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

B O B D E H AV E N : M I C R O S O F T

Today’s media companies need to not only digitally
transform their business, but to create and distribute
content in new ways. Failure to do this will see any
number of the digital disrupters that are currently
entering the market quickly disintermediate them,
with devastating consequences.
In this issue, Steve Guggenheimer outlines what he
believes media companies need to do in order to stay
ahead. We also find out how the team at Red Bull
Media House is working with x.news to tame the
information flood. Plus, discover some of the latest
implementations from across the sector.

INTERVIEW

“Established media companies will
have to transform or risk disruption
from emerging companies”
STEVE GUGGENHEIMER
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MEDIA

The evolution of
the media industry
Steve Guggenheimer, Microsoft’s corporate vice president and chief evangelist,
discusses the changes that are taking place across the media industry, and
outlines what he believes will be key to success in the future
B Y L I N D S AY J A M E S

T

he digital transformation of content has
led to huge opportunities for disruption in
the media industry. “New ways of creating,
distributing and receiving content has opened the
door for new entrants,” says Steve Guggenheimer,
Microsoft’s corporate vice president and chief
evangelist. “Evolution is now about deciding how
much a media company wants to do and not just
what they will specialise in. Some content creators
are transforming into distributors by having their
own apps. Disrupters that didn’t exist a decade ago
are buying and creating content while also having
a direct relationship with the customer. Customers
are no longer confined to TVs, but also have a
wide range of devices powered by the cloud that
enables them to consume live and on-demand
content. Viewing options are limitless.”
For media companies, the challenge is significant. “Technology advances in mobile, cloud,
artificial intelligence (AI) and more mean that
established media companies will have to transform or risk disruption from emerging companies,” Guggenheimer says. “This is widely known,
but the tougher challenge is how to embrace
new businesses while managing your existing
business. The explosion in the variety of devices
means you have to be more thoughtful on how
people are consuming your content. However, if
you look at how the media industry is evolving,
there are greater opportunities for companies
to expand along the creation, distribution and
receiving parts of the value chain. Even though
the landscape is challenging for transformers and
disrupters, there are great opportunities ahead.”
Guggenheimer says that Microsoft is ideally
placed to help companies facing these challenges.

“Microsoft has had to face an industry in transformation a few times,” he explains. “We started
as a client computing company, transformed into
a client/server company and now we are transforming into a mobile-first, cloud-first company.
For media companies that are facing a changing
industry we have the breadth of platforms, technologies and experience to help.”
It seems clear that Microsoft knows what
it is doing in this space when you look at its
impressive client list. Azure Media Services, the
company’s cloud solution for encoding, encrypting, streaming audio or video at scale, live or
on-demand – across any device, has been used
for multiple large-scale live events including the
Rio 2016 Summer Games, Sochi 2014 Winter
Games, multiple Super Bowls and regular NBC
Sports live and VOD programming.
And that’s just the start. “We have also seen
solutions built on other technologies to create
unique solutions. For example, Dynamics being
used to help track rights management and contract compliance.
“Microsoft is unique in that it covers the breadth
of computing platforms, our depth of computer
science research and our global connections all
over the world. We have a unique partnering perspective where we will work very closely with our
partners to help them succeed. In the past this has
also included coding with developers from other
companies. We believe in enduring partnerships.
Needs evolve over time and as a media company’s needs grow we will have the technology and
global presence to scale with them.”
Guggenheimer points to a number of media
companies who are leveraging Microsoft
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technologies to great effect. “There are transforming companies like Imagine Communications
that is transitioning to the public cloud to enable new scenarios for DVRs, digital ad insertion
and more. Meanwhile, SetKeeper automates the
manual process of coordinating the production of TVs and movies. With it you can track
actors, props, food, costumes and more. And
Live Arena has used Azure Media Services to
enable anyone to create live or o
 n-demand TV
channels. This was used recently to broadcast a
24-hour robotic surgery event using 15 robotic
centres in 5 different continents.”
With companies like these already carving a
successful path in the industry, Guggenheimer
believes that a successful future lies ahead for
those media organisations that are willing to

innovate. “The advances in AI will have a large
impact on how people discover and interact with
content,” he says. “What we have seen so far is
just the start. Advances in natural language processing and computer vision will make it easier to
auto index content – making it more discoverable
in the future. Improved discoverability will also
change our viewing habits. Some argue that user
attention will be the most valuable metric in the
future and personally relevant content will help it
be seen. The explosion in platforms will require
a broad range of distribution points to reach the
critical mass of users that were historically accessible from just focusing on TV. Recommendation
engines that know what you like, what others
around you are viewing and your time constraints
will play a powerful role in what you see.”

VIEWPOINT

Meeting today’s broadcasting challenge
Tony Emerson explains how Microsoft technology is at the crux of the
digital transformation of the media industry
Technology has transformed the way in which we
consume content. Whereas historically we’d watch
three or four channels, today we have access to tens
of thousands of them. For broadcasters this presents
huge challenges, especially for those who produce
expensive programmes. Not only are they facing
increased competition, but they are having to contend
with shrinking audiences and therefore shrinking
advertising revenues.
Today’s broadcasters are realising that in order to
succeed they need to deliver compelling media that
is accessible anywhere, through any device, and at
any time, in any format. And this is where Microsoft
technology comes into play.
For example, Fuji TV reached out to us to stream their
Fuji TV Next Channel so that they could access a new
generation of viewers that did not get satellite or cable
– this was over a year ago. That has been so successful
that Fuji TV now has chosen us and has begun streaming
their free to air channels, Fuji TV One and Two, on Azure
as well. This is new opportunity and new viewers for them
since they can now be seen on tablets and smartphone
throughout Japan including people as they ride the train.
Microsoft is also making it easier for media companies
with dispersed divisions to collaborate. Take the BBC
News portal for example. Its journalists, producers and
editors use SharePoint to collaborate on story ideas
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and to share content quickly and effectively, allowing
an item to transition from idea to finished product in
less than 24 hours.
While it’s easy to think of digital transformation as
simply the move from analogue to digital, the fact is
that it’s far more than this. Broadcasters are realising
that, to stay ahead of the game, they need to digitally
transform every aspect of their business – from devices
through to processes and production. They need to
rethink their entire workflow and completely reimagine
the way they create and distribute content. Those who
don’t will soon lose out.
Tony Emerson is Worldwide Managing Director for the
Media and Cable Division at Microsoft
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How do I create a
science lab in a forest?

VIEWPOINT

Taming the
information flood
ANDREAS GALL: RED BULL MEDIA HOUSE

With a huge amount of information flooding journalists every hour of the
day, a tool that can help to aggregate information and push forward the
most relevant information can deliver tremendous efficiency benefits

T

oday media houses have to deal with a
huge flood of information. Employees
expose themselves to an enormous amount
by tweeting on their computers or smartphones,
contacting friends on Facebook and following
livestreams or internet news tickers. And on top
of that, our journalists need to use a large number of different browser windows for research
purposes. As a result, they are losing a lot of time
and focus because they have to click back and
forth between different pages.
Being able to use information in real time is an
important information advantage. The true and
the false, the important and the irrelevant, often
sit uncomfortably side by side. The insignificant
conceals the significant. At the Red Bull Media
House we need to cope with information overload by selecting our information sensibly. Our
partner x.news helps us to focus on the essentials,
saving us time and increasing our efficiency.
With x.news we have real time access to information from the full range of conventional
media (such as radio, TV and print) as well as
from digital and social media. All data can be
found in a common user interface without having to change applications.
Through pre-defined keywords and sources,
all the latest information from the world of Red
Bull can be displayed, whether it is about new
productions like our film ‘The Fourth Phase’ or
news from Red Bull Racing.
In a world where speed and information advantage matter, that’s an enormous gain: every item is
displayed immediately and one can react instantly.
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But x.news is not just a tool to display news;
it is an application that can be implemented as
an aggregator for many different types of information within a company. Depending on which
role a user fulfils in the company, the sources or
the layout of the program can be changed and
optimised in a few steps. x.news can be used on
any HTML5 browser platform – in the office or
on-the-go on a mobile device.
Even cooperation between different editors
and departments can be improved with the help
of x.news. Information is the basis of every decision: only if reliable information is available in
real time can the right conclusions be drawn. The
x.news sharing function greatly improves the
editing and sharing of information. One knows
instantly if a colleague has already used a certain
source. That in turn improves and optimises the
collaboration within the team.
Andreas Gall is Chief Technology Officer
at Red Bull Media House

PROFILED: TELEFÓNICA

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

Supporting
digital transformation
Global telecommunications company Telefónica is using Yammer right
out of Office 365 in order to meet its digital transformation vision

S

ince its inception, Telefónica has worked
hard to stay ahead of the technology
curve. “We were one of the first telcos that
focused on the digitisation of the company to
provide future communications to our customers,” says Aitor Goyenechea, director of global
internal communications at Telefónica. “We are
moving from selling voice services to creating
new products around the internet of things,
communication technologies, and cities of
tomorrow. We are focused on improving consumers’ digital experiences by connecting them
to an open and safe internet.”
Telefónica is making a successful transition
to the digital economy by carrying out its own
digital transformation. The company’s new
workplace features cloud-based business productivity tools that employees use to enhance
mobility, agility, and global collaboration.
“We are active in 21 different countries, and
our workforce speaks four languages,” says
Goyenechea. “We chose Microsoft Office 365
as a key strategic tool to foster new ways of
breaking silos and working more productively
in global teams.”
To support its digital transformation,
Telefónica relies on a strong corporate social
network using Yammer, among other components of Office 365. The company believes that
by encouraging an online employee community
based on respectful, enlightened conversations
and problem solving, a concept it calls ‘intelligent altruism’, Telefónica will evolve from a
hierarchical organisation to a global community of engaged employees.
The business benefits of the transformation are
significant. With Yammer already entrenched
in the company – currently more than 95,000
employees have accounts, and there are more

than 600 active groups in the main network
with more than 35,000 messages every month
–Telefónica staffers are ‘working out loud’ to
solve problems faster and generate ideas that
support their company’s strategies.
“When our employees use Yammer to be
part of the discussion, they internalise and
adopt the strategies and work on them with
real commitment,” says Luz Rodrigo, enterprise social strategist at Telefónica. “The more
employees use Yammer to engage in meaningful conversation, the stronger our digital
culture becomes – and the more agile and
competitive we are. Yammer already feels like
a tradition that’s here to stay.”
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A virtual office that
spans the globe
Dell has transformed the mobility and efficiency of its global workforce with a unified
communications and collaboration solution that is saving it more than US$1 million

D

ell wanted to increase mobility and productivity in its dispersed workforce while
driving costs down through infrastructure consolidation and operational efficiency. By
implementing the Microsoft unified communications and collaboration (UC&C) platform
across its sites in 40 countries, Dell wanted to
further boost productivity and reduce costs by
fine-tuning its implementation of Microsoft

Exchange, SharePoint Server and Lync Server, the
three applications in the Microsoft UC&C suite.
Casey Birch, telecom engineering consultant at
Dell, says: “We set out to improve the user experience and consolidate and update the infrastructure
for improved IT efficiency. We studied how different
roles used the technology, and then devised a strategy to give everyone the tools they need to work
from any location as if they were in the same office.”
To get the insight it needed from users, Dell
conducted an extensive user survey and interview
process. JP Glick, director of Client Engineering
at Dell, says: “We interviewed more than 400
people across the organisation, asking what they
do and how they do it. Are they mobile? Do they
work remotely? Which of the tools do they use
and how? The information we gathered allows us
to associate roles with user personas, so we can
issue specific devices and software to employees
that will best meet their needs.”
After the survey, Dell began encouraging its distributed teams to use video conferencing in Lync
(now Skype for Business) more often because it’s an
easy and affordable way to improve communication
and camaraderie, which in turn boosts innovation.
To ensure employees have a seamless experience,
Birch says: “We integrated the high-definition
video-conferencing systems that are in many of our
global meeting rooms with Microsoft Lync. That
way, it’s very easy for anyone to join a conference.
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People can use Lync-enabled Windows phones or
iPhones, and when they join, it’s not just an audio
meeting. They can see the other participants as well
as any visuals, such as a slide deck.”
In January 2016, employees placed 8,000 video
calls. Commenting on the effects of the increasing
usage, Michael Powell, global video conferencing
manager at Dell, says: “Many employees say the
time they save by not travelling is worth even more
than the averted travel expenses. Seeing each other
also increases participants’ concentration on the
topic at hand, compared with the multitasking that
often takes place during audio-only conferences.”
IT staff also travel less because they can troubleshoot and resolve many issues by using desktop sharing in Lync. Finding harmony between
traditional and modern phone technologies Dell
now associates phone numbers, as well as other
UC&C services, with employees’ desktops so
workers have anytime, anywhere access to their
phone services. “Employees who use Lync can
place and receive calls using their desktop, as
long as they have an internet connection,” says
Birch. “This is really helpful for people who travel
a lot but also for employees who work remotely.”
To deliver fast and reliable voice, conferencing,
IM and chat services globally, Dell distributes its
Lync infrastructure across ten global data centres.
Five are primary sites, and the other five support
mirrored environments that take over automatically in case of an outage. “To deliver real-time
voice, conferencing and video services, we needed
to have infrastructure relatively close to employees, which is why we divided our infrastructure
into five regions,” explains Birch. To simplify
and automate Lync administration, IT staff use
tools that come with the solution. They also use
Microsoft System Center Configuration Manager
for managing and monitoring the solution.

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

Departments and project teams rely heavily
on web portals to share information and tools,
including files, dashboards and business intelligence tools. Cloyce Yarborough, IT senior manager for Global Messaging and Collaboration
Engineering at Dell, says: “We are in the process
of changing how employees use portals so that
sites aren’t just huge data repositories. Our new
governance model ensures that each site is organised in a logical manner, and that it falls under the
control of a specific department and executive.
We’ve also automated monitoring processes using
built-in SharePoint tools so we can see site traffic
and decommission unused sites.”
Taking advantage of the unified messaging capabilities in Microsoft Exchange Server, employees
now use their email inbox to access calendars and
voicemail, reducing the number of accounts they
manage. Dell has also consolidated the infrastructure supporting UC&C, which simplifies server
management and saves both time and money.
Yarborough says: “We used Microsoft Exchange
2013 along with Dell Enterprise servers, storage and switches to create a messaging service
that meets the growing demands of the Dell
business. We were able to consolidate Exchange
servers so they run in only six global data centres instead of 49 data centres by centralising our

messaging service
on next-generation Dell
PowerEdge 
servers and Dell
Storage… We also expect to save more
than US$1 million in capital and operational
expenditures over the next two years.”
Many employees today can work from any location. That’s because laptops running the updated
UC&C solution facilitate a mobile office. As a
result, Dell can give more employees the option to
telecommute, so they can achieve a better worklife balance and reduce time commuting. Debra
Slapak, a global marketing manager at Dell, says:
“Using UC&C means both employee flexibility
and faster and better collaboration, which helps us
accelerate the value we deliver to our customers.”
In January 2016 alone, the Dell implementation
of Lync supported 13 million IM sessions, more
than seven million file transfers and 17 million
peer-to-peer calls.

Microsoft’s UC&C
platform has given
Dell’s workforce
instant and secure
access to resources
and each other
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