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1 Introduction 
 

Background, methodology and sample approach 

Background 

DJS Research (DJS) was commissioned to conduct a survey to assist the CMA’s inquiry into the 

anticipated acquisition by Getty Images Holdings Inc (Getty) of Shutterstock Inc (Shutterstock). 

The research covered by this report focused on surveying a random sample of those who had 

purchased, and/or downloaded stock content (images or videos) from the Parties in the last six to 

twelve months, covering four customer groups (strata) as explained below.  

Methodology 

A mixed-mode survey was conducted based on customer lists provided by Getty and Shutterstock 
(the ‘Parties’). The survey was designed primarily for online completion, where survey invitations 

were sent by email. There was an option to boost responses via CATI (Computer-Assisted Telephone 
Interviewing) if required. The online survey was around 10 minutes in length, with the subsidiary 

CATI interviews around 15 minutes in length. A £25 voucher or charity donation was offered to 

incentivise participation. 

The CMA requested UK customer lists from the Parties, based on the following criteria: 

• Had a UK address 

• Made a purchase or download in the last 12 months 

Sample source and sampling 

Customers were divided into four strata, two for each Party. Getty was divided by brand (Getty 
Images, iStock), and Shutterstock was divided by type of customer. Shutterstock has two different 

sales channels (Business Solutions and Marketplace). Business Solutions generally caters to large 
customers, such as marketing departments and media and broadcasting companies. Marketplace 

caters to individuals and small and medium businesses. 

Shutterstock also provided a customer sample for those who had made a purchase and/or downloaded 
from Pond5 (a brand owned by Shutterstock). However, this was not used under instruction from the 

CMA, due to the limited customer sample available, and Pond5 representing a limited portion of 

Shutterstock’s overall activity in stock content.  

The sample included multiple users for some organisations, so where there was more than one user 

in an organisation, this organisation would have had a higher chance of having a user in the selected 

sample. 

Fieldwork procedure 

Email invitations were issued in December, with several reminders sent throughout the fieldwork 

period (16th December 2025 – 23rd January 2026). 

Nearly all responses were achieved online via email invitations (96%). While monitoring response 
rates throughout fieldwork, it became clear that in order to meet the targeted 5% response rate, a 

follow-up with a sample of customers was required. The survey was adapted so that it could be 

completed via telephone.  

Most customers in the sample had a telephone number. However, there were fewer telephone 

numbers available for customers in the sample for Shutterstock Marketplace, and therefore some 
additional telephone numbers were sourced (via desk research using publicly available sources) in 

order to boost responses, as this stratum had the lowest response rate online. 

DJS Research’s telephone unit called some customers who had received the email invitation, but had 
not yet participated in the survey. Customers could complete the survey over the phone, or be sent 

another invitation to complete online after being prompted on the phone. Most respondents who were 
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called completed the survey on the phone, with just one respondent completing online after being 

prompted by the telephone call. 

Incentives 

A £25 incentive was offered for completion of the survey. This could be in the form of a voucher 

(GiftPay) or a charity donation to one of three charities (Trees for Cities, Red Cross, or Create). The 

charity donation option was included in order to boost response rates from businesses, as based on 
research experience, some organisations do not allow individuals to accept incentives themselves. 

https://www.treesforcities.org/
https://www.redcross.org.uk/
https://createarts.org.uk/
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Cognitive testing 

Overview 

DJS worked with the CMA to finalise the questionnaire. The questionnaire was cognitively tested. The 
cognitive testing comprised sending out email invitations to a random sample of respondents (500 in 

total, equally divided per strata), asking them to complete the online survey and take part in a follow-
up telephone call to provide feedback on the survey. Nine cognitive interviews were conducted, which 

covered feedback on the email invitation itself, but mostly focused on the terminology and 

comprehension of the survey to ensure questions were clear and straightforward for respondents to 
answer. No problems were uncovered with the survey during the cognitive interviews, and only minor 

adjustments were made for clarity. 

Another key focus of the cognitive interviews was to understand whether respondents felt able to 

answer on behalf of their organisation (as commercial users of stock content were asked to answer 

in this way during the survey).  

During the cognitive testing, a batch of invitations was sent out with a £40 incentive to see if this 

increased response rates. However, there was no difference in the response rate, so the incentive 

remained at £25 for the main fieldwork period. 

 

Sample breakdown and response rate 

Issued sample & respondents 

A random sampling approach was used from customer lists provided by the Parties.  
Calculations based on the response rate from the cognitive interviews were used to estimate that 

2,800 email invitations per stratum should be issued for the main stage of surveying, in order to 

achieve around 120 responses per stratum. In total, 11,200 email invitations were sent out. 

The sample was randomly drawn. For three of the strata, we restricted invitations to those who 

purchased/downloaded content in the last six months. The exception was Shutterstock 
Marketplace, where the sample was smaller, and the timeframe for purchases or downloads was 

extended to the last 12 months. 

Response rate 

Overall, the aim was to reach a minimum 5% response rate per stratum. The response rate is 

calculated as the number of completed surveys divided by the number of survey invitations issued to 
eligible customers. The proportion of eligible customers is estimated1 as the proportion of all 

customers who started the survey and were not screened out. Email invitations for which an 

undelivered notification was received were not included in the denominator of the response rate 

calculation, as the customers had no opportunity to participate in the survey. 

 

 

 

 

 

 

 

 

 

 

 

1 Eligibility is not known for respondents who did not start the survey. 
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Table 1: Response rate calculation 

 Strata 

Status 
Getty  

Images 
iStock 

Shutterstock  
(M) 

Shutterstock 
(B) 

Emails issued 2,800 2,800 2,800 2,800 

Of which     

Emails not delivered 113 144 136 96 

Not started survey 2,375 2,469 2,470 2,414 

Began survey – 

dropped out 
(assumed eligible) 

100 45 46 100 

Screened out 
(ineligible) 

86 15 31 64 

Completed (eligible) 126 127 117 126 

Calculations     

Those who took part  
(dropped out + screened 

out + completed)  
312 187 194 290 

Estimated number of 
eligibles*  
(dropped out + 

completed) 

226 172 163 226 

Eligibility rate 
(estimated number of 

eligibles/ 

those who took part) 

72% 92% 84% 78% 

Assumed eligible  
(dropped out +  

completed + not started 
questionnaire*eligibility 

rate)  

1,946 2,443 2,238 2,107 

Response rate  
(completed/those 
assumed eligible) 

6.5% 5.2% 5.2% 6.0% 

*Eligibility is estimated as it is not possible to know whether respondents were eligible if they began the survey but did not 

complete or screen out 

 

Analysis  

Data charts and figures throughout this report have been split into four strata (Getty Images, iStock, 

Shutterstock Business Solutions and Shutterstock Marketplace). Percentages in some charts may not 

appear to add up to 100% due to rounding (for single response questions). 

There may be a slight mode effect (where the mode of completion (telephone or online) may impact 
respondents’ answers), as those completing the survey on the telephone did not see all the options 

for some questions, unlike those who completed online. However, as the proportion of respondents 

who completed the survey on the phone is small (4%), this impact is likely to be negligible.  

The main differences between the CATI and online versions are listed below. The CATI and online 

questionnaires are available in the Appendix. 

• A decision was made not to read out response options for questions with long answer lists, as 

doing so would lengthen the survey and negatively impact response rates.  

• To mitigate potential mode effects, the response scale order was reversed for 50% of CATI 
respondents (i.e. “very positive” presented first versus “very negative”). 

• ‘Don’t know’ option was not read out throughout  
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Where <BRAND> is used, this refers to the sample brand (Getty Images, iStock or Shutterstock).  
For the two strata within the Shutterstock brand, acronyms are used throughout to save space on 

charts:  

• Shutterstock (M)=Shutterstock Marketplace  

• Shutterstock (B)=Shutterstock Business Solutions 

In this report, ‘respondents’ refers to survey participants, while ‘customers’ is used when describing 

results by stratum. 

Screening questions and demographics 

Screening questions 

Respondents were asked several questions to determine if they qualified for the survey. To qualify, 
respondents must have made a purchase/download from <BRAND> in the last twelve months for use 

in the UK, and they must have been involved in the decision to use the supplier (either solely or a 

joint decision with someone else). Respondents were then asked to think about their most recent 

purchase when answering the survey. 

 

Who took the lead on decision to use <BRAND> 

Respondents were asked who took the lead on the decision to use the sample brand, whether it was 

themselves, a joint decision or someone else. If ‘someone else’ was selected, the respondent was 

screened out. In the majority of cases, the respondent made the decision to use their supplier on 

their own, particularly amongst iStock and Shutterstock Marketplace customers. 

Figure 1: Who took the lead on the decision to use <BRAND>?

 

Source: S06. Who would you say took the lead on the decision to use <BRAND> on this occasion? Base: all respondents. 

Getty Images (n=126), iStock (n=127), Shutterstock Marketplace (n=117), Shutterstock Business Solutions (n=126). 

 

Decision process for choice of supplier 

To understand the decision-making process and how much free choice respondents had when 

selecting a supplier, respondents were asked whether they had a totally free choice, chose from 

suppliers made available to them by their organisation, or if they only had one supplier made available 

to them, in which case they were involved in the decision to use that single supplier. 

For iStock and Shutterstock Marketplace, nine in ten customers had a completely free choice of which 
supplier to use; this was around six in ten for Shutterstock Business Solutions customers. However, 

Getty Images customers were more likely to have chosen a supplier from a selection made available 

to them by their organisation. 

Figure 2: How decision was reached on which supplier to use
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Source: S07. Which of the following statements best describes how you reached the decision to use <BRAND> for image or 

video content on this occasion? Base: all respondents. Getty Images (n=126), iStock (n=127), Shutterstock Marketplace 

(n=117), Shutterstock Business Solutions (n=126). 

 

Commercial versus personal use 

Respondents were asked whether the content they purchased or downloaded was for commercial, 

personal (non-commercial) purposes, or a mixture. Commercial use only was most common, 

particularly for Getty Images and Shutterstock Business Solutions customers (around eight in ten). 

Figure 3: Commercial versus personal use

 

Source: S05. In the last 12 months, has the image or video content you’ve purchased/downloaded from <BRAND> been for…? 

Base: all respondents. Getty Images (n=126), iStock (n=127), Shutterstock Marketplace (n=117), Shutterstock Business 

Solutions (n=126). 

 

Purchasing/downloading for your own use versus someone else 

Respondents were asked whether their last purchase or download was solely for their own use only, 

for someone else’s use only, or for use by ‘you and someone else’. Results were mixed; for iStock 

and Shutterstock Marketplace customers, around two-thirds said the purchase or download was for 
their own use only, whilst Getty Images and Shutterstock Business Solutions customers were more 

likely to download for someone else’s use only (three in ten). 

Figure 4: Own use (including commercially) versus someone else’s use

 

Source: S03. On this occasion, did you make the purchase/download…? Base: all respondents. Getty Images (n=126), 

iStock (n=127), Shutterstock Marketplace (n=117), Shutterstock Business Solutions (n=126). 
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Number of employees  

Customers who downloaded or purchased stock content for commercial purposes were asked about 

the size of their organisation in terms of the number of employees. iStock and Shutterstock 
Marketplace customers are mostly small organisations, with around half being sole traders. Getty 

Images customers are more likely to work for a large organisation (almost half have more than 1,000 

employees). Shutterstock Business Solutions customers vary in terms of size, but mostly have 

between 2 and 199 employees. 

Figure 5: Number of employees (commercial users only)

 

Source. D01. Approximately, how many employees currently work at your business/organisation across all sites in the UK 

and (if applicable) elsewhere? Base: those who have downloaded/purchased for commercial use only or for both commercial 
and personal/non-commercial use. Getty Images (n=116), iStock (n=107), Shutterstock Marketplace (n=96), Shutterstock 

Business Solutions (n=119). 
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Type of organisation 
Respondents who use stock content for commercial use (including a mix of commercial/personal use) 

were also asked about the type of organisation they work for. There is a whole range of businesses 
within the Parties’ customers, and again, this differs according to strata. Half of iStock and 

Shutterstock Marketplace customers surveyed were in small businesses or were freelancers, whilst 

Getty Images and Shutterstock Business Solutions customers were more likely to be part of media or 

agency-type organisations, respectively. 

Figure 6: Type of organisation (commercial users only) 

 

Source. D02. In relation to your use of image or video content, which of the following best describes your 

business/organisation? Base: those who have downloaded/purchased for commercial use only or for both commercial and 
personal/non-commercial use. Getty Images (n=116), iStock (n=107), Shutterstock Marketplace (n=96), Shutterstock 

Business Solutions (n=119).  
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2 Summary of key findings 
 

Use of stock content suppliers 

Use of multiple suppliers of stock content is common 

Many customers use more than one supplier of stock images or videos (around three-quarters 

overall, and between two-thirds and nine in ten by stratum). There is a material degree of cross-use 
between the Parties’ brands, with between one and two-fifths of customers also using at least one 

brand owned by the other Party in addition to the sampled brand (for example, a Getty Images 
customer also using a Shutterstock brand). Adobe and Canva are commonly cited alternative 

suppliers.  

Choice factors and diversion 

Range and quality are key drivers of supplier choice for both Parties 

Range is the most important choice factor across all customer types, both when customers are able 
to select multiple factors and when asked to identify the single most important driver. Quality is 

generally the second most important factor overall, while price is consistently the least important. 
Service is relatively more important for Getty Images and Shutterstock Business Solutions customers, 

whilst it is cited as the least important factor for Shutterstock Marketplace customers. 

Multi-sourcing is common and driven by content needs 

Many customers use more than one supplier, primarily to increase the range and diversity of content 

available to them. Access to different content categories and, to a lesser extent, cost advantages 

motivate multi-supplier use, rather than technical or bundling considerations. 

Diversion scenarios indicate material levels of cross-Party diversion  

and low current diversion to AI 

In hypothetical diversion scenarios where the sampled brand was not available, most customers would 
choose another paid supplier as their next best alternative, with between four in ten and a half 

diverting to the other Party’s brands. Adobe is also a commonly cited alternative supplier. Currently, 

diversion to free suppliers is limited, and respondents indicate that they would switch to AI only to a 

limited extent.  

  

Use of AI 

AI use is growing, but quality and authenticity remain barriers 

The use of AI varies in the context of stock content. Around two-thirds of customers report using AI 

to generate or modify content, and usage is expected to increase over the next two years. 

However, perceptions of quality remain mixed, with many users viewing AI-generated and AI-

modified content as inferior to stock content and others who believe it is ‘about the same quality.  

While most anticipate increasing their use of AI, a minority do not plan to use AI at all, citing 

concerns around authenticity, quality, licensing and company policy.  
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3 Survey results  
Use of Stock Content 

Type of Payment 

Respondents were asked how they paid for stock content. Purchasing via subscription is most common 

for Getty Images and Shutterstock Business Solutions customers, whilst iStock and Shutterstock 
Marketplace have more customers who pay via a different method. A small number select ‘other’ or 

‘don’t know’.  

Figure 7: Payment options used for <BRAND>

 

Source. Q01NEW. How do you/does your business/organisation pay for image or video content from <BRAND>? Base: all 

respondents. Getty Images (n=126), iStock (n=127), Shutterstock Marketplace (n=117), Shutterstock Business Solutions 

(n=126). 

 

Use of design/editing/marketing platforms 

Respondents were asked whether they used any design, editing or marketing tools or platforms to 

produce work in relation to their most recent purchase or download. Around three-quarters of Getty 
Images, iStock and Shutterstock Marketplace customers use a tool or platform, whilst this rises to 

nine in ten among Shutterstock Business Solutions customers. The most common platform used is 

Adobe, followed by Canva. 

Figure 8: Use of design/marketing platforms 

 

Source. Q02. Thinking about the most recent occasion when you purchased/downloaded image or video content from 

<BRAND> for <IF S05/3: commercial> use in the UK, was that image or video content used with any design, editing or 

marketing tool or platform to produce your/someone else’s end work or project? Base: all respondents. Getty Images (n=126), 

iStock (n=127), Shutterstock Marketplace (n=117), Shutterstock Business Solutions (n=126). *coded from ‘other specify’ 

NOTE: ‘Total:Yes’ figures are the sum of those who selected a ‘Yes’ code as this is a single code question. 
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Content sources 

Respondents were asked where they have sourced stock content from over the last 12 months. Most 

commonly, this is from paid-for image or video suppliers, or their own collection of images or videos. 
Producing images or videos in-house is also common, particularly for Getty Images and Shutterstock 

Business Solutions customers. Between a quarter and two-fifths of customers use AI image 

generators. 

Figure 9: Where content is sourced from 

 

Source. Q03. Where <IF S05/2: have you/IF S05/1,3: has your business/organisation> sourced image or video content from 

in the last 12 months? Base: all respondents. Getty Images (n=126), iStock (n=127), Shutterstock Marketplace (n=117), 

Shutterstock Business Solutions (n=126). *coded from ‘other specify,’ as it is unclear whether paid or free images, these have 

not been back-coded into existing codes. 

Use of suppliers: subscription 

Respondents were asked which paid suppliers of stock content they had used on a subscription basis 
over the last 12 months. Overall, Shutterstock is the most used, followed by Getty Images. Other 

suppliers commonly used were Adobe and Canva. There is a high degree of cross-Party subscription 

(as shown by the figures in the circles). Almost four in ten Getty Images customers subscribe to a 
Shutterstock brand, and a similar proportion of Shutterstock Business Solutions customers subscribe 

to a Getty brand. iStock customers are less likely to hold a Shutterstock subscription (just under three 
in ten), while even fewer Shutterstock Marketplace customers subscribe to a Getty brand (around 

one in five). 

Figure 10: Suppliers used on a subscription basis
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Source. Q04a. In the last 12 months, which of the following suppliers (if any) have you/has your business/organisation> 

obtained paid images or videos from using a subscription (i.e. annual or monthly fee)? Base: all respondents. Getty Images 

(n=126), iStock (n=127), Shutterstock Marketplace (n=117), Shutterstock Business Solutions (n=126).  

*coded from ‘other specify.’  

‘Total’ figures are the percentage of respondents who selected one or more of the relevant Party brands. Getty brands are 
Getty Images, iStock and Unsplash. Shutterstock brands are Shutterstock, Bigstock, Envato and Pond5. Respondents who 

chose multiple options are counted only once. As multiple answers were allowed, totals across options may exceed 100%. 

NOTE: Sample brands are auto-selected, so if respondents said they had a subscription at Q01, the relevant brand was 

automatically selected for them. For example, a Getty Images customer did not need to manually select Getty Images, as this 

was pre-filled based on their earlier response. ‘Total’ figures are the percentage of respondents who selected one or more of 

the relevant options. Respondents who chose multiple options are counted only once. As multiple answers were allowed, totals 

across options may exceed 100%. 

 

Use of suppliers: non-subscription 

Respondents were also asked which suppliers of stock content they have used on a non-subscription 

basis. Adobe still features highly, while Canva is less used compared to subscription-related 
purchases. As the figures in the circles show, cross-Party non-subscription use remains high, at 

between one in five and three in ten. 

Figure 11: Suppliers used on a non-subscription basis

 

Source. Q04b. In the last 12 months, which of the following suppliers (if any) have you/has your business/organisation> 

obtained paid images or videos from using a different method to subscription (e.g. a la carte, credit pack or image pack)? 

Base: all respondents. Getty Images (n=126), iStock (n=127), Shutterstock Marketplace (n=117), Shutterstock Business 

Solutions (n=126). *coded from ‘other specify’.  

‘Total’ figures are the percentage of respondents who selected one or more of the relevant Party brands. Getty brands are 

Getty Images, iStock and Unsplash. Shutterstock brands are Shutterstock, Bigstock, Envato and Pond5. Respondents who 

chose multiple options are counted only once. As multiple answers were allowed, totals across options may exceed 100%. 

NOTE: Sample brands are auto-selected, so if respondents said paid via non-subscription at Q01, the relevant brand was 

automatically selected for them. For example, a Getty Images customer did not need to manually select Getty Images, as this 

was pre-filled based on their earlier response. Total’ figures are the percentage of respondents who selected one or more of 

the relevant options. Respondents who chose multiple options are counted only once. As multiple answers were allowed, totals 

across options may exceed 100%. 
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Reasons for using multiple suppliers 

Just over three-quarters (77%) of respondents multi-source (use more than one supplier of stock 

content). These respondents were asked why they use another supplier in addition to the sampled 
brand. The vast majority say this is to increase the range of content available; however, ‘taking 

advantage of the different categories, content types and strengths of different suppliers’ is also a 

common answer. 

Figure 12: Reasons for using multiple suppliers

Source. Q05. Please explain why you use/your business/organisation uses multiple suppliers of image or video content?  

Base: those who use a supplier other than the sample brand. Getty Images (n=102), iStock (n=99), Shutterstock 

Marketplace (n=74), Shutterstock Business Solutions (n=109). 

 

Use of paid content 

Respondents were asked about their use of paid content. The most common use is advertising (around 
two-thirds). However, paid content is used for a wide range of purposes, including social media 

content and print collateral. Getty Images customers, in particular, are more likely to mention TV and 

broadcast use. 

Figure 13: Use paid content for… 

Source. Q06. In the last 12 months, for which of the following (if any) have you/has your business/organisation> used paid 

image or video content? Base: all respondents. Getty Images (n=126), iStock (n=127), Shutterstock Marketplace (n=117), 

Shutterstock Business Solutions (n=126). **coded from ‘other – specify’ 

*Percentage is ‘Total: Advertising’ figure which is the percentage of respondents who selected one or more of the advertising 

options. Respondents who chose multiple options are counted only once. As multiple answers were allowed, totals across 

options may exceed 100%. **coded from ‘other – specify’ 
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Free download activity over the past year 

Respondents were asked if they had made any free downloads of stock content in the last 12 months. 

Responses on the frequency of free downloads are extremely mixed; however, the majority made at 

least one free download (over four-fifths). 

Figure 14: Free downloads in the last 12 months

 

Source: Q07. How many times, if at all, <IF S05/2: have you/IF S05/1,3: has your business/organisation> used free image 

or video content in the last 12 months? A rough idea is fine if you don’t know the exact number. Base: all respondents. 

Getty Images (n=126), iStock (n=127), Shutterstock Marketplace (n=117), Shutterstock Business Solutions (n=126). 
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Use of free content  

Respondents were then asked what the free content downloaded was used for. Advertising remains 

most common overall, although this is less common when compared to paid-for content. Free content 

is commonly used for social media content, internal presentations, print collateral and editorial.  

Figure 15: Use free content for… 

 

Source. Q08. In the last 12 months, what <IF S05/2: have you/IF S05/1,3: has your business/organisation>used free 

image or video content for? Base: those who use free content. Getty Images (n=84), iStock (n=105), Shutterstock 

Marketplace (n=100), Shutterstock Business Solutions (n=85).  
*Percentage is ‘Total: Advertising’ figure which is the percentage of respondents who selected one or more of the advertising 

options. Respondents who chose multiple options are counted only once. As multiple answers were allowed, totals across 

options may exceed 100%. **coded from ‘other – specify’ 

 

 

Choice factors & diversion 

Choice of supplier: free choice 

Respondents who said they had a completely free choice of supplier were asked the reasons why they 
chose their supplier. The most common answer overall is the range of images/videos available, 

followed by ‘content library that suited my need’. Price is less important for Getty Images and 

Shutterstock Business Solutions customers. 
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Figure 16: Choice of supplier (multi response)

 
Source. Q13. You said you had influence over/involvement in the decision by your business/organisation to use <BRAND> 

as its only image or video content supplier. Thinking back to when you made the decision to use <BRAND>, why did you 
choose <BRAND> rather than a different supplier/source? Base: those who had free choice to use suppliers. Getty Images 

(n=98), iStock (n=126), Shutterstock Marketplace (n=111), Shutterstock Business Solutions (n=104). *coded from ‘other 

specify’ 

 

Table 2: summary of choice factors (total by category) 

The choice factors from the chart above are grouped in order to understand the most important 

overall*. Range is most important across all customer types, followed closely by quality (except for 

Shutterstock Business Solutions customers, where service is more important than quality). 

Choice Factor (Total) Price Quality Range Service 

Getty Images 47% 72% 83% 68% 

iStock 53% 56% 73% 56% 

Shutterstock (M) 46% 50% 77% 46% 

Shutterstock (B) 47% 65% 73% 68% 
 

Source. Q13. You said you had influence over/involvement in the decision by your business/organisation to use <BRAND> 

as its only image or video content supplier. Thinking back to when you made the decision to use <BRAND>, why did you 

choose <BRAND> rather than a different supplier/source? Base: those who had free choice to use suppliers. Getty Images 

(n=98), iStock (n=126), Shutterstock Marketplace (n=111), Shutterstock Business Solutions (n=104). 

*Groupings are as follows. Price includes: ‘The price’ and ‘Purchasing arrangement’. Quality includes: ‘Resolution of 

images/videos’, ‘Quality of image/video content’, ‘Uniqueness of image/video content (images/videos not available 

elsewhere)’ and ‘The availability of premium content’. Range includes: ‘They had a particular image/video content library 

that suited my / our need’, ‘The range of images/video available’, ‘Availability of generative AI tools or content on the 
platform’ and ‘Availability of editorial visual content/content alongside creative visual content’. Service includes: ‘Their 

content was appropriately licensed (owner’s permission to use)’, ‘<BRAND> offered legal/financial protection (indemnity)’, 

‘Ease of downloading’ and ‘Search functionality’. 
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Main reason for choosing supplier (free choice) 

Respondents who had a free choice over the supplier chosen were then asked to state the single most 

important factor. The most important factor is ‘the content library suited my need’, except for 
Shutterstock Business Solutions customers, where the range of images/videos available is the most 

important. 

Figure 17: Main reasons for choosing supplier (single response)

 

Source. Q14. And which was the MAIN REASON for choosing <BRAND> on this occasion? Base: those who had free choice to 

use suppliers. Getty Images (n=98), iStock (n=126), Shutterstock Marketplace (n=111), Shutterstock Business Solutions 

(n=104). NOTE: If only one answer given at Q13, this has been autofilled in the data, so the chart shows a complete view. 

 

 

Table 3: summary of choice factors (total by category) – most important reason 

The choice factors from the chart above are grouped in order to understand the most important 

overall*. Range is most important across all customer types, with other categories far behind. 

Choice Factor (Total) Price Quality Range Service 

Getty Images 12% 18% 58% 7% 

iStock 16% 18% 52% 8% 

Shutterstock (M) 15% 15% 57% 6% 

Shutterstock (B) 13% 19% 46% 13% 

 

Source. Q14. And which was the MAIN REASON for choosing <BRAND> on this occasion? Base: those who had free choice to 

use suppliers. Getty Images (n=98), iStock (n=126), Shutterstock Marketplace (n=111), Shutterstock Business Solutions 

(n=104). NOTE: If only one answer given at Q13, this has been autofilled in the data, so the chart shows a complete view. 

*Groupings are as follows. Price includes: ‘The price’ and ‘Purchasing arrangement’. Quality includes: ‘Resolution of 

images/videos’, ‘Quality of image/video content’, ‘Uniqueness of image/video content (images/videos not available 

elsewhere)’ and ‘The availability of premium content’. Range includes: ‘They had a particular image/video content library 

that suited my / our need’, ‘The range of images/video available’, ‘Availability of generative AI tools or content on the 

platform’ and ‘Availability of editorial visual content/content alongside creative visual content’. Service includes: ‘Their 

content was appropriately licensed (owner’s permission to use)’, ‘<BRAND> offered legal/financial protection (indemnity)’, 

‘Ease of downloading’ and ‘Search functionality’. 
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Diversion 

Respondents were asked what they would have done if the brand they had used had not been 

available when they made their most recent download or purchase. The vast majority say they would 
have purchased the content from a different supplier (around three-quarters, except for Shutterstock 

Marketplace customers, where this is around six in ten). Downloading free content is the next most 

common answer. A very small proportion say they would have generated the content using AI. 

Figure 18: Diversion: If <BRAND> not available…

 

Source. Q15. Thinking back to when you made your decision to purchase/download image or video content from <BRAND> 

on this occasion …If that supplier had not been available, and taking account of all the options that might be available to 

you, what are you most likely to have done instead? Base: all respondents. Getty Images (n=126), iStock (n=127), 

Shutterstock Marketplace (n=117), Shutterstock Business Solutions (n=126). 

 

Diversion: downloading content from a free supplier 

Respondents who said they would have downloaded free content (if their sample brand was not 

available) were asked which supplier they would use for this free download. The most common answer 
is Canva, followed by Pexels. The base size for this question is very small (n=64), so charts are not 

shown, as base sizes become very small once split by strata (between 12 and 20). 

 

Diversion to paid supplier  

Respondents who said they would use an alternative paid supplier were asked who they would have 

bought from instead. Aside from the Parties’ brands, Adobe is the most common alternative. Cross-
Party diversion is high, with between four in ten and a half saying they would purchase from the other 

Party. The proportion who say they ‘don’t know’ which supplier they would use instead is notable; 

around one in ten for Getty Images and Shutterstock Business Solutions customers, one in seven for 

iStock customers and a quarter for Shutterstock Marketplace customers. 
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Figure 19: Paid suppliers used instead of <BRAND>

 

Source. Q17. Which supplier would you have bought image or video content from instead? Base: those who would have 

purchased from a different brand under diversion. Getty Images (n=90), iStock (n=98), Shutterstock Marketplace (n=73), 

Shutterstock Business Solutions (n=96). *N/A shows as respondents could not select their sample brand. 

‘Total’ figures are the percentage of respondents who selected one or more of the relevant Party brands. Getty brands are 

Getty Images, iStock and Unsplash. Shutterstock brands are Shutterstock, Bigstock, Envato and Pond5. Respondents who 

chose multiple options are counted only once. As multiple answers were allowed, totals across options may exceed 100%. 
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Use of AI 

Use of AI for creating/generating content (AI-creation/generation) 

Respondents were asked whether they had used AI to create or generate images or videos in the last 
12 months. Between four in ten and two-thirds report using AI to create or generate content, with 

Getty Images customers least likely, and Shutterstock Business Solutions customers most likely, to 

do so. 

Figure 20: Use of AI for the generation/creation of content 

 

Source. Q11. In the last 12 months, have you personally used AI to create/generate images or videos (as opposed to 

modifying them)? Base: all respondents. Getty Images (n=126), iStock (n=127), Shutterstock Marketplace (n=117), 

Shutterstock Business Solutions (n=126). 
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Use of AI for modifying content (AI-modification) 

Respondents were also asked whether they had used AI to modify content over the last 12 months. 

Around four in ten have done so; this is higher for Shutterstock Business Solutions customers at 

around a half. 

Figure 21: Use of AI for modification of images 

 

Source. Q12. In the last 12 months, have you personally used AI to modify existing images or videos?  

Base: all respondents. Getty Images (n=126), iStock (n=127), Shutterstock Marketplace (n=117), Shutterstock Business 

Solutions (n=126). 
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Purpose of AI-created/generated content 

Respondents were asked about the purpose of the content they created or generated using AI. This 

is mixed; however, the majority use AI-generated content for commercial purposes (at least in part). 

Between three in ten and a half use AI-generated content for personal/non-commercial use only. 

Figure 22: Use AI-created/generated content for… 

 

Source. Q21. Earlier, you said that you had used AI to create/generate images or videos in the last 12 months. For what 

purposes have you used the images or videos that you created with this/these AI tool(s)?  

Base: those who have created/generated AI content in the last 12 months. Getty Images (n=50), iStock (n=60), Shutterstock 

Marketplace (n=64), Shutterstock Business Solutions (n=84). 

 

Purpose of AI-modified content 

Respondents were asked about the purpose of the content they modified using AI. Usage is mixed, 

with commercial use (either solely or mixed with personal use) being most common. Between one in 

five and a third use AI-modified content for personal/non-commercial use only. 

Figure 23: Use AI-modified content for… 

 

Source. Q29. Earlier, you said that you had used AI to modify images or videos in the last 12 months. For what purposes 

have you used the images or videos that you modified with this/these AI tool(s)? Base: those who have modified images or 

videos using AI in the last 12 months. Getty Images (n=53), iStock (n=47), Shutterstock Marketplace (n=52), Shutterstock 

Business Solutions (n=66). 
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Frequency of using AI-created/generated content 

Respondents who used AI to create or generate content in the last 12 months were asked the 

frequency with which they did this. The frequency varies by strata. Shutterstock customers (both 
Marketplace and Business Solutions) are most likely to say once or twice a month, Getty Images 

customers once or twice every six months and iStock customers once or twice in the last 12 months.  

Figure 24: Frequency of using AI for creating/generating content

 

Source. Q22. How often have you used AI to create/generate images or videos in the last 12 months? A rough idea is fine if 

you don’t know exactly how often. Base: those who have created/generated AI content in the last 12 months. Getty Images 

(n=50), iStock (n=60), Shutterstock Marketplace (n=64), Shutterstock Business Solutions (n=84). 

 

 

Frequency of using AI-modified content 

Respondents who used AI to modify content in the last 12 months were asked the frequency with 

which they did this. The frequency varies a lot by strata. Getty Images customers are most likely to 
say once or twice a week, iStock customers once or twice a fortnight, and Shutterstock customers 

(both Marketplace and Business Solutions) report a more varied frequency (a mixture of weekly, 

fortnightly, monthly and every three months). 

Figure 25: Frequency of using AI for modifying content

 

Source. Q30. How often have you used AI to modify images or videos in the last 12 months? A rough idea is fine if you don’t 

know exactly how often. Base: those who have modified images or videos using AI in the last 12 months. Getty Images 

(n=53), iStock (n=47), Shutterstock Marketplace (n=52), Shutterstock Business Solutions (n=66).  
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What is AI-created/generated content used for 

Respondents who used AI to create or generate content in the last 12 months were asked what this 

content was used for. The most common use cases are internal presentations (Getty Images and 
Shutterstock Business Solutions customers) and social media (iStock and Shutterstock Marketplace 

customers), although advertising is still a common use case. 

Figure 26: Use AI-created/generated content for…

 

Source. Q23. In the last 12 months, what have you used AI-created/generated content for?  

Base: those who have created/generated AI content in the last 12 months. Getty Images (n=50), iStock (n=60), Shutterstock 

Marketplace (n=64), Shutterstock Business Solutions (n=84). **coded from ‘other – specify’ 

*Percentage is ‘Total: Advertising’ figure which is the percentage of respondents who selected one or more of the advertising 

options. Respondents who chose multiple options are counted only once. As multiple answers were allowed, totals across 

options may exceed 100%. **coded from ‘other – specify’ 

What is AI-modified content used for 

Respondents who used AI to modify content in the last 12 months were asked what this content 
was used for. The most common use cases are advertising, except for Shutterstock Business 

Solutions customers, where use for internal presentations is more common. 
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Figure 27: Use AI-modified content for… 

 

Source. Q31a. In the last 12 months, what have you used modified content for?  

Base: those who have modified images or videos using AI in the last 12 months. Getty Images (n=53), iStock (n=47), 

Shutterstock Marketplace (n=52), Shutterstock Business Solutions (n=66). 

*Percentage is ‘Total: Advertising’ figure which is the percentage of respondents who selected one or more of the advertising 

options. Respondents who chose multiple options are counted only once. As multiple answers were allowed, totals across 

options may exceed 100%. **coded from ‘other – specify’  
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How AI-created/generated content is used 

Respondents who used AI to create or generate content in the last 12 months were asked whether 

this content was used instead of, or in combination with, stock content. Answers vary, with around 
half saying they use it instead of stock content. Shutterstock Business Solutions customers are 

more likely to say they use it in combination with stock content (around six in ten). Between one 

and three in ten say they use AI-created content where they would not have previously used stock 

content.  

Figure 28: How use AI-created/generated content

 

Source. Q24. Still thinking about how you have used AI-created/generated content for commercial purposes/in your 

personal/non-commercial projects in the last 12 months. Which of the following best describes how you have used it? Base: 

those who have created/generated AI content in the last 12 months. Getty Images (n=50), iStock (n=60), Shutterstock 

Marketplace (n=64), Shutterstock Business Solutions (n=84). 

 

Using paid-for content as a starting point when modifying content using AI 

Respondents who used AI to modify content in the last 12 months were asked how often they 

started with paid-for content. Responses vary notably both across and within strata. 

Figure 29: How often use paid-for content as a starting point for AI modification

 

Source. Q32. Still thinking about how you have used AI-modified content, how often (if at all) have you used paid-for stock 

image or video content, rather than any other image or video content (for example, in-house photography/video or free 

image/video content), as a starting image or video? Base: those who have modified images or videos using AI in the last 12 

months. Getty Images (n=53), iStock (n=47), Shutterstock Marketplace (n=52), Shutterstock Business Solutions (n=66). 
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Quality of AI-created/generated content 

Respondents who used AI to create or generate content in the last 12 months were asked their 

views on the quality of AI-generated content. Very few say AI-generated content is of better quality 
(at most one in seven), and a high proportion (between one in five and a third) say it is ‘about the 

same quality’. 

Figure 30: Quality of AI-created/generated content 

 

Source. Q25. How would you rate the quality of the images or videos you created/generated with AI compared with stock 

images or videos? In general, the AI-created/generated images or videos were… Base: those who have created/generated AI 

content in the last 12 months. Getty Images (n=50), iStock (n=60), Shutterstock Marketplace (n=64), Shutterstock Business 

Solutions (n=84).  

NOTE: ‘Total:Better’ is the sum of those who selected much better and slightly better quality, whilst Total: Worse is the sum 

of those who selected much worse and slightly worse. Figures may appear not to add to 100% due to rounding. 

 

Quality of AI-modified content 

Respondents who used AI to modify content in the last 12 months were asked their views on the 

quality of AI-modified content. Around half say it is worse than stock content, and at most one in 

eight say it is better. Between three and four in ten say it is ‘about the same quality’. 

Figure 31: Quality of AI-modified content

 

Source. Q33. How would you rate the quality of the AI-modified images or videos you made compared with unmodified stock 

images or videos? In general, the AI-modified images or videos were … Base: those who have modified images or videos using 

AI in the last 12 months. Getty Images (n=53), iStock (n=47), Shutterstock Marketplace (n=52), Shutterstock Business 

Solutions (n=66).  

NOTE: ‘Total:Better’ is the sum of those who selected much better and slightly better quality, whilst Total: Worse is the sum 

of those who selected much worse and slightly worse. Figures may appear not to add to 100% due to rounding. 
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Views on why AI-created/generated content is of worse quality 

Respondents who thought AI-generated content was worse than unmodified stock content were asked 

in what ways it was worse. According to customers, realism is by far the biggest issue with AI-
generated content, followed by picture resolution and not being tailored to their needs. There are 

some differences in views across the customer types, with Getty Images customers being more likely 

to say, ‘not tailored to my needs,’ and Shutterstock Business Solutions customers being more likely 

to say, ‘picture resolution.’ 

Figure 32: In what ways is AI-created/generated content worse?

 

Source. Q27. And in what way(s) were the AI-created/generated images or videos worse? Base: those who say much or 

slightly worse. Getty Images (n=29), iStock (n=37), Shutterstock Marketplace (n=40), Shutterstock Business Solutions 

(n=54). *caution – low base size (<=30). 

Respondents who thought AI-generated content was better than stock content were also asked the 

reasons why; however, the base size is very small (n=25), and therefore, the chart is not included in 

this report.  

Views on why AI-modified content is worse quality 

Respondents who thought AI-modified content was worse than unmodified stock content were 

asked in what ways it was worse. According to customers, realism is by far the main issue with AI-

modified content. 

Figure 33: In what ways is AI-modified content worse?

Source. Q33b. And in what way(s) were the AI-modified/generated images or videos worse? Base: those who say much or 

slightly worse. Getty Images (n=26), iStock (n=21), Shutterstock Marketplace (n=26), Shutterstock Business Solutions 

(n=30). *caution – low base size (<=30) **coded from ‘other specify’ 
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Respondents who thought AI-modified content was better than stock content were also asked the 
reasons why; however, the base size is very small (n=17), and therefore, the chart is not included in 

this report.  

 

Providers used for AI-created/generated content 

Those who had created content using AI in the last 12 months were asked which providers they had 

used. The most used providers are Adobe Suite, OpenAI, Google and Midjourney. Use of the Parties’ 
AI tools is very low. However, there is an exception; a third of Shutterstock Business Solutions 

customers who have used AI-generation tools in the last 12 months have used Shutterstock AI. 

Figure 34: AI providers used (generation/creation) 

 

Source. Q28. Which AI provider have you used to create/generate images or videos in the last 12 months?  

Base: those who have created/generated AI content in the last 12 months. Getty Images (n=50), iStock (n=60), Shutterstock 

Marketplace (n=64), Shutterstock Business Solutions (n=84). *coded from ‘other specify’ 

NOTE: ‘Total’ figures are the percentage of respondents who selected one or more of the Party brands. Getty brands are Getty 

Images and iStock. Shutterstock brands are Shutterstock and Envato. Respondents who chose multiple options are counted 

only once. As multiple answers were allowed, totals across options may exceed 100%. 

Full answer list codes are: 1 – Adobe Suite (e.g. Firefly, Creative Cloud, 2 – Open AI: ChatGPT, DALL-E, Sora, 3 – Google: 

Nano Banana, Gemini, Imagen, Veo, 4 – Microsoft Copilot, Microsoft Image Creator from Designer, 5 – Amazon: Titan, Nova, 

Amazon Ads, 6 - Stability AI: Dreamstudio, Stable Diffusion. 

 

Providers used for AI-modified content 

Those who had modified content using AI in the last 12 months were asked which providers they had 

used. The most used providers are Adobe Suite, OpenAI, Google and Canva AI. Use of the Parties’ AI 

tools is very low, although slightly higher for Shutterstock Business Solutions customers (one in seven 

who use AI for modification have used Shutterstock AI). 
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Figure 35: AI providers used (modification) 

 

Source. Q34. In the last 12 months, which of the following AI providers have you used to modify images or videos? Base: 

those who have modified images or videos using AI in the last 12 months. Getty Images (n=53), iStock (n=47), Shutterstock 

Marketplace (n=52), Shutterstock Business Solutions (n=66). *coded from ‘other specify’ 

NOTE: ‘Total’ figures are the percentage of respondents who selected one or more of the Party brands. Getty brands are Getty 

Images and iStock. Shutterstock brands are Shutterstock and Envato. Respondents who chose multiple options are counted 

only once. As multiple answers were allowed, totals across options may exceed 100%. 

Full answer list codes are: 1 – Adobe Suite (e.g. Firefly, Creative Cloud, 2 – Open AI: ChatGPT, DALL-E, Sora, 3 – Google: 

Nano Banana, Gemini, Imagen, Veo, 4 – Microsoft Copilot, Microsoft Image Creator from Designer, 5 – Amazon: Titan, Nova, 

Amazon Ads, 6 - Stability AI: Dreamstudio, Stable Diffusion. 

 

Use of sample brand’s AI tools  

Those who used AI in the last 12 months (either to create/generate or modify content) were asked if 
they had used their sample brand’s AI creation/generation or modification tools. The vast majority 

have not, with very low usage by Getty Images and iStock customers of their respective brand’s AI 

tools. Use of Shutterstock’s AI tools by Shutterstock customers is higher, with one in ten Shutterstock 
Marketplace customers using them, while a third of Shutterstock Business Solutions customers say 

they have used them. 

Figure 36: Use of <BRAND>'s AI tools 
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Source. Q35. You said you have used AI to create/generate/modify/create/generate and modify> images or video in the last 

12 months. Did you use <BRAND>’s AI-creation/generation or AI-modification tools? Base: those who have created/generated 

or modified content using AI in the last 12 months. Getty Images (n=73), iStock (n=74), Shutterstock Marketplace (n=77), 

Shutterstock Business Solutions (n=89). 

 

Views on Shutterstock’s AI tools 

Customers who said they had used the Parties’ AI tools were asked to what extent they agreed with 

a range of statements relating to these AI tools. Results are shown below for Shutterstock Business 
Solutions customers only, as base sizes for the other strata are too low. For Shutterstock Business 

Solutions customers, agreement is highest for ‘their AI tools are easy to use’ and ‘they enable a wide 

range of images/videos to be generated.’ 

Figure 37: Views on Parties’ AI tools (Shutterstock Business Solutions) 

 

Source. Q36. How far do you agree or disagree with the following statements about <BRAND>’s AI images or videos? 

Base: those who did use Parties’ AI tools to create/generate or modify images or videos. Shutterstock Business Solutions 

(n=30). *caution – low base size (<=30).  

NOTE: Chart shows total percentage of those who ‘strongly agree’, and ‘tend to agree’ with each statement. 

N.B Charts for other strata not shown due to low base sizes – Getty Images (4), iStock (2), Shutterstock Marketplace (9). 
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Relevance of consent when using AI to create/generate images 

Respondents were asked about the relevance of obtaining consent for images that AI models are 

trained on (regardless of whether they currently use AI or not). Two-thirds of customers say it is 
‘fairly’ or ‘very’ relevant (this is even higher for Shutterstock Business Solutions customers at around 

seven in ten). 

Figure 38: Relevance of consent

 

Source. Q37. When considering whether to use AI to create/generate images or videos, how relevant to your decision is it 

that the AI model has been trained on images obtained with consent? Base: all respondents. Getty Images (n=126), iStock 

(n=127), Shutterstock Marketplace (n=117), Shutterstock Business Solutions (n=126). 

 

Use of AI-creation/generation in future 

Respondents were asked whether they expect their usage of AI to increase, stay the same, or 
decrease over the next two years. All respondents were asked this question regardless of their 

current usage of AI. Overall, between half and two-thirds expect their use of AI to increase, and 

around one in five say it will stay the same. One in six say they do not plan to use AI at all (this is 

lower for Shutterstock Business Solutions customers at around one in ten). 

Figure 39: Usage of AI-creation/generation over the next two years

 

Source. Q38. Looking ahead over the next 2 years, how much, if at all, do you expect your usage of AI to create/generate 

images or videos to change? Base: all respondents. Getty Images (n=126), iStock (n=127), Shutterstock Marketplace 

(n=117), Shutterstock Business Solutions (n=126). NOTE: 1% data labels removed for neatness. 

NOTE: ‘Total:Increase’ is the sum of those who selected increase considerably and increase slightly. Figures may appear not 

to add to 100% due to rounding. 



 

35 

Reasons for increasing use of AI-created/generated content in future 

Those who expect their usage of AI to increase over the next two years were asked the reasons why. 

The main reasons for increasing usage of AI relate to a perception of improved quality, reducing time 

and costs, and technology becoming easier to use. 

Figure 40: Reasons for increase in AI use over next two years

Source. Q39. Why do you expect your usage of AI to create/generate images or videos to increase? Base: those who expect 

usage to increase. Getty Images (n=80), iStock (n=68), Shutterstock Marketplace (n=69), Shutterstock Business Solutions 

(n=80). 

Reasons for decreasing/keeping use of AI-created/generated content the 
same in future 

Those who said they expect their AI usage to decrease or stay the same over the next two years were 

also asked why. The main reasons are a lack of authenticity for AI images, legal and licensing 
concerns, and the quality of AI images not being sufficiently high. It is important to note, however, 

that this question had a low base (n=between 21 and 29), so results should be interpreted with 

caution. 

Figure 41: Reasons for decreasing/keeping AI use the same over the next two years

 

Source. Q40. Why do you expect your usage to stay about the same or decrease? Base: those who expect usage to stay the 

same or decrease. Getty Images (n=21), iStock (n=27), Shutterstock Marketplace (n=25), Shutterstock Business Solutions 

(n=29). *caution – low base size (<=30) **coded from ‘other specify’. 



 

36 

Barriers to adopting AI for content creation/generation 

Those who do not currently use AI were asked what the biggest barriers are to adopting AI in their 

business or organisation. The main barriers are a lack of authenticity, not feeling comfortable using 
AI trained on data without consent, legal and licensing concerns, and the quality of AI-generated 

visuals. Getty Images and Shutterstock Business Solutions customers are more likely to say, 

‘company policy on AI.’ 

Figure 42: Barriers to adopting AI

 

Source. Q41. What, if any, are the biggest barriers to adopting AI image or video creation/generation (in your 

business/organisation)? Base: those who don’t use AI. Getty Images (n=53), iStock (n=53), Shutterstock Marketplace (n=40), 

Shutterstock Business Solutions (n=37). *coded from ‘other – specify’ 
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Barriers to increasing use of AI for content creation/generation in future 

Those who use AI were also asked about the barriers to increasing their use of AI (wider or more 

frequent adoption). The main barriers are the quality of AI-generated visuals and a lack of 

authenticity. One in ten Getty Images customers say there are no barriers to increasing AI use. 

Figure 43: Barriers to increasing the use of AI

 

Source. Q41a. What, if any, are the biggest barriers to wider or more frequent adoption of AI image or video 

creation/generation (in your business/organisation)? Base: those who do use AI. Getty Images (n=73), iStock (n=74), 

Shutterstock Marketplace (n=77), Shutterstock Business Solutions (n=89). 
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Questionnaire: Online  
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Questionnaire: CATI 
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