C O M M U N I C AT I O N S
AND MEDIA

In an age where rich media is nearly ubiquitous,
broadcasters are challenged with successfully monetising their services in a way that can add real value to
the consumer, whilst at the same time driving down
the cost of content delivery.
Whether relying upon a conventional subscription
model or driving uptake and retention through highly
detailed analytics and ad-integration, Microsoft and
its partners are leading the way in the driving revenue
across rich media channels.
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Survival
of the fittest
The race is on for today’s broadcasters, who face huge competition when it comes to
attracting both audiences and advertising revenue. Success will come to those who
break free from legacy infrastructure
B Y L I N D S AY J A M E S

I

n an age where rich media has reached a state
of near ubiquity, broadcasters face a number of
challenges. “Broadcasters are increasingly competing with new digital entrants, which include
big players such as Facebook, Apple, Amazon,
Netflix and Google (FAANG),” says Jennifer
Cooper, Microsoft’s global head of media and
communications industry strategy and solutions.
“The race for audiences and access to advertising
dollars is in full swing, and traditional broadcasters are trying to keep their share of wallet.”
All too often, traditional broadcasters are
attempting to do this with a legacy infrastructure.
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“The digital over-the-top (OTT) video workflow is now largely in the cloud, but the legacy broadcast infrastructure is still largely on
premises,” says Sudheer Sirivara, Microsoft’s
general manager for Azure. “Broadcasters are
challenged to optimise costs while maintaining two parallel infrastructures until they can
streamline the operations.”
Monetising the digital audience at the same
scale as they achieve with traditional broadcasting is a further challenge. “The consumer is used
to an advertising-supported model for broadcasts, which is typically bundled as part of a cable
or satellite package,” Sirivara says. “Broadcasters
need to choose wisely when they pick a digital
aggregator for carrying their content while they
try to figure out their own direct to consumer
(D2C) service that can rival the scale of their
existing broadcast business while bringing in
content addressability.”
In order to stay ahead in this rapidly changing landscape, broadcasters need to do several
things. “First, they need to rethink their content
creation processes,” says Cooper. “Integrating
cloud-based operations is going to be the most
important technical consideration. Including a
geographically dispersed creative workforce will
help to reduce overall costs.”
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They will also need to update their largely
on-premise operations to cloud broadcast operations for live and linear productions. “Margin
and economic efficiency pressures are dictating
this migration,” Cooper explains.
As more and more broadcasters redefine their
relationship with consumers via D2C services,
they will also need to harness more audience engagement data. “This will make their
cross-channel entertainment experiences more
personalised and ubiquitous,” Cooper says.
Sirivara says this area is a particularly compelling opportunity for broadcasters. “Because
every consumer is typically logged in with their
individual ID, broadcasters can do a much better job of targeting content to enhance engagement,” he explains. “For example, video artificial
intelligence (AI) can unearth valuable information that can be combined with audience data to
deliver better ad targeting to drive up the number of impressions.”
While knowing where to start with all of this
can be a daunting proposition for broadcasters,
Microsoft and its partners are in a unique position to help. “Microsoft and its partners offer
Azure Media Services, Data+AI, virtual reality,
mixed reality and other platform technologies

to support broadcasters as they compete with
FAANG,” says Cooper.
“Microsoft is a platform company at its heart
and relies on a rich partner ecosystem to help
deliver vertical solutions for the media industry,” adds Sirivara. “Video Indexer, which is
part of the Azure Media Services family of services, is a great example of content intelligence
from video that can be applied in several media
industry use cases. It brings together 28 different AI models into a single product to enable
partners to integrate quickly and take advantage of the breadth of cognitive AI capabilities
from Microsoft.”
Zone TV is one example of a customer that
is using Video Indexer to enhance content
addressability by combining content intelligence
with social media and user data. “The result is
hyper-personalised content,” says Sirivara. “IRIS.
TV has also integrated with Video Indexer to
improve advertising addressability by providing
hints to the ad decisioning service on the type
of content being watched by a user. Meanwhile,
capabilities in Azure Data Lake and Azure Data
Factory help customers aggregate their user data
to derive insights using machine learning to enable better targeting of content and ads.”
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Looking ahead, there’s no question that broadcasting will continue to evolve – and at breakneck speed. “Broadcasting is most definitely
moving to all internet protocol (IP) delivery as
well as towards ATSC 3.0 standards (free to air),”
says Cooper. “With IP signals, more audience
engagement data will be available. This is also
known as ‘advanced TV’. With advanced TV
applications, audience data drives better experiences for consumers, and more direct monetisation for broadcasters since in-IP stream ads
will be delivered directly in the programming
stream to the IP-based device. With Microsoft’s
Azure platform cloud, Data+AI for video and
other rich media content, broadcasters can be
empowered and ready to compete with digital
natives for audiences and advertising revenues.”
“We are seeing the beginnings of the convergence of broadcast and digital workflows in
the cloud with multiple distribution outlets,”
Sirivara adds. “Over the next few years I expect
this trend to accelerate. This will help broadcasters streamline operations and costs across
traditional broadcast and digital workflows

“Microsoft is helping
define OTT 2.0 and
is fostering the
convergence of
broadcast and digital
workflows in the cloud”
and, more importantly, help with more intelligent ad inventory management across broadcast and digital to optimise engagement.
“Microsoft is playing its part in fostering this
change by pulling together a set of partners to
help stitch together exchange to exchange live
broadcast workflows in the cloud,” Sirivara continues. “We showed a proof of concept at last
year’s IBC event and plan to expand on it in the
2019 edition. By helping to push the envelope
of what’s possible in the cloud and partnering
closely with the ecosystem of media industry
partners, Microsoft is helping define OTT 2.0
and is fostering the convergence of broadcast
and digital workflows in the cloud.”
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Partner perspectives
We asked a selection of Microsoft partners to outline
how broadcasters can monetise their services in a way
that can add real value to the consumer, while at the
same time drive down the cost of content delivery.

Nate Barad
Director of
product marketing,
Episerver
“At Episerver, we use creative ways to help our customers reach theirs and
ensure that our technology drives their digital channel goals. By leveraging
the Microsoft Azure cloud, Microsoft Dynamics and machine learning, we
can deliver more personalised content. We guide creators to choose optimal
formats and topics for specific audiences, and enable them to produce new,
rich content. This is critical for all phases of the customer lifetime. For example,
post-purchase content and experiences can be rich and influential with guides,
how-to articles and self-service options that extend a customer’s engagement
past the point of sale.”

Bhavesh
Vaghela
CEO,
Paywizard
“It is a common misconception in the broadcast industry that monetisation
is all about content. There is such a huge focus on content and its delivery,
yet the overall customer journey is often neglected, leading to high churn
and poor consumer experiences. The ability to deliver content is not a
differentiator, in fact we see these technologies becoming even more
commoditised. The key is taking a more customer centric approach –
understanding how a consumer engages with your service and proactively
acts to drive loyalty. We help our customers do just this by leveraging data and
insights – deploying machine learning and artificial intelligence to determine
how each consumer should be engaged with; identify the ‘next best action’
that is right for them and executing this action in real time to improve
customer stickiness, along with maximising customer acquisition and growing
revenue. At the end of the day, content is not king, your customer is.”
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Richie Hyden
Co-founder,
IRIS.TV

“When it comes to monetisation, the biggest
challenge broadcasters face is engaging and
retaining loyal audiences on the platforms that
generate both insights and revenue. Facebook,
Apple, Amazon, Netflix and Google have
built their empires on the back of data-driven
decision making across operations from product
development to user acquisition to content
creation. While consolidation will help the major
broadcasters and studios accumulate valuable
libraries, to not only survive but thrive, they must
own and activate their first-party consumption data.
At IRIS.TV we work with the largest broadcasters
and news publishers in the world that are looking
to integrate artificial intelligence into their stack and
video intelligence into their culture so that they can
make decisions that result in high-value outcomes.
Together with Microsoft, we are able to leverage
our respective strengths and collaborate on a
solution for publishers, marketers and users.”

“MediaKind is leading the transformation of media solutions into the cloud
as video consumption evolves and consumer behaviour shifts toward
device-centric experiences. By harnessing the benefits of Microsoft Azure
and MediaKind’s MediaFirst TV platform, broadcasters have greater agility
in their operations with flexible workflows, lower content delivery costs
through innovative hybrid delivery models, and new monetisation potential
by leveraging user data. The MediaFirst TV platform enables intuitive
content discovery for viewers, delivering a personalised, immersive, datadriven user experience. By operating MediaFirst via the Microsoft Azure
cloud, broadcasters
can virtually manage
their services
Damien
while delivering a
Montessuit
heightened level of
Senior vice president,
personalised media
MediaKind
experiences and
service quality.”

Deep Ghumman
Principal, advisory
performance
improvement, EY

“Technology, media and telecom companies are on a
relentless treadmill, rethinking the tools and capabilities
they need to reach audiences and achieve growth. To
do so, they will need to understand the financial impacts
of transformative changes to content and monetisation
models, and to generating revenue through subscriptions,
licensing and more. To respond to this challenge, EY and
Microsoft have launched a blockchain solution for content
rights and royalties management across industries. EY and
Microsoft designed the solution to serve any industry where
intellectual property or assets are licensed to other parties
and where the creators are paid royalties based on royalty
agreements. The solution is designed to enable increased
trust and transparency between industry players, significantly
reduce operational inefficiencies in the rights and royalties
management process and eliminate the need for costly
manual reconciliation and partner reviews.”

73

VIEWPOINT

Removing
migration headaches
ALEX BL ACK: ENGHOUSE INTERACTIVE

An effective migration strategy is critical for customer-facing businesses looking
to move to a collaborative unified communications environment

O

rganisations of all shapes and sizes are
looking to migrate from traditional private branch exchange (PBX) telecoms
platforms to unified communications (UC)
environments, integrating their contact centre
for greater collaboration. The market is growing robustly. A recent report by Global Market
Insights estimated the unified communications
and collaboration (UCC) market size at over
US$32 billion in 2018, with a compound annual
growth rate of 8% from 2019 to 2025.
The rationale for businesses to move to UC environments is certainly clear. Businesses increasingly
understand the limitations of the traditional PBX
model around scalability, complexity and having

“Enghouse recommends
and implements a phased
migration for its customers”
a single point of failure. They increasingly appreciate the benefits of moving to UC around faster
return on investment, greater collaboration, lower
total cost of ownership, streamlined operational
processes and enhanced productivity. And they
see all this as key to their digital transformation.
They know too that in the context of the contact centre, the enhanced collaborative functionality that migration can deliver will allow them
to provide a consistently outstanding customer
experience around the clock, make life easier for
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hard-working agents and employees, get more out
of investments and save money on management.
Yet while many customer-facing businesses
have undertaken the journey to unified communications and collaboration, many still hold back.
Some have installed solutions like Microsoft Skype
for Business or even Microsoft Teams but are running them in the background and are still using
traditional PBXs as their primary telecoms switch.
So what is deterring these organisations? Some
pause on their journey waiting for new solutions
or upgrades to be introduced by the leading platform vendors. Many others are concerned about
the risk involved in migrating systems and moving from old infrastructure to new. And that is
making it difficult to set out on the migration path
at all. They have ruled out a big bang approach due
to sweating down existing assets and they want
flexibility and choice across the whole journey.
That’s why they need the peace of mind and reassurance that comes from working with solutions
providers and implementation and support partners that are vendor and platform-agnostic; can
integrate with all leading UC platforms – from
Microsoft to Avaya to Cisco – and have migration
at the heart of their strategy. Working alongside
its partners, Enghouse Interactive is well-suited to
achieve all this.
Driven by the need to achieve digital transformation and the desire to use it to deliver enhanced
customer engagement, more and more businesses
are looking to work closely with customer communications experts to help them assess their
possible migration paths, choose the best option,
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then transition them smoothly and with minimal disruption to their existing operations. The
approach needs to be open and flexible. Whether
organisations are looking to move from premise
to premise, or premise to cloud, or thinking about
migrating from one vendor to another, or one UC
product to another within a single vendor environment, solutions providers and their channel
partners need to be able to take customers on
their digital transformation-driven journey and
ensure they reach their desired end destination.
That removes some serious headaches for
customer-facing organisations, of course. Instead
of fretting and worrying about their communications journey, they can let their solutions
and implementation provider partners concern
themselves with building a UC environment and
connecting the contact centre. That in turn leaves
the business itself free to concentrate on its overall network environment strategy, content in the
knowledge that its migration journey to digital is
being managed and de-risked.
Enghouse recommends and implements a
phased migration for its customers. In any migration to a new telecoms infrastructure it is important to have the old and the new platforms running
simultaneously (and both connected) so that if a
technical problem occurs with the new system, or
if there is a misconfiguration, for example, agents
can be quickly, although temporarily, moved back
to the old infrastructure desktop.
Rather than moving the whole operation over
to the new system straightaway, the organisation
concerned could move a single department over
initially: the IT helpdesk, for example, and then
if all goes well, move another shortly thereafter. If
something goes wrong, they can simply move that
individual department back, effectively de-risking
and removing the friction from the whole process.
It is important to remember, though, that the
migration journey is not just about infrastructure, essential though that is. Scalability is key
in supporting the overall approach and ensuring
that the business always has the right level of
capability to support its needs at any given time.
A fully scalable migration strategy can support a
modular by design approach. As the organisation
grows, new channels, apps and bots, for example,
can be added as and when required. It is also crucial, however, that the journey can go forward and
back – and with this kind of methodology, businesses can scale back their capability when strategic drivers or external circumstances dictate.

Any organisation looking to migrate its contact centre and communications infrastructure
to a new platform is in a sense stepping into
the unknown. It is likely to be a completely new
experience for them. They know that by making
the migration they want to tap into the benefits
around enhanced flexibility and productivity,
increased efficiency and customer satisfaction
and explore new market sectors but they are
apprehensive about the journey that needs to be
undertaken to help them to achieve these goals.
That’s where Enghouse and its partners can
really help in reducing the risk and friction for
them and guiding them on that journey to unified
communications that will in turn enable them to
build a more collaborative interactive and efficient contact centre and communications environment to the benefit both of their customers
and themselves.
Alex Black is the CTO at Enghouse Interactive
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