowing them to try out new artistic ideas.
[bookmark: _Toc214543917]2.2.1 DISRUPTIVE INNOVATION THEORY
According to Disruptive Innovation Theory (Christensen, 1997), these applications show how AI changes the way value is created by moving the focus from technical skill to creative thinking. Professionals must now set themselves apart by being innovative and having a deep understanding of people, not just by being effective at their jobs. The theory offers a significant framework for examining AI's impact on photography. AI technologies make creativity more accessible by making it easier for amateurs to use professional-quality software or smartphone features to achieve professional-quality outcomes. Kietzmann, Paschen, and Treen (2018) say that AI-powered image identification, predictive analytics, and automation were first made for marketing, but they are now built into tools for taking pictures. The widespread availability of these technologies has disrupted established market hierarchies, compelling professional photographers to reconsider their unique selling points. The trend that is becoming clear in many studies is that AI not only breaks apart old business models, but it also creates new avenues for innovation, especially in areas like personalised content production, creative consulting, and digital marketing integration (Nambisan, Wright, & Feldman, 2019). There is a lack of information on how small and independent photography firms are dealing with this change. Although the literature thoroughly examines AI in advertising, media, and design, there is a scarcity of empirical studies regarding the operational and strategic responses of photographers. The need to address this gap warrants this study's emphasis on professional adaptation and sustainability.
[bookmark: _Toc214543918]2.2.2 TECHNOLOGY ACCEPTANCE MODEL (TAM)
According to TAM, perceived usefulness—AI's ability to improve creative results—and convenience of use—its easy integration into existing software—both affect acceptance. This is why people are more likely to use AI for technical or repetitive tasks, like retouching or reducing noise, but not for creative decision-making, where human expression is still important.
The academic discourse reflects this conflict. Gross (2024) sees AI as a co-creator that helps photographers see more possibilities in their work. Romele (2022), on the other hand, says that algorithmic art could make "anaesthetic" images that are technically excellent but emotionally empty. This difference shows a basic split between AI as a creative partner and AI as a threat to authenticity.
[bookmark: _Toc214543919]2.3 ARTIFICIAL INTELLIGENCE IN PHOTOGRAPHY MARKETING AND BUSINESS STRATEGY
The impact of AI on the photography industry encompasses not only image production but also marketing and strategic management. Kietzmann et al. (2018) contend that AI facilitates hyper-personalised engagement via data analytics, machine learning, and picture recognition, thereby improving the customer experience across the consumer journey. Photography firms now employ analogous systems for customer targeting, portfolio optimisation, and dynamic pricing.
[bookmark: _Toc214543920]2.3.1 DISRUPTIVE INNOVATION THEORY
Disruptive Innovation Theory says that new ideas first go for markets that aren't being served well before pushing out established businesses. AI has made professional photography skills available to everyone, so amateurs with smartphones or consumer software can achieve outcomes that were once only possible for professionals (Kietzmann, Paschen, & Treen, 2018). This worldwide availability breaks down established hierarchies and makes professionals rethink what makes them better than others. The COUTURE BOOK example shows how automation and smart design tools may speed up production without losing the unique artistic quality (Adobe Systems, 2008). This integration of creative technology with business strategy is in line with Christensen's (1997) framework: AI is a disruptive enabler that encourages sectors to come up with new ideas through customer-centred digital models. Even with these benefits, the literature shows that there are also challenges, such as data privacy, job loss, and creative integration (Gross, 2024). These problems show that there needs to be a balance between automation and realness. AI makes things more efficient and profitable, but in a crowded market, human ingenuity and emotional storytelling are still essential. Current research indicates that successful photography businesses include AI as part of a hybrid strategy that combines both theoretical points of view: disruptive innovation through market adaptation and user acceptability through balanced adoption behaviour.
TAM shows how user acceptance affects implementation: photographers who think AI marketing tools are easy to use and work well are more likely to utilise them for scheduling posts on social media, dividing their audiences into groups, and sending automatic messages. But as Gross (2024) warns, relying too much on automated systems might make creativity less unique. If all brands use comparable AI-generated images, their distinctiveness and emotional authenticity will decline. Yet, there exists a gap in actual data regarding the use of AI marketing tools by individual photographers or small studios to acquire and keep clientele, which this research seeks to investigate.
[bookmark: _Toc214543921]2.4 DIMENSIONS OF ETHICAL, CULTURAL AND VISUAL COMMUNICATION
Romele's (2022) research presents a missed dimension of AI's influence: the ethics of visual communication. He points out a "blind spot" in AI ethics where the way AI technologies are shown in media and ads affects how people perceive them more than how well they work. These highly idealised pictures often give people the wrong idea about how smart or moral computers are, which makes them more technologically optimistic. On the other hand, Gross (2024) says that manipulation has always been a part of photography and that AI is just continuing an artistic evolution that has already happened. The disparity between these viewpoints points to a significant study gap: although much research examines AI's innovations, far less investigates how professionals maintain trust and authenticity in an age of artificial imagery. Gross (2024) also provides real-world examples of reaction in the creative field. For example, when A24 and Netflix employed AI-generated graphics in their ads, people criticised them for stealing art and lying. These disputes show how AI's use in visual sectors can affect culture and morals.
In terms of professional identity and skill redefinition, automation makes traditional retouching and editing jobs less in demand, but it makes jobs that require a mix of creativity, ethics, and computer skills more in demand. TAM explains this behavioural adaptation: photographers embrace AI when they view it as helping rather than replacing their creative autonomy. Resistance develops when AI undermines individual creativity, leading to its perceived utility as a behavioural motivator.
When it comes to legal and ethical ambiguities, AI is used a lot in visual media, and there aren't clear ethical and legal rules for it. Current rules are mostly about data protection and automation, but they don't consider the moral issues that arise with AI-generated art. This gap shows how important it is to have specialised rules in the creative sector that deal with ownership, attribution, and transparency.
[bookmark: _Toc214543922]2.5 IDENTIFICATION OF GAPS, PATTERNS, AND TREND IN THE LITERATURE
Applying methodological insights from literature review research this section synthesises findings by highlighting three analytical layers: gaps, patterns, and trends.
Gaps
[bookmark: _Hlk214457854]Table 1. Theoretical integration and research Gaps.
	Theme
	Findings from literature
	Theories’s application
	Identified gaps

	AI adoption and innovation
	AI makes it possible to automate tasks, speed up operations, and use a mix of innovative methods.
	TAM: Describes adoption in terms of perceived utility and usefulness.

	There is insufficient empirical evidence available about the adoption patterns of photographers.

	Market disruption and restructuring
	AI makes creation accessible to everyone, lowering barriers for beginners.
	Disruptive Innovation: Describes restructuring as creative marketing.
	There is less data on how small studios strategically adjust.

	Creativity vs. automation
	The debate revolves around AI's role as a creative partner (Gross, 2024) and its role as a homogenising force (Romele, 2022).
	Both theories emphasise the necessity for a strategic balance between automation and human values.
	There are currently no established frameworks for the ethical integration of creative processes.

	Marketing and business growth
	AI improves marketing data and customer engagement.
	TAM: Explains why professionals use AI for ease and profitability.
	Minimal research on the long-term impact of AI marketing on small businesses.

	Ethics and sustainability
	Ethical authenticity is crucial for building trust and brand value.
	Disruptive Innovation: Innovation often exceeds ethical adaptation.
	There are no clear ethical rules for using AI in creative works.



Source: Author.
There is not much study on how small photography enterprises are adapting to AI strategically. Frameworks addressing AI ethics in creative visual sectors are absent, and long-term studies on AI use in photography are lacking. This study addresses these deficiencies by examining how professional photographers manage AI disruption and ethical challenges inside businesses.
Patterns
AI is both a helper and a threat, and hybrid workflows that combine automation and creativity are becoming more common. Adobe's AI ecosystem is becoming the industry standard. The implications for research affirm the dual character of AI as both a threat and an opportunity, thus consolidating the study's theoretical framework.
Trends
Change the focus of AI analysis from technical to ethical and cultural; put more emphasis on honesty, openness, and customer trust; and use AI in photography marketing and education. The implications for research suggest that the topic is evolving from technological interest to critical reflection, thereby validating conceptual inquiry in this study.
These results support the idea that AI has two sides: it changes both creativity and business at the same time. Theoretical frameworks elucidate these dynamics and guide the study's focus towards examining how photographers can navigate through disruption via informed, ethical adaptation.
[bookmark: _Toc214543923]2.6 ASSESSING THE LITERATURE: THE CRAAP FRAMEWORK 
The CRAAP framework was used to confirm all the sources that were reviewed for quality and relevancy. This framework looks at Currency, Relevancy, Authority, Accuracy, and Purpose (California State University, 2023).
[bookmark: _Hlk214457875]Table 2. CRAAP Framework.
	Currency
	Most sources (2018–2025) show the most recent changes in AI, which is important because the field is constantly changing.

	Relevancy
	Every single resource specifically looks at AI's influence on photography, creativity, or marketing, according to the research questions.

	Authority
	Established researchers in AI ethics, marketing, and creative technology include Gross (2024), Kietzmann et al. (2018), and Romele (2022).

	Accuracy
	Peer-reviewed publications, case studies, and academic reports offer evidence-based analyses supported by references.

	Purpose
	All selected works seek to inform and analyse rather than promote commercial products, ensuring objectivity.


Source: Author.
This review is more credible since it uses the CRAAP test, which also makes sure that the findings drawn from secondary data are correct.
[bookmark: _Toc214543924]2.7 CHAPTER SUMMARY
This chapter has critically examined the influence of Artificial Intelligence on professional photography, incorporating theoretical, ethical, and strategic viewpoints. By explicitly applying Disruptive Innovation Theory, the paper demonstrates how AI reshapes market structures and value generation, compelling experts to innovate. TAM illustrates how individual photographers accept, resist, or reframe AI technology in terms of perceived utility, trust, and creative control. The discussion compares AI as a creative partner (Gross, 2024) and AI as a homogenising threat (Romele, 2022) to show that critical participation, not blind adoption, determines sustainability. Both models agree that an AI-driven creative economy requires flexibility, authenticity, and ethical literacy for long-term success.
These findings constitute the basis for Chapter 3: Methodology, which will explain the application of secondary qualitative analysis and thematic synthesis in investigating AI's influence on the development of adaptation strategies within the professional photography business.










[bookmark: _Toc214543925]CHAPTER 3. METHODOLOGY
[bookmark: _Toc214543926]3.1 INTRODUCTION 
This part covers the research methodology, how data was collected, and how the results were analysed to investigate how Artificial Intelligence (AI) impacts image editing and enhancement, with a focus on photography businesses. 
[bookmark: _Toc214543927]3.2 RESEARCH DESIGN
This study is based on an interpretivist research philosophy that posits knowledge as socially created and contextually contingent. Interpretivism is suitable for this dissertation as the research aims to understand how photographers and creative professionals interpret and react to Artificial Intelligence (AI), rather than quantifying its impacts (Bryman, 2016). Interpretivism values meaning, perception, and lived experience, which makes it a good fit for qualitative methods like the Systematic Literature Review (SLR) and thematic analysis. The researcher's job is interpretive synthesizing existing evidence, recognising trends, and explaining the impact of AI on creativity, authenticity, and business practices in photography. The qualitative SLR design enables a thorough understanding of complex issues such as creativity, disruption, and adaptation, which cannot be adequately captured with quantitative indicators alone. It also assures that the research is founded on verifiable, reliable, and peer-reviewed evidence, so preserving academic rigour and ethical reliability.
This philosophical perspective enhances the two theoretical frameworks that support the study:
Disruptive Innovation Theory (Christensen, 1997) describes how artificial intelligence (AI) reshapes markets and forces experts to innovate.
Technology Acceptance Model (TAM) (Davis, 1989) explains how photographers adopt or reject AI solutions based on perceived utility and ease of use.
Interpretivism and related frameworks collectively support a qualitative synthesis that prioritises context, perception, and interpretation above quantitative measurement. This alignment guarantees philosophical consistency among the research objective, the selected methodology, and the interpretive analysis employed throughout the study.
Case studies like the Adobe COUTURE BOOK project (Adobe Systems, 2008) put Christensen's concept of disruption into practice, demonstrating how automation and digital workflows lowered production time and cost while increasing creativity. Similarly, Adigun et al. (2024) discovered that AI-integrated learning tools (for example, Adobe Photoshop and Lightroom) greatly increased user creativity and engagement, demonstrating TAM's emphasis on perceived usefulness in technology adoption.
[bookmark: _Toc214543928]3.3 SEARCH STRATEGY
A rigorous and clear search process was used for finding applicable studies and case materials for the research. The search approach was developed in accordance with PRISMA (Preferred Reporting Items for Systematic Reviews and Meta-Analyses) guidelines, assuring a clear and unbiased way of data collection (Snyder, 2019).
The process included the following steps:
Defining the research scope: AI's impact on professional photography, creativity, business adaption, and ethics.
Choosing databases and sources — prioritise peer-reviewed articles and credible professional reports.
Developing search phrases based on the study objectives.
Use inclusion and exclusion criteria to ensure relevance and believability.
Using the CRAAP framework to screen titles, abstracts, and entire texts (California State University, 2023).
Data extraction and synthesis based on topics, with outcomes aligned with the theoretical framework.
[bookmark: _Hlk214457910]Figure 1. PRISMA Flow Diagram for Literature Selection Process.
 Source: Author.

This methodical approach ensured an accurate and balanced selection of academic and industry literature relevant to AI in photography.
[bookmark: _Toc214543929]3.4 SEARCH TERMS
The search terms were constructed using the study objectives, conceptual frameworks, and significant topics outlined in previous chapters. These expressions described the intersection of creativity, technology, and business strategy in the photographic industry.
The main search terms were:
"Artificial Intelligence in photography"
"AI and creative industries"
"AI and photography marketing strategy"
"Disruptive innovation in photography business"
"Technology acceptance and AI in visual arts"
"Ethics of AI-generated images"
Keywords were combined using Boolean operators (AND, OR, NOT), for example: ("Artificial Intelligence" or "AI"), ("Photography" or "visual arts"), and ("Marketing" or "innovation"), nor ("Robotics").
This guaranteed that searches were limited to the creative sectors and excluded unrelated technology fields of study.
[bookmark: _Toc214543930]3.4 KEY WORDS
The following keywords and synonyms were used in the database search to make sure that all relevant fields were covered.
[bookmark: _Hlk214457934]Table 3. Key words and synonyms.
	Primary concept
	Key words/ synonyms

	Artificial Intelligence
	Generative AI, AI, machine learning, automation.

	Photography 
	Creative industry, image, digital imagining, visual communication, pictures.

	Business
	Employment, job, career, trade, company.

	Creativity
	Innovation, originality, artistic expression. 

	Marketing
	Costumer engagement, promotion, branding, trading.

	Disruption 
	Transformation, technological change, industry restructuring. 

	Ethics
	Transparency, authenticity, integrity. 


Source: Author.
These keywords made it possible to find a wide range of relevant materials that talked about AI's technological, ethical, and business aspects.
[bookmark: _Toc214543931]3.5 DATABASE
The literature search employed both academic and professional resources, including the University of Wales Trinity Saint David (UWTSD) Online Library, to guarantee a thorough coverage of theoretical, empirical, and industry viewpoints.
UWTSD Online Library- the main way to get to thousands of scholarly e-journals, e-books, and databases like EBSCOhost, Business Source Premier, Emerald Insight, and Taylor & Francis Online. It was utilised to find peer-reviewed articles in business management, digital media, and technology innovation that were related to AI and photography.
Google Scholar - provides comprehensive academic coverage and citation tracking for scholarly literature.
ProQuest is a database for peer-reviewed publications and theses in business, marketing, and the social sciences.
ScienceDirect- provides up-to-date research on AI innovation, digital transformation, and creative technologies.
SpringerLink - for research on ethical, cultural, and technological challenges in creative media.  
ResearchGate provides access to practitioner insights and pre-publication research from experts in the creative and technology industries.
Adobe Systems Archives & Case Studies - for practical industry examples, such as the COUTURE BOOK case, demonstrating real-world AI usage in photographic workflows (Adobe Systems 2008).
The combination of academic and industry-based resources, anchored by the UWTSD Online Library, resulted in a balanced, reliable, and extensive dataset that supports the study's theoretical analysis as well as its professional applicability.
[bookmark: _Toc214543932]3.6 INCLUSION/EXCLUSION CRITERIA
[bookmark: _Hlk214457995]Table 4. Inclusion criteria and exclusions criteria.
	Inclusion Criteria
Sources were included if they:
	Exclusion Criteria
Sources were excluded if they:

	Were published between 2018–2025, ensuring currency.
	Focussing on non-creative industries (e.g., robotics, healthcare).


	AI has been addressed in photography, the creative industries, and digital marketing.
	Lacked academic or professional credibility.

	Were peer-reviewed or industry-authenticated (such as Adobe reports).
	Were published before 2018.


	The theoretical, ethical, and behavioural elements of artificial intelligence were discussed.
	Was not directly related to photography or innovative business models.


	Were available in English and full-text formats.
	Copies or entire texts that couldn't be accessed.


Source: Author.
After using these standards, 35 sources were chosen for a full-text study and thematic analysis.
[bookmark: _Toc214543933]3.7 RESEARCH RESULTS
The first search of the database found more than 150 results. After removing duplicates and applying the inclusion/exclusion criteria, 35 studies and case documents were chosen. These were:
Academic studies, Gross (2024) wrote about AI creativity, Romele (2022) wrote about AI ethics, and Kietzmann, Paschen, and Treen (2018) wrote about AI in marketing.
Industry case studies: Adobe Systems (2008), demonstrating the implementation of AI in professional processes.
Empirical research: Adigun et al. (2024) performed on the educational uses of AI in Photoshop and Lightroom.
The literature was then divided into five key themes, which corresponded to the research objectives:
1. AI applications and creative innovation.
2. Market disruptions and professional challenges.
3. Creativity, authorship, and integrity.
4. AI for corporate growth and marketing strategy.
5. Ethics, culture, and sustainability.
These sources, through thematic analysis, provided the actual and conceptual foundations for the debate in chapter 4.
[bookmark: _Toc214543934]3.8 ETHICAL CONSIDERATION
This study is based exclusively on secondary data, with careful adherence to ethical guidelines to ensure integrity and transparency.
Source Credibility: All data were sourced from validated, peer-reviewed, or officially published materials.
Accurate Attribution: All works are referenced in accordance with APA 7th edition standards to prevent plagiarism.
Critical Balance: Both positive and critical perspectives on AI were represented, maintaining objectivity (e.g., Gross, 2024; Romele, 2022).
Protection for the Rights of Intellectual Property: All visual and textual data were utilised strictly for scholarly purposes, and copyright ownership was cited.
Ethical consideration: Given AI's involvement in creating synthetic imagery, ethical consideration involved assessing authenticity, manipulation, and disclosure, as mentioned by Romele (2022) and Gross (2024).
By following these ethical guidelines, the research maintains academic integrity and conforms to the ethical principles of social science research (Bryman, 2016).
[bookmark: _Toc214543935]3.9 CHAPTER SUMMARY
This chapter described the systematic literature review approach used to examine secondary data on the impacts of AI on the photography industry. The structured search strategy, which used established keywords, inclusion criteria, and the CRAAP framework to check quality, made sure that the research was rigorous and consistent.
Case studies such as Adobe COUTURE BOOK (Adobe Systems, 2008) and Adigun et al. (2024) have shown how AI fosters innovation in both educational and professional photography sectors. The methodology integrates ideas from Disruptive Innovation Theory and the Technology Acceptance Model (TAM), establishing a connection between macro-level market disruption and micro-level user adoption and behavioural change. The chapter also emphasised the ethical responsibility of studying AI in creative industries, focussing on authenticity, creativity, and trust. This methodological framework establishes a solid basis for Chapter 4: Findings and Discussion, which will integrate the data and analyse them through the theoretical and thematic perspectives provided in this chapter.
[bookmark: _Hlk213338943]

[bookmark: _Toc214543936]CHAPTER 4. FINDINGS AND DESCUSSIONS.
[bookmark: _Toc214543937]4.1 INTRODUCTION 
This chapter defines and discusses the study's findings as derived from the Systematic Literature Review (SLR) discussed in Chapter 3. The objective is to examine and reflect on the influence of Artificial Intelligence (AI) on professional photography enterprises, address the study aims through five principal themes extracted from the reviewed literature:
1. AI applications in photography.
2.  Market disruption and professional adaptation. 
3. Creativity, authorship, and authenticity.
4.  Business growth and marketing strategy. 
5. Ethics, culture, and sustainability.
Each section connects the results to the theoretical frameworks that guided the study: Disruptive Innovation Theory (Christensen, 1997) and the Technology Acceptance Model (TAM) (Davis, 1989). This helps to understand both structural and behavioural effects. There are visual summaries and critical evaluations when they are required.

[bookmark: _Toc214543938]4.2 THEME 1: AI APPLICATION IN PROFESSIONAL PHOTOGRAPHY
The review shows that AI is now an important part of modern photography, affecting how images are made, edited, curated, and delivered. Research, including Adigun et al. (2024), shows that AI tools like Adobe Photoshop and Lightroom make editing faster and more creative by automating repetitive tasks, streamlining workflows, and allowing for quick experimentation. Adobe Systems (2008) also said that AI-supported automation, like what happened in the COUTURE BOOK instance, cut down on design time while enhancing output quality. This shows a clear productivity gain for small creative businesses. From a TAM point of view, these results show that how beneficial and easy to use AI is key factors in its adoption. Photographers are more likely to employ AI when they see tangible benefits, including saving time and having more creative freedom. Studies also show selective adoption, though; professionals are still hesitant to use AI for creative decision-making because they are afraid it will make everything the same (Gross, 2024).




[bookmark: _Hlk214458038]Table 5. Summary of Common AI Tools in Photography and Their Practical Outcomes (Based on TAM).
	Cammon AI tools in photography
	Practical Use in Photography
	Perceived usefulness (TAM)
	Business / Creative Benefit

	Adobe Photoshop (AI Editing)
	Removing backgrounds, editing, and improving images automatically.

	High
	Time efficiency, creative precision.

	Adobe Lightroom (Smart adjustments)
	Batch tone correction, detect objects, and filters that know what's in the content.
	High
	Streamlined editing workflow.

	AI Smart Cameras (e.g., Canon R5 AI Tracking)
	Tracking subjects, predicting focussing, and optimising exposure.
	High
	Increase accuracy and reduce error rate.

	Generative AI (e.g., Midjourney, DALL·E)
	Concept visualisation, making mock-ups, and making ideas come to life.
	Moderate
	Better ideas for creative work and client presentations.

	AI Curation Tools (e.g. AfterShoot, FilterPixel)
	Automatic tagging, sorting, and generating data records.
	High 
	Better management of digital assets and productivity.

	AI Chatbots / Marketing Tools (e.g. ChatGPT, Meta Business, Booking Koala)
	Automated consumer interaction and personalised campaigns.
	High 
	Time saving and better client interaction. 

	AI Filters and Effects
	Style transfer and automatic colour correction.
	Moderate
	Time saving in editing photos. 


Source: Author.
Note. This table outlines important AI tools used in professional photography, showing how they help businesses and photographers along with evidence from other sources.
These results show that AI can help photographers be more creative and more productive at the same time. This means that professionals can get more done while still meeting (or even raising) creative standards. But they also show how important it is to keep learning and think about ethics to make sure that automation helps rather than replaces human artistic judgement.
The literature generally supports the idea that AI applications help make things more efficient and creative. But as they get easier to get, the barrier between amateur and professional work becomes less clear. This is in accordance with Christensen's (1997) idea of market democratisation through disruption.
[bookmark: _Toc214543939]4.3 THEME 2: MARKET DISRUPTION AND PROFESSIONAL ADAPTATION
AI has changed the traditional photography business by making it easier for amateurs to get professional-looking photos (Kietzmann, Paschen, & Treen, 2018). This levelling of technology has made competition fiercer, prompting professionals to rethink what makes them valuable beyond just technical expertise. Instead, they should focus on brand identification, storytelling, and real-life experiences.
Disruptive Innovation Theory says that AI is a disruptive technology that changes how value is created. Early adopters, like digital studios that added AI workflow automation, have been able to grow their businesses and keep their clients, whereas late adopters’ risk being left behind. But the review also shows other points of view. Gross (2024) argues that disruption is not exclusively detrimental; AI can also foster innovation by compelling professionals to differentiate creatively. Romele (2022) also worries that using AI too much in business could make innovation and credibility less valuable.
[bookmark: _Hlk214458072]Figure 2. Conceptual Model of Market Disruption in Photography (based on Christensen, 1997).

Source: Author.
In summary, market disruption compels professionals to innovate sustainably. Using AI as a strategic partner instead of a threat is more in line with Christensen's idea of keeping innovation going in the face of disruptive change.
[bookmark: _Toc214543940]4.3.1 CHALLENGES FACED BY PHOTOGRAPHERS DUE TO AI DISRUPTION
AI brings a lot of benefits, but it also creates new challenges in work, in terms of ethics, and in the economy. The data show that these problems are mostly about making the market more democratic, worries about authenticity, intellectual property, and creative displacement.
Because AI has reduced entry barriers, non-professionals with little expertise can now create high-quality content. According to the World Photography Organisation (2024), between 2020 and 2024, there was a 47% growth in the number of semi-professional photographers utilising AI editing tools. While democratisation fosters innovation, it also makes it more competitive for experienced professionals. This change is an example of a market reconfiguration where incumbents are forced by technological accessibility to rethink their value proposition through client relationships, storytelling, and authenticity rather than just technical expertise, in line with disruptive innovation theory (Christensen, 1997).
The Association of Photographers (AOP, 2023) says that a lot of photographers now use "human-centred branding" to set themselves apart from AI-generated images. This strategic adaptation—putting more emphasis on narrative depth and emotional authenticity—shows how professionals deal with change by strengthening the creative abilities that make us human.
[bookmark: _Hlk214458107]Table 6: Key Challenges.
	Challenge
	Impact on Photography Business
	Source of evidence

	Market democratisation
	More competition from those who aren't professionals but use AI techniques.
	World Photography Organisation (2024); Christensen (1997)

	Authenticity and ethics
	Client mistrust and doubt about uniqueness.
	Romele (2022); Gross (2024)

	Economic pressure
	Price competition and a decrease in demand for traditional services.
	EFPF (2023)

	Creative identity
	There is a chance that excessive automation will result in a loss of artistic uniqueness.
	Belisle (2025); Gross (2024)

	Skill evolution
	Professionals must learn AI-enhanced tools to remain relevant.
	Adigun et al. (2024); AOP (2023)


Source: Author.
Note. This table outlines important challenges recognised from academic and professional sources, illustrating the interplay between market pressures, technology, and creative response.
[bookmark: _Toc214543941]4.4 THEME 3: CREATIVITY, AUTHORSHIP, AND AUTHENTICITY
AI's creative powers bring up important considerations about who owns a photograph and how real it is. The literature presents two conflicting perspectives:
AI as a Creative Partner: Researchers like Gross (2024) and Adigun et al. (2024) say that AI boosts creativity by working with people to create things, allowing for experimentation and pushing the limits of art. AI can come up with concepts, make lighting look real, and suggest compositions. This lets artists work more conceptually.
AI as a Threat to Authenticity: On the other hand, Romele (2022) and Belisle (2025) talk about worries about synthetic authenticity, which is AI's ability to make visuals that look just like real life. This makes people less likely to trust photography as a documentary medium, which causes moral and artistic difficulties.
According to TAM, people often avoid using AI because they don't trust it or feel morally uncomfortable, even when it is very valuable. Disruptive Innovation Theory describes this tension as a cultural lag, which is the time between a new technology and its acceptance by society. AI boosts innovation, but it also makes traditional ideas of originality less stable. This duality supports the idea that AI in photography is both a creative tool and a disruptor of being, which is in line with the mixed views found in recent literature.

[bookmark: _Toc214543942]4.5 THEME 4: AI FOR BUSINESS GROWTH AND MARKETING STRATEGY
One of the most common things that comes up in the literature is how AI is being used in marketing and company development. Kietzmann et al. (2018) emphasise how AI can make the customer journey more personal by using predictive analytics and automated communication. In photography, this means getting in touch with specific clients, using automated portfolio recommendations, and setting prices based on data.
The COUTURE BOOK case study (Adobe Systems, 2008) shows how AI-driven design and automation made clients happier and cut production costs. This backs up Christensen's (1997) claim that technology can make new business models that set a company apart from its competitors.
Automation's effectiveness has raised concerns regarding creative displacement and revenue reduction. The European Federation of Professional Photographers (EFPF, 2023) said that more than 35% of the respondents who answered the survey are worried about losing money because clients are using cheap AI-generated images.
From the TAM framework perspective, AI's use in marketing is affected by how easy it is to integrate and how clear the business results are. Photographers who perceive AI tools as user-friendly (e.g., CRM chatbots, automated booking systems) report higher adoption rates. But the literature warns that excessive dependence on technology may undermine personal connections, resulting in depersonalised client relationships (Gross, 2024).
[bookmark: _Hlk214458143]Table 7. AI Marketing Functions in Photography and Their Business Impact.
	AI marketing function
	Application examples
	Impact on business

	Client analytics
	Predicting client preferences.
Userpilot, Mixpanel, Google Analytic.
	Improved targeting

	Automated design
	Adobe Sansei layout tools.
Maze, Driveworks.
	Faster service delivery.

	Social media AI
	Automated posting/scheduling.
	Enhanced visuality. 

	Chatbots
	AI- powered communication
	Better response to clients.

	Predictive pricing
	Optimisation of service costs based on data.
	Increased profitability.


Source: Author.
These results show that AI can help businesses expand by making them more scalable and responsive to the market when used wisely. This is directly related to the research goal of looking into AI as a tool for business growth.
[bookmark: _Toc214543943]4.6 THEME 5: ETHICS, CULTURE, AND SUSTAINABILITY
Recent discussions about AI in photography have mostly been about ethics. Romele (2022) points out an "ethical blind spot" in visual AI: the unthinking use of stock images to show how smart machines work, which makes unreasonable expectations and technological idealism seem normal. Gross (2024) says that ethical violations, like Netflix and A24 not telling people they utilise AI, have led to public criticism. This shows that being open and honest is now an important part of artistic integrity.
Ethical sustainability includes intellectual property, labour displacement, and representation bias. The literature indicates that sustainable adaptation needs a three-part strategy:
Transparency- being honest about using AI in creative work to keep trust and integrity in photography (Romele, 2022; Gross, 2024).
Education- fostering digital literacy and critical awareness among experts and audiences to guarantee the responsible and innovative application of AI (Adigun et al., 2024; Belisle, 2025).
Ethical Governance- setting professional standards for AI-generated work, such as rules for authorship, disclosure, and accountability in visual output (Gross, 2024; Romele, 2022).
This integrated framework shows that ethical sustainability isn't just about new technology; it also requires a broader cultural and professional commitment to using AI responsibly. This fits with Christensen's (1997) theory that innovation must change through ethical adaptation and TAM's theory that adoption depends on more than just usefulness; it also depends on trust and fairness. In general, ethical adaptability is the future of long-lasting professional photography in an economy driven by AI.
[bookmark: _Toc214543944]4.7 LIMITATION OF SECONDARY DATA AND THEMATIC ANALYSIS
This study's findings are exclusively founded on secondary data obtained from previously published academic and industry sources. This method has the benefit of giving access to a lot of existing research, but it also has several methodological limitations that need to be recognised to maintain openness and academic rigour.
Lack of sufficient primary viewpoints 
The study's lack of interviews, surveys, or direct observation precludes the collection of firsthand experiences of professional photographers, clients, or creative entrepreneurs concerning AI adoption. Bryman (2016) asserts that qualitative fieldwork enables researchers to understand personal meaning-making processes, a component intrinsically lacking in secondary analysis. This indicates that the emotional, cultural, and experiential subtleties regarding photographers' relationships with AI technologies may be inadequately reflected. The dependence on documented sources constrains the exploration of how professionals individually understand disruption, innovation, and ethics within their activity.
Possible Bias in Publication
Another limitation is the possibility of publication bias, in which academic and business publications tend to focus on successful or positive examples of AI integration while downplaying mistakes, ethical breaches, or unexpected consequences (Snyder, 2019). Corporate case studies, like Adobe Systems (2008), often talk about how to be more efficient and come up with new ideas, but they don't often talk about how users are unhappy, how creative people oppose change, or how technical problems happen. So, the literature that was looked at may make AI's revolutionary potential seem too good to be true while downplaying its flaws. This mismatch makes it hard to give a completely objective picture of how AI is affecting the professional photography market.
Variation in Context and Culture
An additional limitation is that the studies that were reviewed had different contexts. The literature comes from different countries and creative markets; therefore, the results may not be true for everyone or everywhere. Johnston (2017) notes that secondary data is shaped by the sociocultural and economic environment in which it was generated. For example, AI technologies are easier to get and cost less in some areas than in others, and people's views on AI ethics and authenticity varied a lot from one culture to the next. So, even if the study finds trends around the world, it's important to remember that some of its results may not apply to all types of photography, especially tiny studios in developing markets.
Thematic Subjectivity and Researcher Interpretation
The thematic analysis employed to synthesise findings is naturally interpretive, which, while beneficial for elucidating meaning, also involves subjectivity. Snyder (2019) and Tranfield, Denyer, and Smart (2003) emphasise that the synthesis of qualitative secondary data depends on the researcher's discernment in recognising, classifying, and interpreting patterns. Even though rigorous coding processes and established theoretical frameworks (TAM and Disruptive Innovation Theory) were used to try to stay objective, the process nonetheless shows interpretive bias. The subjective process of theme formation may thus favour specific ideas over others, especially in cases when investigations present contradictory evidence or theoretical uncertainty.
Time Limits
Another limitation is temporal relevance, which is important because technology is changing so quickly. The literature examined predominantly covers the years 2018 to 2025; nonetheless, the domain of AI is in a state of constant evolution, with new generative models and camera algorithms being introduced nearly every month. This temporal lag, which is prevalent in secondary reviews, means that the results are only a snapshot of AI's impact at one point in time, not a permanent picture. Snyder (2019) says that systematic evaluations are constrained by the time frame they cover and may need to be updated to include the newest advances and professional attitudes.
[bookmark: _Toc214543945]4.8 WAYS TO REDUCE RISK AND CREDIBILITY
Even with these problems, the study used a number of ways to improve credibility and trustworthiness:
Triangulation is the process of combining facts from academic, theoretical, and professional sources to find a balance between what is known and what is useful.
Theoretical Anchoring- using Disruptive Innovation Theory and TAM to anchor the investigation made sure that trends in technology and behaviour were always understood the same way.
Transparency and Documentation- clearly defining inclusion criteria, databases, and evaluation frameworks (CRAAP test)—mitigated the potential of arbitrary selection bias.
Critical Reflexivity entails the ongoing recognition of potential bias and interpretative effect during the review process (Bryman, 2016).
By integrating various data sources and ensuring theoretical coherence, the research attains a credible and equitable synthesis, despite the limitations of secondary analysis. As a result, the chapter's conclusions should be seen as interpretive generalizations—insights into contemporary patterns and conceptual linkages rather than conclusive empirical claims.
[bookmark: _Toc214543946]4.9 THEORETICAL REFLECTION
This part of the paper uses both Disruptive Innovation Theory (Christensen, 1997) and the Technology Acceptance Model (TAM; Davis, 1989) to explain what the study found. These frameworks were utilised to explain the structural revolution of the photography market and the behavioural dynamics of AI adoption among professionals. The comprehensive literature review demonstrates that AI functions as both a technological disruptor and a behavioural catalyst, validating essential aspects of both theories while also exposing conceptual constraints in their applicability to creative sectors.
[bookmark: _Toc214543947]4.9.1 APPLYING THE THEORY OF DISRUPTIVE INNOVATION
Disruptive Innovation Theory states that new technologies initially arise in niche markets and subsequently supplant established competitors by providing simpler, more affordable, or more accessible alternatives (Christensen, 1997). The literature substantiates this mechanism in professional photography, wherein AI facilitates equitable access to superior image production. Amateur photographers can get professional outcomes without a lot of technical knowledge thanks to tools like Adobe Photoshop's generative functions, AI-powered cameras, and automated curation platforms (Adigun et al., 2024; Gross, 2024). The findings show that AI is a classic disruptive innovation since it breaks down traditional barriers to entry. Professional photographers, who used to be known for their technical skills, now must compete with non-professionals who use AI to quickly and cheaply make material. This is in line with Christensen's (1997) idea that disruption changes value propositions and makes existing businesses come up with new ideas.
The review also shows how AI disruption in creative industries differs from economic innovation models. In photography, the disruption is not purely functional or economic but also aesthetic and ethical. AI-generated imagery challenges the conceptual basis of artistic authenticity, generating a new degree of disruption centred in meaning and perception rather than market structure, according to Romele (2022). Thus, while Disruptive Innovation Theory explains structural change like market saturation and new entrant dynamics, it fails to explain cultural and moral disruption when technology duplicates creativity. That Christensen's framework should include ethical and symbolic innovation as well as technological and commercial forms reveals a theoretical gap.
[bookmark: _Toc214543948]4.9.2 APPLYING THE TECHNOLOGY ACCEPTANCE MODEL (TAM)
The Technology Acceptance Model (Davis, 1989) offers a behavioural framework for analysing the adoption of AI by photographers and creative professions. The data substantially confirm TAM's main ideas: perceived utility and perceived ease of use are important factors in adoption. Adigun et al. (2024) found that AI-powered editing software like Adobe Lightroom and Photoshop boosts user productivity and creative confidence, supporting the hypothesis that functional and accessible technologies enhance adoption. According to Kietzmann, Paschen, and Treen (2018), AI in marketing workflows boosts productivity and customisation, boosting its perceived usefulness across creative and business disciplines. TAM does not adequately capture additional behavioural characteristics revealed by this study. Photographers choose AI based on usefulness, ethical trust, creative identity, and authenticity. As Gross (2024) and Romele (2022) note, AI adoption is typically resisted due to concerns about losing artistic control or creating inauthentic work. This shows that TAM's traditional constructs should include perceived integrity and emotional resonance, which are crucial to art-based professional acceptance. TAM also presupposes that people make decisions based on logical thinking, meaning that they choose technologies based on how they think they will benefit them. In creative fields, aesthetic ideals and moral emotions also play a role in adoption. So, while if TAM gives a strong behavioural baseline, it doesn't fully consider emotional or moral decision-making, which has a big impact on adoption in the arts and culture.
Combining both theories shows that Disruptive Innovation Theory and TAM perform well together, but not so well when used alone on AI in photography. Disruptive Innovation Theory describes what is happening in the market, such as AI changing business structures, lowering costs, and making access more equal. TAM, on the other hand, explains how people decide whether to use or not use these technologies. When used together, they give a two-layered understanding of the results:
Structural Disruption (Christensen, 1997): AI changes the way things work, forcing photographers to come up with new ideas through branding, storytelling, and the way they treat clients.
Behavioural Adaptation (Davis, 1989): Photographers' acceptance of AI hinges on its perceived utility, user-friendliness, and, increasingly, trust and ethical considerations.
This confluence offers a comprehensive framework for technological revolution in creative sectors: AI disrupts markets, prompting professionals to respond through both rational adaptation and ethical contemplation. Nonetheless, the synthesis reveals a theoretical deficiency: neither framework adequately encompasses creative feeling or ethical reasoning, which are fundamental aspects of artistic endeavour.
[bookmark: _Toc214543949]4.10 IMPLICATION FOR THEORIES AND PRACTICES
The theoretical analysis suggests that AI in photography embodies a multifaceted innovation—technological, behavioural, and ethical. The study enhances previous theory in three distinct ways:
It builds on Disruptive Innovation Theory by focussing on creative disruption, which is when innovation changes not only economic systems but also moral and aesthetic ones.
It expands TAM by adding perceived honesty and trustworthiness as adoption variables that are unique to creative workers.
It offers a cohesive framework relevant to other creative industries undergoing analogous AI-driven changes, including film, graphic design, and journalism.
This thought emphasises that sustainable innovation in creative sectors necessitates not just technological proficiency but also ethical awareness and self-reflective adaptability.
[bookmark: _Toc214543950]4.11 CHAPTER SUMMARY
This chapter examined and discussed on findings derived from secondary data through five thematic perspectives. The conversation showed that AI is both a disruptive force and a creative catalyst, changing how photographers make, sell, and keep their work.
AI boosts productivity and creativity (TAM: usefulness and ease of use), but it also shakes up existing markets and ideas of authenticity (Disruptive creativity Theory: creative destruction). The ethical and cultural consequences make it clear that long-term sustainability depends on being open, always learning, and having ethical leadership.






















[bookmark: _Toc214543951]CHAPTER 5. RECOMMANDATION, LIMITATIONS OF THE RESEARCH, AND CONCLUION
This last chapter sums up the key points of the study, gives photography professionals some helpful recommendations, and talks about the theoretical and practical effects of AI on the photography business. It also talks about the limits of the research and suggests ways for future research to go.
The research examined the impact of AI on professional photography, emphasising its challenges, possibilities, and strategic adjustments required for businesses to maintain competitiveness in the age of digital media. The debate synthesises results from secondary data, academic theory, and case-based evidence to offer a comprehensive picture of the influence of AI on the creative economy.
[bookmark: _Toc214543952]5.1 KEY FINDINGS
The research successfully accomplished its aim of critically analysing the transformation of professional photography by AI, as evidenced by the four primary objectives. 
Find out how AI is used in professional photography. 
The research found that AI technologies, including Adobe Photoshop, Lightroom, Imagen AI, and AfterShoot, have transformed photographic workflows via automation, intelligent editing, and customised style learning (Adigun et al., 2024; Adobe Systems, 2008). According to the Technology Acceptance Model (TAM), people are more likely to accept something if they think it is helpful and easy to use.
The primary challenges that photographic firms encounter because of AI. 
According to Christensen's (1997) Disruptive Innovation Theory, AI has made photography more accessible to everyone by decreasing technological and financial barriers. This has allowed amateurs to compete with professional photographers. This change makes established photographers rethink their worth by using branding, authenticity, and narrative-driven work (Gross, 2024; World Photography Organisation, 2024). AI is both a creative collaborator and a threat to the authenticity of art. It boosts creative options with generative tools (Gross, 2024), but it also brings up moral questions regarding originality and authorship (Romele, 2022). These conflicts show that professional photographers need to find a balance between being creative and being innovative.
Find out how AI can be used as a tool for business growth and strategic marketing. 
Tools like Meta AI, HubSpot, ManyChat, and ChatGPT have made it easier to connect with clients, market on social media, and automate workflows (Kietzmann et al., 2018). AI makes the customer experience better by using customisation and data-driven insights. This helps businesses grow and stay competitive.
Explore how businesses can modify their practices to maintain sustainability. 
The results showed that transparency, education, and governance are key to making AI work in a way that lasts (Belisle, 2025; Romele, 2022). To keep the public's trust, professionals must be honest about how they utilise AI, be real, and follow ethical norms.
[bookmark: _Toc214543953]5.2 RECOMMENDETIONS
Based on the results and theoretical considerations, the following recommendations are provided for professional photographers, professionals in the creative business, and policy developers.
[bookmark: _Toc214543954]5.2.1 RECOMMENDATIONS FOR PROFESSIONAL PHOTOGRAPHERS
1. Use AI as a creative helper, not a replacement:
Use AI technologies to improve productivity, come up with new ideas, and time management, while keeping own style and creative control.
2. Stand out through authentic branding: 
As AI makes production quality more equal, professionals need to focus on authentic storytelling, emotional connections, and client experiences as their distinct selling points.
[bookmark: _Hlk214460365][bookmark: _Hlk214460389]3. Invest in Continuous Learning:                                                                                            To stay competitive and keep skills from becoming irrelevant, they should invest in professional training in AI-based editing, curation, and marketing systems (Adigun et al., 2024).
[bookmark: _Hlk214460463]4. Maintain ethical transparency:                                                                                             In accordance with new industry standards, disclose AI's role in the creative process to maintain credibility and confidence (Romele, 2022; Gross, 2024).
 5. Work together across different fields: 
To effectively incorporate technology into creative practice and service delivery, collaborate with AI developers, designers, and marketers.
[bookmark: _Toc214543955]5.2.2 RECOMMENDATIONS FOR THE PHOTOGRAPHY INDUSTRY AND EDUCATIONS
1. Incorporate AI literacy into professional development:
Photography institutions and universities should include AI modules in their courses to get students ready for creative work that uses technology.
2. Promote ethical frameworks and rules: 
Industry groups like AOP and EFPF should come out with acceptable ethical guidelines for using AI-generated photos and checking content.
3.Encourage global discussion and sharing of information:                                                     Set up online forums and conferences for photographers to talk about how they are using AI, coming up with new ideas, and following ethical guidelines.
4. Support small businesses in AI adoption: Provide financial incentives, training, and reasonable AI licensing models to guarantee that sole traders and small studios may benefit from AI technology without being excluded.
[bookmark: _Toc214543956]5.2.3 RECOMMENDATIONS FOR THE FUTURE RESEARCH
1. Include Primary Data from Professionals: 
Future study should include interviews or surveys with professional photographers to record lived experiences and emotional responses to the usage of AI.
2. Compare cultural and regional points of view: 
Look at how the impacts of AI are different across distinct cultural, economic, and regulatory contexts.
3. Investigate the Long-Term Impacts of AI Integration: 
Evaluate the effects of AI implementation on creative development, customer satisfaction, and business viability over time.
4. Explore into new ethical issues: 
Focus on new problems including who owns AI copyright, prejudice in AI images, and how algorithms affect visual culture.

[bookmark: _Toc214543957]5.3 LIMITATION OF RESEARCH
The findings of this study are interpretative rather than statistical, which is since it used secondary data and a theme synthesis method.
1. Lack of Primary Data: 
The research depended exclusively on published literature and industry sources. Consequently, it failed to get direct professional judgements or emotional insights into everyday practice (Johnston, 2017).
2. Potential Publication Bias: 
A lot of the research that are out there focus on successful AI integration instances, which might mean that they show too many good results and not enough challenges (Snyder, 2019).
3.Temporal Limitation:                                                                                                                  The research studied covers 2018-2025, implying that the rapid progress of generative AI may soon render certain conclusions outdated. 
4. Interpretive Subjectivity: 
Thematic synthesis, although its scientific rigour, entails subjective interpretation that may affect the identification of connections and patterns (Tranfield et al., 2003; Bryman, 2016).
[bookmark: _Toc214543958]5.4 CONCLUSION
This dissertation states that Artificial Intelligence is transforming the photographic industry—technologically, behaviourally, and ethically. Tools powered by AI have made people more productive, creative, and able to promote their work, but they have also made people question what it means to be authentic and creative.
According to the Disruptive Innovation Theory, AI is a type of creative disruption that makes high-quality images more accessible to everyone and forces experts to rethink what they provide. From the Technology Acceptance Model (TAM) point of view, individuals accept AI because they think it will be beneficial and easy to use, but they also think about ethical trust and their own creative self-concept.
In the end, AI's effect on photography isn't good or bad in and of itself; it all relies on how professionals choose to use it. Those that use AI in an ethical, strategic, and creative way will find new ways for growth and come up with new ideas. On the other hand, not wanting to adapt might lead to a lack of creativity and becoming less relevant in the market.
Professional photographers can make sure they stay successful in the AI-driven digital age by combining new technology with ethical behaviour and human creativity.
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