C O M M U N I C AT I O N S
AND MEDIA
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New developments in artificial intelligence (AI) are
shaking up businesses operating in every sector –
and the communications and media industry is no
exception. AI technologies promise to transform the
lives of content creators and content consumers alike,
managing the brunt of time-consuming manual tasks
and facilitating greater creativity.
Those companies that act fast and embrace new
AI-infused solutions will reap the rewards.
Read on to find out how.

F E AT U R E

Transforming
the media
industry with

AI

Artificial intelligence offers huge promise for media companies – yet success to date
has been reserved for the pioneering few. Here we discover what needs to be done to
overcome challenges and ensure the benefits are felt right across the industry

A

rtificial intelligence (AI) promises to
transform the media and entertainment
business – impacting everything from
content creation to the consumer experience.
“AI will influence all parts of the media value
chain, helping content creators to be more creative, helping content editors to be more productive, and helping content consumers to find the
content that matches their interests and current
situation,” explains Rainer Kellerhals, Microsoft’s
Media and Entertainment industry lead for the
EMEA region. “It will assist human creativity
and human curiosity by taking a lot of the leg
work out of finding relevant content, navigating
large amounts of content, and re-formatting and
re-purposing content.”
Lorenzo Zanni, IABM’s lead research analyst, agrees. “Media companies can leverage
AI throughout their content supply chains to
automate operations, drive decision-making
and personalise the consumer experience,” he
says, pointing towards automatic metadata tagging and extraction as an excellent example of
one of the most effective use cases of AI today.
“Through techniques such as image recognition
and speech-to-text transcription, metadata tagging is the most widespread application of AI so
far. The metadata automatically created by the
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AI algorithms can then be used to drive content
monetisation strategies.”
And this is just the start. Zanni says that
media companies can also use AI to strengthen
their predictive capabilities. “For example, AI
tools can be used to predict demand to adjust
resources (in on-demand cloud models) or
to predict possible disruptions in the content

Using AI for advanced
media production
Media and entertainment software provider Avid has
unveiled Avid On Demand, a set of cloud services and
solutions that enable content creators to efficiently edit,
manage and deliver content and to collaborate across sites
and organisations in a completely secure environment with
controlled access.
The new Avid AI suite forms part of these services and
applies machine learning and cognitive services to production
workflows in a media-savvy way. For example, users can
leverage Microsoft’s Cognitive Services to auto-index content
using machine learning algorithms such as facial detection,
scene recognition and speech to text indexing, creating a
library of rich metadata that can be readily searched.
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supply chain (such as a content supplier failing
to meet a deadline). These use cases could bring
sizable savings to media companies.”
When it comes to distribution, AI can personalise the consumer experience, driving title recommendations and curating content based on
consumer preferences. “This is consistent with
the transition from a ‘one-to-many’ to a ‘one-toone’ model,” Zanni notes.
Despite this potential, Zanni believes that true
success to date has only been achieved by the
pioneering few. “Although media companies are
already using analytics tools to analyse operations and audiences, they are just starting to harness the power of more sophisticated tools such
as deep learning algorithms,” he says.
There are a number of reasons for this, most of
which revolve around data. In supervised learning algorithms, datasets need to be labelled by
humans to train the model, making the process
expensive and cumbersome for large datasets.

“The availability of training data is a particular
challenge,” explains Kellerhals. “Many AI methods use some sort of machine learning, and in
most cases, AI can only be as good as the data
which is used to train it.”
“Deep learning algorithms produce the
most accurate results only when they are fed
with millions of observations,” Zanni adds.
“Therefore, media companies need to manage
different types of data in a unified manner to
power effective AI-driven decision-making.
This data includes audience data, operational
data and content data (metadata).”
To succeed, media companies need to deploy
technologies and implement strategies to gather
data at scale. Zanni says that a “data-first” approach
is necessary – something that heavy users such as
Netflix and some of the niche over-the-top players are adopting. “Most of these companies have
moved data processing workflows to the cloud,
as this allowed them to scale up resources if

Netflix has already
adopted a data-first
approach
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Using AI to stay ahead of the curve
Jon Vink from StreamingBuzz explains how AI can help
to meet consumer expectations
Now that personalisation is becoming
a standard client expectation, artificial
intelligence (AI) is poised to be an integral
strategy for keeping pace with consumer
demand. After all, predicting what a user
wants to watch is a key part of a media
company’s business model.
But implementing AI requires a new
way of thinking. Media companies – who
generate a massive amount of data
– really need to re-invent themselves so
that AI will improve each and every way
we produce and consume media.
Microsoft Azure can help with this.
The cloud platform offers flexible
services and analyses unique data

to help media companies grow their
business. Partners like StreamingBuzz
cater for telcos and operators, as well as
companies operating in travel, leisure,
automotive and the military industries,
with a complete end-to-end solution
that is complemented by Microsoft Azure
Machine Learning Services, Azure Bot
Services and AI.
These technologies can help drive
personalisation, recommendations, and
new interaction models, facilitating levels
of audience engagement that have until
now been very difficult to achieve.
Jon Vink is founder of StreamingBuzz

VIEWPOINT

A successful personalised
promotion strategy
Stephan Visarius from Segment of One explains how AI is
enabling companies to create more targeted media campaigns
Target, Walmart, Albertsons and Amazon are all
companies that understood the enormous value
of using data to create more targeted media
campaigns. They have implemented programmatic,
data driven media platforms that, for example,
can tell Coca Cola that a particular consumer has
bought a Pepsi. Coca Cola can then plan its next
advertising campaign more effectively.
The true success of these platforms will be
determined by the performance of their targeting
engines and their ability to make users buy at minimal
costs. Coca Cola might target heavy, medium or light
Pepsi buyers differently. It might run or skip ads, if it
knew how likely a consumer would be to purchase
Coca Cola anyway, or how much it would increase
customer lifetime value. And Coca Cola might go for
promotional offers, if the consumer would react to
(an individual) discount only.
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Targeting engines answering these questions on a
consumer-individual level will truly push the ROI of
future advertising. Segment of One (SO1) offers just that:
a white label programmatic promotion network (PPN),
powered by artificial intelligence, that autonomously
understands latent product properties; consumer
preferences; individual customer’s willingness-to-pay
per product; and the purchase likelihood at a given time.
This enables users to create personalised media
campaigns, delivering highly relevant offers at perfect
discounts. Retailers offering a shopping-historybased targeting might thus challenge existing media
companies. But it’s a first mover game: only true
pioneers applying AI-based targeting engines will
monetise their data treasure.
Stephan Visarius is director of customer acquisition
and success at Segment of One
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needed by the size of the information analysed,”
he explains. “This leads not only to what all media
companies are looking for at the moment – a better return on investment – but also to a greater
responsiveness to market changes. What’s more,
as they move to the cloud and establish direct to
consumer connections, they’ll be able to gather
more data on operations and audiences.”
This is where the Microsoft Azure cloud comes
into its own. It offers powerful machine learning,
real-time analytics, cognitive and bot capabilities
through open APIs, which enables companies
operating across the media and entertainment
industry to transform their content and audience data into a competitive advantage.
“Azure Video Indexer, for example, builds
upon media AI technologies to make it easier to extract metadata from video, including
timecoded transcripts, faces, speakers, objects,
actions, brands, keywords and sentiments,”
explains Kellerhals. “Our audience insights function, meanwhile, uses the Microsoft Azure Data
Platform to capture data about user interactions
with online media, building user profiles (also of
anonymous users) that in turn are used to power
recommendation engines, personalisation, ad
targeting and inform content investments.”

With these types of solutions, the potential for
media and entertainment companies is huge.
And, according to Guy Finley, executive director
at the Media and Entertainment Services Alliance
(MESA), it’s an opportune time to make use of
this potential. “As an industry we are beginning
to build a direct relationship with the consumer
for the first time and we’re already working to
automate and digitise existing workflows and
processes,” he explains. “For example, when contracts become smart, and we migrate from what
was once called a ‘one-button transcode’ to an
AI-enabled ‘no-button’ transcode, we will begin
to see how fluid this entire process can become.
Redundancy will be further reduced in our
supply chains by smarter, data-driven systems
and AI will ultimately drive the globalisation of
our enterprises, enabling production and distribution to meet a growing, but still localised,
demand for our content.”
Possibly most significantly, AI will be at the
forefront of creativity – the force that ultimately
drives the media business. “Artists equipped
with an AI-enabled feedback loop based on realtime, consumption metrics will up their creative
batting average, which will thus increase production and commercial ROI,” Finley concludes.
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Transforming media
production in the cloud
C R A I G D W Y E R : AV I D

Cloud-based workflows are helping to meet the operational and financial
challenges of media’s rapid digitisation, dramatically increasing production
capacity and easing the financial burden of content creation and distribution

V

irtualising content production through
cloud-based solutions offers many benefits: access to the best talent regardless of
location; increased agility and scalability; and the
ability to produce and distribute more immersive, dynamic and relevant content. Access to
content anytime and anywhere also extends to
consumers. Cloud workflows keep consumers
connected, content more engaging and personalised, and brands competitive.
Delivering on the cloud’s promise is all about
abstracting a system’s physical components, such
as storage, networking, computing, tools, facilities
and files, into pools of logical components that can
be flexibly arranged and accessed. For large media
organisations, the role of the cloud and virtualis-

“One way to see the cloud’s power
at work is for breaking news”
ation has been focused around connecting content
pipelines, sharing resources and higher utilisation.
For media production, the cloud is central to collaboration and asset centralisation, function virtualisation and remote production capabilities, while
reducing hardware and capital expenses.
The process starts with an open and connected
media platform like Avid’s MediaCentral, which
is optimised for cloud and collaboration and
enables content creation, distribution and monetisation. The MediaCentral Cloud UX portal
takes that capability even further, giving easy
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access to projects, tasks, media and other tools
through a simple, user-friendly graphical interface. Available as a web client and mobile apps,
it simplifies complex media production workflows. Media services can be shared across the
production ecosystem, client applications can be
accessed from any device or operating system,
and integrated, end-to-end workflows can be
deployed across enterprises, around the world
and everywhere in between – via the cloud.
Keeping connected to meet demands that range
from viewing dailies from an African film shoot
to laying down tracks in London to covering a
football match in Rio requires the cloud computing support of Microsoft Azure. Together, Avid
and Microsoft are making the cloud’s benefits
available to all, easily and cost effectively.
One way to see the cloud’s power at work is for
breaking news. Imagine an event like the recent
eruption of Hawaii’s Kilauea volcano. As soon
as teams on the ground gather footage of lava
flowing, that footage must get to affiliates immediately. Through MediaCentral Cloud UX, users
everywhere have a unified view of all media,
regardless of where it’s stored, where they’re
located, or what device they’re using.
From there, users can access different apps to
complete required tasks, like browsing, logging,
searching and editing. They can monitor ongoing
processes or publish content to social media and
preview how a post will look across platforms.
With Azure, it’s easy to get content securely into
the cloud and make it available around the globe.
Once on the platform, anyone can access content,

MEDIA

work with it, repurpose it, and publish it across
any of their distribution platforms.
Now, let’s imagine an affiliate on the west
coast wants to broaden the volcano story and
see how people are interacting on social media.
Avid’s ecosystem of apps, services and solutions
further taps into the power of the cloud. With
x.news, an Avid alliance partner, journalists,
directors, and producers can watch as a story
develops and incorporate related social media
into their coverage. The app integrates all posts
about the volcano story – including Facebook,
Twitter, websites and news agencies – so users
can choose which to integrate into their story.
Avid On Demand cloud services and solutions
are an extension of the app ecosystem, allowing
media organisations to easily deploy required
capabilities on a per-project basis with optimal
elasticity – and without a drawn-out deployment
phase or large capital outlay.
One such service is Avid AI, which uses
machine learning to automate content indexing
and provides unprecedented accuracy for facial
and scene recognition. A combination of Avid
tools and Microsoft Cognitive Services solutions,
it gives flexibility to enhance and create searchable content accessible from MediaCentral.
You can search for a specific word or phrase
in an audio clip. So, when you search for ‘volcano’ not only do you get volcano footage, but
you can also hear where the reporter says the
word. You can search a person’s name, metadata,
audio, faces or text on the screen to locate what’s
needed almost instantly.

Avid’s cloud-powered platform doesn’t just
apply to news and broadcast applications. It
can also transform documentary and feature
film workflows.
Today’s exploding OTT market and the rise
of Netflix, Hulu and other streaming services
requires closed captioning and language verification as well as content distribution in multiple
formats – and sometimes multiple languages –
which is then discoverable online. A time-intensive process but one that can be automated with
MediaCentral and cloud services.
Uploaded content is automatically encoded and
packaged for both on-demand and live streaming
delivery. Functions like captioning verification,
video description and languages are all handled
by Avid Illuminate On Demand. Results can be
tracked directly in MediaCentral Cloud UX, saving
the time, expense and stress of content validation.
Best of all, these services can be triggered on-
demand when needed. Avid services like Editorial
on Demand, mean users only pay for what they
use. When it’s not in use, they’re not being charged.
It also eliminates the need for expensive hardware.
We’ve arrived at the reality of full-scale media
production in the cloud. Companies can make the
most of new monetisation and distribution capabilities as they connect with audiences in more
powerful, memorable, and profitable ways. All of
this is achieved at scale while offering the ease-ofuse vital to inherently complex productions.

Avid’s cloud solutions
were demonstrated at
the 2018 NAB Show

Craig Dwyer is senior director for Avid’s Global
Centre of Excellence
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An easy way to
integrate AI
STEVEN ARMSTRONG: BLUE PRISM

By infusing artificial intelligence into a digital workforce platform,
communications and media companies can boost innovation and
become more creative

A

productive, adaptable, scalable and secure
digital workforce should be able to effectively
collaborate with human colleagues; efficiently and cost-effectively execute mission-critical
business applications; and identify opportunities
for both cost savings and financial gains.
This workforce should ideally be part of an organisation’s DNA – it is the starting gate to enterprise
digital transformation. But communications and
media companies are realising that automation
alone is not enough.
Rather, it takes a foundation of intelligent automation to enable such cognitive technologies as
artificial intelligence (AI), machine learning, and
sentiment analysis. Beyond that, strong technology
partnerships are the glue that binds these technologies together to give organisations the AI functions
and insights they want.
For example, at Blue Prism, we’ve developed a
robust technology ecosystem of technical alliances

that complement our comprehensive robotic process automation (RPA) platform. We see AI as an
augmentation of the digital worker – not a new
breed of automation – that expands those abilities.
As part of our cloud-based AI initiative, we’ve
partnered with Microsoft Cognitive Services to
make it easier to integrate AI into our digital workforce platform. The AI aspects add yet another
layer to our partnership with Microsoft, which
also includes Blue Prism as the only RPA vendor to
achieve both Microsoft Gold Certified partner status and offer a certified cloud reference architecture
for Microsoft Azure.
Several global customers, including telecommunications conglomerate Telefonica O2 are now
using our digital workforce in concert with native
access to Microsoft’s Cognitive Services and AI
platform – including such features as text analytics,
text and speech translation, language understanding intelligent service, and computer vision.
Blue Prism’s integration architecture also allows
customers and partners to reach out to any solution
and technology, allowing for much more innovation and creativity on solution design. For example, for text analytics and elastic search, we can
automatically mine big data and archival records to
extract historical data research and business intelligence (BI) analytics. And, for machine learning,
we can enhance chatbot capabilities by predictive
responses based on current and historical datasets.
This is just the start of an exciting future.
Steven Armstrong is vice president and global lead
for the Microsoft Alliance at Blue Prism
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In-flight entertainment
made easy
Using StreamingBuzz’s BuzzOff solution, global in-flight entertainment provider AirFi is
enabling airline passengers to stream offline digital rights management protected content
to their own mobile, tablet or laptop

G

lobal in-flight entertainment (IFE)
provider AirFi serves over 55 airlines
operating across the world, delivering
solutions that aim to delight passengers during
their flight.
Recognising that traditional IFE solutions are
costly to install, expensive to maintain, incur
heavy additional fuel burn and quickly become
out of date, the company sought an alternative
solution that would offer its airline customers
all of the benefits of a state-of-the-art IFE system, but without the cost and complexity of
installing hardware.
Microsoft partner StreamingBuzz stepped up
to the mark. Its BuzzOff solution, which has
been designed to meet all the security requirements without needing an online connection
in-flight for authentication, enables airline
passengers to stream offline digital rights management (DRM) protected content to their own
mobile, tablet or laptop – all without the need
to download an app.
Now approved by five major Hollywood
studios – including Warner Bros, Disney and
Paramount Pictures – the technology enables
users to access the latest Blockbuster movies
and hit TV shows. What’s more, by leveraging machine learning, it can make suggestions
based on user preferences, delivering a more
personalised user experience.
“Blockbuster movies still command one of the
highest rates of usage and of course are essential for airlines offering longer flights,” said Job
Heimerikx, CEO at AirFi. “Being able to access
the enormous movie and TV show catalogues
from the biggest distributors is a game-changer.”
“Our research shows that browser-based
systems create up to 10x more passenger

engagement than app-based streaming systems,” said Jon Vink, CEO at StreamingBuzz.
“We are delighted that AirFi is using our
technology and are happy to provide the full
back-office support required to enable passengers to access the biggest and best content
selection from leading worldwide distributors.”
AirFi serves airlines operating across an
increasingly broad range of countries, languages and cultures. “Having the ability to
access global Hollywood content is a crucial
piece of the jigsaw to create the best in-flight
entertainment experience for all of our passengers,” Heimerikx concludes.

Airline passengers can
now access in flight
entertainment from
their own device
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create tailor-made
medicine, could we stay
healthier for longer?
Personalized healthcare –
a dream our software could bring to life.

Innovative thinkers everywhere use
INDUSTRY SOLUTION EXPERIENCES
from Dassault Systèmes to explore
the true impact of their ideas. Insights
from the 3D virtual world allow
health professionals to gain a precise
understanding of their patients’ medical
profile and to tailor healthcare to match
them perfectly. How long before kite
surfing can be done at any age?

It takes a special kind of compass to understand
the present and navigate the future.
3DS.COM/LIFE-SCIENCES

