I :
.
vii deo

WWW.V-NET. TV

MULTISCREEN
FOR EVERYONE

C— é -
= fo=emaed
5 o I8
E

]

MNSCOVER

oN ™

W e wusie

N ]

MULTISCREEN FOR SMALLER MEDIA COMPANIES | LOW-RISK DEPLOYMENT AND OPERATIONS
MAKING SYNDICATION EASIER | TV-LIKE ADVERTISING FOR OTT | FASTER LIVE-TO-VOD TURNAROUND




&N ANVATO

SIMPLIFY OTT & TVEVERYWHERE

Increase revenue. Simplify video publishing and streaming. Scale without limits.

(({ I ))) h u* = il &

Stream Live Cloud Encode Capture & Cloud Edit Report
2% I o
Syndicate Monetize Media Store

See why these top programmers power live, video on demand, and
ad insertion using our award-winning hybrid-cloud platform.

e AP UNIVISION &

HEARST M edia >3 SCRIPPS

television 1nc

www.anvato.com

Anvato, Inc. | 425 N. Whisman Road #500, Mountain View, CA 94043 USA | +1.877.826.8286

© 2015 Anvato, Inc. All rights reserved.



MULTISCREEN

Sponsored by

VIDEONET & ANVATO

ISSUE 33

FOR EVERYDN%

A T O A Y L TR | o -
i e LA SR T T

Videonet gives platform
operators, media groups and
channel owners information
and analysis that helps
them transform themselves
for the connected era. We
are focused on the push
towards any-screen TV,
virtualized operations,
data-driven advertising,
programmatic trading, more
HTTP streaming, immersive
television and more
personalized TV experiences,
highlighting trends and

best practice in an era of
unprecedented disruption
and new opportunities. We
deliver our insights through
a reqular newsletter, special
reports and webcasts.

Cover photo:

AndreyPopov

Editor
John Moulding
john@hubblemedia.co.uk

Publisher
Justin Lebbon
justin@hubblemedia.co.uk

Advertising and
Marketing

Katrina Coyne, Business
Development Director

+44 (0)20 8425 0966
katrina@hubblemedia.co.uk

Websites

www.v-net.tv
www.futuretvads.com
www.connectedtvsummit.com

INTRODUCTION

Multiscreen viewing, including OTT con-
tent delivered via connected STBs, is be-
coming a mainstream pursuit, enjoyed by
older as well as younger viewers. Neverthe-
less, it is the ‘digital-first’ consumers who
are setting the agenda for media companies

who need to deliver content in new ways,
like short-form and clips, and in new places,
like social media sites, as part of their increasingly complex distribution strategies.

This report considers how smaller media companies can harness new op-
erations paradigms, refined live-to-VOD technologies and easier ways to syndicate
content in order to be effective multiscreen TV players. It looks at how multiscreen
deployments are becoming affordable for everyone and considers how smaller con-
tent owners and platform operators can use advertising to monetise their OTT and
multiscreen efforts. I hope you enjoy it. ®

John Moulding, Editor-in-Chief, Videonet

CONTENTS: MuLTISCREEN FOR EVERVONE

* Why everyone needs to offer multiscreen services
The evidence for online video becoming mainstream is overwhelming and with online ad budgets
increasing, multiscreen launches become more important.

* The new deployment and operations paradigm
Virtualisation of video headends, enabling cloud-based pay-as-you-grow solutions that limit
upfront risks, are helping smaller media companies launch multiscreen.

e Addressing small broadcaster and platform operator needs
Smaller media companies need to extend their reach, including through short-form and social
syndication, and monetise content effectively, including with full mid-roll ad loads.

e The growing importance of live-to-VOD
Nobody wants to wait for content anymore so you must turn linear television into on-demand
assets faster, whether for online start-over or clips.

* The opportunity for syndication and how to enable it
Just look at the Google financials to understand the value of video syndication. Rights permitting,
this is also a way to draw viewers to owned destinations.

e Using advertising to monetise OTT and multiscreen
Create a user database to prepare for ad targeting with TV-like ad loads, and make ad revenues via
syndication if you lack the scale to attract advertisers directly.
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@ MULTISCREEN FOR EVERYONE

SPONSOR'S INTRO:

Multiscreen for Everyone

By Matt Smith,
Chief Evangelist,
Anvato

N ANVATO

There is no mistaking the movement. Video con-
sumption is exploding. We sit at the precipice of a
massive growth period that will continue to affect the
ways in which we produce and consume video for several
years to come.

“Traditional television” is racing to adapt and reach
new screens, while aligning the business models through
which they reach viewers. Content and providers are go-
ing direct, while service providers are looking at newer,
‘skinny’ bundles, and new content creators seek their
paths to viewers. Regardless of the type of video service
provider and the business models they are considering, it
all boils down to one concept. As Captain Quint famous-
ly said in Jaws, “We’re gonna need a bigger boat.”

In this sea of options, our boat assumes a few
forms. From a consumption point of view, there has
never been more choice. From a production and aggrega-
tion standpoint, the stakes haven’t been higher. It seems
that every month, more programmers and service pro-
viders announce intentions or general availability of an

THE COMPLEXITY AND
UNCERTAINTY THAT
ACCOMPANIED DEPLOYMENTS
JUST MONTHS AGO HAVE
DISAPPEARED IN FAVOR OF
RELIABLE, ENTERPRISE-GRADE,
COHESIVE SOLUTIONS

OTT service or product. They’re moved from a stance
of “one day we will build it” to “how fast can we deploy?”
The good news is that technology and platform offerings
have responded with new and innovative approaches to
OTT delivery, and that the complexity and uncertainty

that accompanied deployments just months ago have dis-
appeared in favor of reliable, enterprise-grade, cohesive
solutions.

Fear not, fair reader. This isn’t a nightmare scenar-
io, and bringing these experiences to bear isn’t as hard
as it seems. For the larger programmers, operators and
service providers, building these services and offerings
generally involves internal resources who engineer the
software that interfaces with the necessary components
that comprise an OTT service.

For smaller organizations though, designing,
building and deploying these services can appear quite
daunting. They struggle with identifying all the neces-
sary components -- from signal acquisition and encoding
to media preparation through to application design and
development, and finally CDN delivery to the end user.
Often times, these tasks are placed on the lap of someone
whose job also entails general IT work inside the organi-
zation. For them, these challenges can seem insurmount-
able and envisioning a true OTT offering for customers
who clamor for them seems like a real world Mission Im-
possible.

The good news is that today’s marketplace is one in
which true signal-to-screen video supply chain solutions
really exist. No smoke and mirrors, no slide ware without
an available and shipping product. The task of concat-
enating disparate and disconnected components to form
a solution is no longer the challenge. Today’s hurdles are
driven by how much an organization wants to own the
process versus potentially outsourcing operation of these
video supply chains. In this report, you will arm yourself
with concepts and ideas to help drive decisions around
how to successfully build a go-to-market strategy to navi-
gate today’s exponentially growing video space. o

Matt Smith is chief evangelist for Anvato. For more informa-
tion about Anvato’s OTT platform, visit www.anvato.com.
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MULTISCREEN ® WHY EVERYONE
FOR EVERYONE  neeostoorrer

MULTISCREEN

How mid-sized and smaller media companies can SER\”CES
deliver compelling multiscreen services that meet
the needs of the ‘digital-first’ youth demographic
and the wider OTT viewing public. BARRY FLYNN
explores the new operations paradigms that are re-
ducing barriers-to-entry, the user experiences that
must be delivered, how to exploit syndication and
the best ways to monetise content with advertising.

“TV as a platform is changing out of
all recognition. TV used to be one
device and one source. Now, the
average household has six different
devices to access video content and
from at least five different sources.
Increasingly, our viewers expect to be
able to view what they want to watch
when they want to watch it

These are the words of James
Currell, Chief Operating Officer of

Viacom International, speaking at the
recent Connected TV World Summit
in London. But they could have been
uttered by any other senior executive
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-.:u..,t of any other large player in the video
content business, wherever located in
the TV value-chain.

The evidence for online video
becoming more mainstream by the

m A day is overwhelming. According to
M vIDED wysic \
X research consultancy Ampere Analy-

e

sis, a staggering 37% of US homes
now claim that online video is their
main way of watching TV and mov-
ies — and nearly one-third of homes
in the UK, Italy and Spain say the
same, clearly showing that online
video delivery is already a significant
contributor to the in-home enter-
tainment mix (see Figure 1).

These ‘digital-first’ video con-
sumers are pushing up the total

amount of daily ‘non-linear’ viewing.
Although there are differences in how
such ‘non-linear’ viewing takes place
and for how long, Ampere Analysis’
data shows that a growing amount Mp

photo: AndreyPopov

MTV Play from Viacom a
ISSUE 33 | WWW.V-NET.TV
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FIGURE 1- PERCENTAGE OF
HOMES FOR WHICH ONLINE
VIDEQ IS MAIN WAY TO
WATCH TV AND FILM

Source: Ampere Analysis
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p» of time in all countries is now spent

away from the living-room TV dis-
play and the broadcast schedule: in
both the US and UK this now ex-
ceeds an hour each day (see Figure 2).

‘Digital-first’ skew
young, and show an increasing pref-
erence for using social media and
watching short-form video clips. In
May, regulator Ofcom published
findings showing that 93% of UK
16-24 year-olds have a social me-
dia profile, compared with just 54%
in 2007. In the same report, Ofcom
found that 65% of 16-24-year-olds
now watch short video clips at least
once a week online, compared with
43% in 2007".

Not surprising, then, that in
his conference comments, Currell

viewers

Germany

‘DIGITAL-FIRST’ VIEWERS SKEW
YOUNG, AND SHOW AN INCREASING
PREFERENCE FOR USING SOCIAL
MEDIA AND WATCHING SHORT-FORM

Italy Spain

revealed that Viacom was increasing
its investment in short-form con-
tent, and explained how the media
firm was using it to seed social media
sites in the hope of bringing younger
viewers back to its traditional linear
properties.

Other broadcasters targeting
a younger demographic are taking
similar measures. UK broadcaster
Channel 4’s new unified online por-
tal, All 4, now has a dedicated ‘shorts’
area on the home page, where it also
carries video clips about forthcom-
ing programmes — all designed to
drive viewers back to linear broad-
cast properties such as its hour-long
scheduled evening news programme
Channel 4 News.

The over-arching threat is that

VIDEO CLIPS

this group — if not other, older demo-
graphics — might eventually abandon
broadcast TV altogether. Ampere
Analysis found that nearly half of US
homes across three age groups (18-
24, 25-34 and 35-44) believe their
household may not need broad-
cast TV within five years. In Europe
nearly 30% of homes across the same
three age groups think the same (see
Figure 3).

Guy Bisson, Research Direc-
tor at Ampere Analysis, notes that
one of the key issues is that while TV
advertising is back in a growth phase,
online is growing much quicker. “So
you do need at least to have your fin-
ger in that pie and at least try to be
targeting that audience. The younger
audience in particular is very, very pp

VIDEONET | ISSUE 33 | WWW.V-NET.TV
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® VoD from pay TV provider

P> difficult to reach by conventional

means. In order to reach them, you
really need to be doing something
that is not focussed on the tradition-
al linear broadcast.”

Thomas Bremond, European
Managing Director of the Comcast-
owned video ad tech firm Freewheel,
concisely sums up the challenge: “If
you’re in the broadcast business or
if youre in the operator business,
you're effectively getting a bit less
money and youre being challenged
on your own turf.”

Such developments are cur-
rently spurring a revolution in at-
titudes
broadcasters, and operators of all
sizes towards OTT.

A recent global survey from
research consultancy MTM London
found that industry investment in
premium OTT video services is ex-
pected to grow at an average rate of
70% over the next three years.

According to Stephen Adshead,

amongst content owners,

00:28 00:43
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00:57

¥ Online video

FIGURE 2 - DAILY
NON-LINEAR VIEWING TIME
BY TYPE

Source: Ampere Analysis
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® Catch-up

IS INCREASING ITS

INVESTMENT IN SHORT-FORM
CONTENT AND USING IT TO SEED
SOCIAL MEDIA SITES TO BRING
YOUNGER VIEWERS BACK TO LINEAR

Associate Director at MTM, “At the
moment, with the growth in pen-
etration of existing services like Net-
flix, the fact that the infrastructure
is pretty much in place across most
major developed markets, plus the
fact that many operators are look-
ing at the market and worrying that
audiences for linear — especially
amongst young people — are declin-
ing, [they’re] thinking now is the
time to start looking very closely
and very carefully about how to ap-
proach this area. I think most major

multichannel broadcasters and ma-
jor Pay TV platforms are — if not
launching services — in the planning
phase for those.”

Steve Christian, SVP Market-
ing at security and revenue-protec-
tion firm Verimatrix, agrees. “As a Pay
TV operator you can’t afford to be
without a service that reaches these
consumer electronics platforms, and
your service needs to at least consid-
er what you do about access to your
content bouquet in the home.”

VIDEONET | ISSUE 33 | WWW.V-NET.TV
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» @ THE NEW
DEPLOYMENT
AND OPERATIONS
PARADIGM

Launching an online, multiscreen
video presence is all very well for
major global broadcast content net-
works like Viacom, or Pay TV opera-
tors with major content assets like
Sky in the UK or Canal+ in France. It
can be assumed they have deep pock-
ets, large audiences and installed
subscriber bases, combined with
substantial in-house engineering
expertise — and therefore the means
with which to launch their own
range of new OTT services. But what
about the smaller players?

Merrick ~ Kingston,  Princi-
pal Analyst, Media and Connected
Home, at THS, points out that “the
opportunity and the challenges, be
they technical or business-related,
differ based upon whether you're a
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A SMALL BROADCAST CHANNEL
IS LIKELY TO HAVE MORE OF THE
RIGHTS NEEDED FOR A MULTISCREEN
OFFERING THAN A SMALL CABLE

OPERATOR

channel or an operator. The funda-
mental difference has to do with — on
the one hand who actually owns the
content — and on the other who ef-
fectively provides access to an audi-
ence.”

Even a small broadcast chan-
nel is likely to have more of the rights
it needs in order to establish an on-
line multiscreen offering than a small
cable operator — which will often not
own any of the channels it delivers
and will typically be restricted to
quite narrow carriage agreements.

Assuming such rights issues
can be resolved, small operators face
an additional hurdle when it comes
to their installed base of set-top
boxes. These may need to be upgrad-
ed or replaced to allow subscriber

25-34 35-44

B EuroBig5 MUSA

participation in a multiscreen expe-
rience.

Martijn van Horssen, CEO
and Co-Founder of TV app devel-
opment specialists 24i, points out
that in order to compete against big-
ger players’ multiscreen offerings, a
smaller player will need to make sim-
ilar investments in, for instance, the
creation of a unified UI across STBs
and second screens, but be unable to
benefit from similar economies of
scale.

Another issue, common to
both broadcasters and operators, is
huge device fragmentation, says Van
Horssen. “Every device on the market
is different,” he points out, yet “you
need to be on every device in order

to make sure you can provide every pp

FIGURE 3 - THOSE BELIEVING
THEY WILL NO LONGER NEED
BROADCAST TV

Source: Ampere Analysis

45-54 55-64
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Steve Christian, Verimatrix a

»» customer with his needs.”

These devices are upgraded or
replaced on a much shorter life-cycle
than set-top boxes, “which makes it
really hard to make sure your app
will still work with every update. So
the maintenance costs are challeng-
ing for them.”

Meanwhile, the risks involved
in venturing into a new marketplace
like OTT are substantial. Michael
Lantz, CEO of Accedo, who special-
ises in helping companies deliver TV
applications across multiple plat-
forms and devices, notes that most of
them “would like to launch a service,
evaluate a year later, and then maybe
close it down if it doesn’t work so
well.”

accedoy®

But that is difficult when the
up-front investment — for instance
in a unified headend able to deliver
OTT ABR (adaptive bit rate) streams
to multiple devices alongside con-
ventional linear broadcast offerings
— is so high. Media companies gen-
erally don’t have large CapEx budg-
ets, Lantz suggests, yet there are “big
costs” involved on the video work-
flow side, not just with encoders and
processing, but with storage, CDN
distribution and DRM as well.

Freewheel’s Bremond notes
that monetisation in an OTT envi-
ronment is also much more difficult
to manage for such new entrants. “In
the past, your prime-time eight or
nine o’clock show on a large broad-
cast network was relatively easy to
monetise — most of your viewing
came from linear,” he argues. “Now
this is disaggregated: it’s coming from
multiple audiences. You've got signif-
icant viewing that happens after the
fact. It brings the challenge of how
you value this cross-screen inven-
tory, both from a tracking-the-user

standpoint but also finding the right
currency to sell this on. This isn’t just
GRPs [Gross Ratings Points] any-
more. From an operational stand-
point, it means that addressing all
these different platforms creates a
vast amount of different work-flows.
Unless you've got the right set of
teams and the right set of tools, it be-
comes increasingly complex.

Fortunately, the OTT sector is
beginning to benefit from new de-
ployment and operations paradigms
that can considerably lower these
entry barriers.

The sophisticated video-pro-
cessing platforms required to sup-
port the delivery of linear MPEG
broadcast streams alongside trans-
coded IP versions are becoming
cheaper and more flexible, as they
move away from a reliance on dedi-
cated video-processing chips built
into proprietary hardware towards
software-based encoding running on
generic, off-the-shelf machines — a
process known as ‘virtualisation’.

This in turn facilitates the pp

“IN THE PAST, PRIME-TIME
BROADCAST WAS RELATIVELY
EASY TO MONETISE. NOW LINEAR
AUDIENCES ARE DISAGGREGATED”

Accedo helps companies deliver TV applications across multiple platforms a

VIDEONET | ISSUE 33 | WWW.V-NET.TV
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»» use of cloud-based video-processing
and storage, both of which can be
purchased on an ‘as-needs’ basis, al-
lowing operations to scale capac-
ity up and down flexibly in order to
meet rapidly varying workflow de-
mands.

The  ‘elasticity’  provided
through the use of cloud-based facil-
ities empowers a ‘pay-as-you-go’ par-
adigm that is ideal for new entrants
to the OTT environment. For exam-
ple, as the number of video streams
provided ramps up from launch,
cloud-based video resources can
simply supplement on-premises en-
coding without the need for ‘chunky’
investments in new hardware. The
same applies to requirements for ex-
tra storage.

Michelle Abraham, Senior Re-
search Analyst at SNL Kagan, says
vendors are already coming to mar-

Michelle Abraham, SNL Kagan a

headaches for smaller players, which
is the need to negotiate with separate
vendors for each different piece of
the puzzle.

Taken together, these devel-

THE ELASTICITY PROVIDED WITH
CLOUD-BASED FACILITIES EMPOWERS
A ‘PAY-AS-YOU-GO’ PARADIGM THAT IS
IDEAL FOR NEW ENTRANTS TO OTT

ket with OTT publishing products
which leverage these developments,
“putting together things from the
ingest at the beginning, all the way
through to helping them monetise
and getting it played back [on mul-
tiscreen devices at the end]. This
means you can have a one-stop-shop
to get up and running.”

Because these processes are
now being run in the cloud, she ex-
plains, “there’s not much you need
to do in the way of CapEx — it is all
out of your OpEx.” This makes it
easier for companies to “just try out”
new OTT business models, she says.

Such end-to-end
also address one of the recurring

solutions

opments make it possible to sell the
technical infrastructure required to
get an established linear broadcaster
or operator up-and-running with
a sophisticated online multiscreen
offering as a Software-as-a-Service

N ANVATO

(SaaS) model. And — just like a con-
ventional SaaS model — it comes with
a maintenance package providing au-
tomatic updates for the multiplicity
of applications involved in running a
complex multiscreen eco-system.

Such models should ideally
use a hybrid cloud model, advises
Verimatrix’s Christian. “I believe
that a kind of mix of on-premises
and cloud resource is a theme today.
I don’t think it’s necessarily hugely
widely deployed out there, but it cer-
tainly provides the best overall solu-
tion for an operator.”

Matt Smith, Chief Evangelist
for Anvato, which provides a turn-
key end-to-end multiscreen solution
for automating live video capture,
editing, publishing and syndication,
cites two scenarios where a hybrid
approach is helpful. In the first case,
a broadcaster with limited on-prem-
ises equipment covering a live event
in the field can push one of its con-
tribution streams onto a cloud-based
publishing platform and use it to
replicate and create the lower ren-
dition streams required to fulfil the
full-spread adaptive bitrate offering
that most live events require.

In the second scenario, the Pp

Anvato provides an end-to-end
multiscreen solution A

VIDEONET | ISSUE 33 | WWW.V-NET.TV
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EVEN LOCAL BROADCASTERS WILL
NEED TO MEET THE EXPECTATIONS
OF ‘DIGITAL FIRST” AS WELL AS
‘TRADITIONAL’ VIEWERS

P> broadcaster is asked by its business
development team to create a full
spread of streaming renditions for
100 episodes of a show like Doctor
Who. However, they want the epi-
sodes to be ready to go in 24 hours.
“Using a hybrid/cloud approach, I can
leverage both on-premise hardware
and elastic compute capacity in the
cloud [for transcoding],” he explains.
Intelligent algorithm workflow logic
can be harnessed to ensure that “I
will use the hardware when I can
(when it is most cost-effective to do
so) and also use the cloud compute
resources to round out my needs in
the case that the on-prem hardware
won’t be enough to meet the time
deadline”

@ ADDRESSING
SMALL
BROADCASTER
AND PLATFORM
OPERATOR NEEDS

Even local broadcasters will need to

meet the expectations of ‘digital first’

as well as ‘traditional’ viewers. Bay
TV Liverpool was awarded a local
TV licence by UK regulator Ofcom
in 2013 to broadcast a linear channel
on the UK DTT platform Freeview in
the Liverpool area. The station began
broadcasting at the end of last year.
The company had existed as a
video-based web portal serving the

N ANVATO

Stephen Adshead, MTM a

local area since November 2011. In-
deed, its track record in successfully
delivering online video news is seen
as a significant factor in it winning
the Ofcom licence in 2013, against
fierce competition.

CEO Chris Johnson says, “We
don’t lose sight of the fact that online
is important and is going to become
more important for TV companies, |

just don’t quite know what the speed »»

Martin Gee of Channel 4 at Connected TV Summit 2015 A

VIDEONET | ISSUE 33 | WWW.V-NET.TV
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ANVATO -
EXPLOITING NEW
OTT DELIVERY
PARADIGMS

An example of a technology so-
lution that exploits these new
delivery paradigms is Anvato's
Integrated TV Everywhere offer-
ing, which provides a video soft-
ware platform to broadcasters
and service-providers who seek
to exploit the booming OTT sec-
tor through the delivery of live
and on-demand video streams
via multiple platforms and le-
verage the new monetisation
opportunities this provides.

Anvato’s solution encom-
passes live and on-demand vid-
eo management, analytics, syn-
dication and tracking features
alongside player development
kits for iOS, Android and desk-
top devices. It can also support
broadcasters wanting to replace
TV ads with user-targeted dy-
namic ads.

Anvato's platform is virtu-
alised, running on off-the-shelf
hardware and exploiting cloud-
based resources as required,
and can be made available on a
SaaS basis. Anvato’s current cus-
tomer list includes NBCUniversal,
Fox Sports, Univision, Scripps
Networks Interactive, Gray TV,
Hearst Television and Graham
Media.

»> of change is.”

Johnson has ambitions to re-
develop the channel’s Internet portal
in a number of ways, and that work
has already begun. The catch-up TV
facility has recently been revamped,

A ‘PAY-AS-YOU-GO’ MODEL MEANS
BROADCASTERS CAN TRY OUT
NEW OTT FEATURES AT LOW RISK,
WITHOUT HAVING TO INVEST UP-
FRONT IN EXPENSIVE HARDWARE

and is now “fairly efficient” (previ-
ously, it had been able to handle short
3-5 minute news clips — but upload-
ing half-hour items was clunky and
the storage requirements challeng-
ing).

“What we want to do now is
to grow the website and improve its
monetisation,” says Johnson. “The
real page-turner for me would be a
local TV app,” he adds.

Other items on his wish-list
are: delivering an OTT stream of
the live DTT broadcast (this is being
considered — and the portal is able to
support it); a system for automati-
cally generating short clips from the
live feed and populating social media
groups with them (there is already
a presence on YouTube, Facebook
and Twitter, but currently clips are
chosen and loaded manually); and
monetisation of online syndication
(ad revenues from YouTube are to be
enabled shortly).

Other
around the world face similar chal-
lenges, keen to exploit opportunities
for online and social syndication but
nervous about the up-front invest-

small broadcasters

ment involved given their limited
resources.

This is one of the markets An-
vato is targeting with its turnkey TV
Everywhere solution, Anvato Watch,
according to Matt Smith. This plat-
form is available on a ‘pay-as-you-go’
model, which means broadcasters
can use it to try out new OTT fea-
tures at low risk, without having to
invest up-front in expensive hard-
ware, and can be up-and-running in

a matter of weeks.

Anvato Watch can generate
a live IP stream from the existing
broadcast signal for online syndica-
tion purposes (e.g. on Netflix, Hulu
or YouTube), and create short clips to
populate broadcasters’ social media
properties, such as their Facebook
Page or Twitter feed.

It can also replace the local
linear TV ads on the broadcast feed
with personalised ones appropriate
to the user’s location on the OTT
stream, and provide an SDK and vid-
eo player to support the creation of
a TV app for playback of content on
desktop and mobile devices.

One advantage for smaller
players is that the system can deliver pp

Chris Johnson, Bay TV a
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p» toall ‘second screens’ regardless of OS,
using HTTP Live Streaming (HLS).
This can substantially reduce CDN
delivery and storage costs.

Smaller cable operators face
many of the same challenges as
broadcasters, but they also face ad-
ditional hurdles. Thus they have an
installed base of set-top boxes to
upgrade or replace if they want to
make them OTT-capable, and then
maintain. Also, addressing multiple
screens will usually require them
to observe strict content protection
rules imposed by the third-party
channels they carry.

They may also exist in a com-
plexadvertising environment—where
some of the channel breaks carry
national advertising, some of them
(such as a regional channel) carry re-
gional ads, and some allow local ads
to be overlaid.? This may become an
even more complex environment if
dynamic ad insertion (DAI) is added
to the OTT multiscreen mix.

Finally, as service providers,
and unlike broadcasters, smaller ca-
ble operators are the first port of call
for customer complaints if their OTT
multiscreen experience is found
wanting.

Christian
phasises that “the requirements you
have for protecting the linear stream
for video distribution apply just as

Verimatrix’s em-

Matt Smith, Anvato a

knows unambiguously that what
they get on the big screen is similar
to what they get on the consumer
electronics tablets and phones.” This,
argues Christian, makes the OTT
multiscreen environment “very com-

SERVICE PROVIDERS ARE THE FIRST PORT
OF CALL FOR CUSTOMER COMPLAINTS IF
THEIR OTT MULTISCREEN EXPERIENCE IS

FOUND WANTING

much to protecting the linear stream
and catch-up services on the CE plat-
forms. We would argue that the best
consumer experience is integrated
rights management across those dif-
ferent formats so that the consumer

fortable and very intuitive for a con-
sumer. If you break that kind of rule
then consumers get confused about
what the service really offers.”

Smith says Anvato Watch will
manage the multiplicity of ongoing

N ANVATO

software upgrades for multiscreen
devices implied by such an approach,
and also address the need to protect
OTT multiscreen delivery through
the application of 128-bit AES en-
cryption to all the content and mani-
fests it processes. Thanks to an open
architecture and the use of APIs, the
company can integrate with a recog-
nized DRM solution such as Flash
Access, PlayReady, Widevine or Veri-
matrix whenever needed.

This inherently open approach
is arguably a must-have for any end-
to-end solution targeted at smaller
operators, since it allows easy linkage
with other services, such as an ad-de-
cision platform like Freewheel’s — al-
lowing them to out-source the com-
plications of dealing in a compliant
fashion with the widely varying sets p»
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AS WEBSITE AUDIENCES BEGAN TO
CONSUME MORE LONG-FORM LIVE
CONTENT, HEARST TELEVISION WAS
KEEN TO INSERT MID-ROLL AS WELL AS

PRE-ROLL ADS

of rights that may exist when seeking
to monetise third-party channelsin a
multiscreen environment.

Smith highlights the need to
minimise call-centre loads for the
operator market. He says an open
architecture means you can integrate
an end-to-end monitoring system
able to collect data from different
points in the system, including the
individual players streaming OTT
content on second screens. Access to
this type of data can help minimise
call-centre time and, with it, any nec-
essary extra call-centre investment
required for the multiscreen migra-
tion.

Hearst Television provides
a good example of a regional

broadcaster that first adapted to
changing consumer behaviours and
then had to focus more on how to
monetise the new online and mul-
tiscreen viewing paradigms. The
broadcaster has 25 news-producing
stations across different US markets
and by 2013 it needed a technology
solution to address the fact that an
increasing number of viewers were
watching its live news on their con-
nected devices.

Historically, video-clips on its
website ran with just a single pre-roll
ad because of their short length. But
as audiences began to consume more
long-form live content, Hearst was

keen to insert mid-roll ads as well in
order to exploit this development.

Mike Rosellini, VP of Digital
Operations at Hearst Television, has
explained: “Our goal was to find a
way to dynamically replace ads with-
in news broadcasts, service more ad
spots — including local or national —
thus better monetise the product on
mobile, desktop and any connected
platform.”

Rosellini also wanted to
broadcast and schedule multiple live
streams in HD; integrate any new
system with Hearst’s existing broad-
cast automation set-up; and target
ads to each user. He was naturally
keen to minimise the capital outlay
involved in addressing these various
requirements.

Hearst introduced the Anvato
Media Content Platform (MCP),
which, like Anvato Watch, is de-
signed as an easy-to-use, integrated,
cloud-managed solution riding on
top of existing broadcasting as-
sets, which can also be delivered us-
ing a Software-as-a-Service (SaaS)
model. Rosellini says the broadcaster
was drawn to the way solutions are Py

Trevor Green of Bay TV (left) interviews the Mayor of Liverpool, Joe Anderson. Director of Programmes Chris Kerr is standing a
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Michael Lantz, Accedo a

CANAL+ HAS ENSURED THE TIME TAKEN
TO SWITCH FROM A DVB BROADCAST TO
THE FIRST FRAME OF THE [IP] ‘RE-START’
VERSION IS 2-3 SECONDS

P» managed via a single, web-based in-
terface that runs in the cloud.

MCP addresses the needs of
players like Hearst who have larger,
more complex systems to migrate.
It encompasses insertion of unique,
user-targeted ads, support for broad-
cast-style advertising pods that in-
clude a mix of national and local
spots, and playback of adaptive bit-
rate streams up to and including HD
quality on all devices.

One of the modules within the
MCP package is a video-clipping and
syndication module that can create
video clips on-the-fly, allowing them
to be distributed to broadcasters’
web portals and syndicated on social
media.

@ THE GROWING
IMPORTANCE OF
LIVE-TO-VOD

One of the reasons consumers, par-
ticular younger ones, consume so
much content online is because they
can’t find the content they want on
broadcast schedules at the time they
want to watch it.

This impatience is now mani-
festing itself with respect to the OTT
environment itself. Indeed, viewers
were already complaining to the BBC
two years ago about the speed with
which episodes of series they had
missed were becoming available on
catch-up TV.

N ANVATO

Marina Kalkanis, the Head of
Core Services at the BBC, wrote in
her blog that “Because BBC iPlayer
has been a huge success, loads of peo-
ple rely on BBC iPlayer to catch-up
on their favourite programmes. We
get complaints when programmes
take too long to become available.”

Live programmes were par-
ticularly challenging for the Corpo-
ration, she wrote, because it had to
carry out all the online processing
after the broadcast had completed.
“This is even more challenging when
many live programmes all broadcast
at the same time,” she observed.

Kalkanis went on to explain
how the BBC had addressed viewers’
needs by using a new ‘elastic’ cloud
processing facility to overcome the
‘spike’ and deliver catch-up versions
much closer to broadcast time — but
this particular ‘live-to-VOD’ issue is
already passé. Today, the viewer who
has just missed the beginning of a
scheduled linear TV programme is
no longer prepared to wait for the
‘catch-up’ version to become avail-
able in a few hours, but wants to view
it from the beginning, right now.
Thus the BBC is about to extend its
‘Live Restart’ facility beyond desktop
computers to connected TVs.

US satellite giant DirecTV
now offers a ‘re-start’ feature on its
Internet-connected set-top boxes, as
does Canal+’s new hybrid pay-DTT
box in France, both aiming to ad-
dress the needs of increasingly impa-
tient viewers.
the
viewer realizes they've forgotten
to set their PVR to record, but also
wants to view the programme right

In a similar scenario,

away. Fortunately, the operator has
recorded (or is recording) a copy of
it in the cloud, and the viewer is able
to access it and stream it within sec-
onds. This is known as ‘network PVR’
(nPVR), with companies like Swiss pp
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NEWS PROGRAMMING LENDS ITSELF
PARTICULARLY WELL TO INDIVIDUAL
ITEMS WITHIN A NEWS BULLETIN BEING
SPLIT UP INTO SHORT SEGMENTS,
SEEDED INTO SOCIAL MEDIA

»» telco Swisscom offering it as yet an-
other on-demand feature.

However, it is not always
straightforward to implement such
‘live-to-VOD’  features.
Verimatrix’s Steve Christian notes
that regulators have until recently
frowned on nPVR, because the most
economical way to deliver such func-
tionality is for the operator to simply
create one single central copy of eve-

innovative

ry programme (or at least the most
popular ones) in the cloud. “The as-
sertion was for a long time that view-
ers needed [their own] private copy
for everything they had recorded.
Now I believe it is being interpreted a
bit more liberally,” he suggests.

This model is highly efficient
in that the same IP asset a service
provider generates off the back of
the traditional MPEG broadcast with

an ABR encoder can be used to cre-
ate a stored asset in the cloud for later
retrieval.

The speed with which this can
be accomplished is becoming a criti-
cal factor in live-to-VOD deployment
models. One of the major technical
challenges Canal+ faced in delivering
its start-over feature was to reduce
the time it took to switch from the

‘interrupted” DVB broadcast to the

first frame of the ‘re-started’ IP ver-
sion from 18-20 seconds down to
two or three seconds.

But why did Canal+ feel com-
pelled to do this? This year, a series
of reports from video optimisation
company Conviva offered some
insight: viewers were becoming in-

creasingly impatient with slow start-
times and re-buffering and will leave
to look for alternative content (often

TV 4 has a ‘digital-first’ strategy that includes more short-form a
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Merrick Kingston, IHS A

from alternative providers) within
just a few minutes if the experience
persists or is repeated.

In its latest report in July,
Conviva investigated binge-viewing
habits and found that “unavailable
episodes — defined as either impossi-
ble to find or delivered within a sub-
par playback experience — prompted
nearly half of all OTT binge-watch-
ers to give up on a series, with half
of them neutral-to-unlikely to ever
return.”

While meeting
increasingly high QoE standards is

consumers’

challenging in an OTT environment,
a ‘live-to-VOD’ strategy can use-
fully address ‘digital-first’ consumers’
thirst for short-form content.

Chris Johnson at Bay TV Liv-
erpool acknowledges that short clips
“is what young people want,” and
bemoans the fact that his web por-
tal, currently being upgraded, relies
for the time being on these having
to be loaded manually
onto his servers. Thus he
sees value in a system that
could spool clips off his »
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»» broadcast channel on-the-fly.

News programming lends it-
self particularly well to individual
items in a news bulletin being split
up into short segments, he points out,
and the benefit for Bay TV is that he
can seed these on Bay TV’s YouTube,
Facebook and Twitter pages and

“send people back to our own stuft.”

The ultimate service for impa-
tient viewers would of course be one
where they could watch their favour-
ite programme before it is broadcast.
241’s van Horssen reveals that his
company has created “catch-forward”
services for some of its broadcaster
clients through which viewers can

watch tomorrow’s or next week’s epi-
sode ahead of time. “If you have a re-
ally compelling cliff-hanger, you can
redirect the customer to your VOD
portal and let them buy next week’s
episode for £1,” he suggests.

As one senior executive with
responsibility for advertising and
data at a Tier 1 cable company ex-
plains, what the industry means by
‘live-to-VOD’ is already changing:
“It’s not a matter of adapting VOD
to a live broadcast schedule, it’s the
other way around — the people who
own the source content may in fact
put that content out on VOD first.”

ITV HAS A NUMBER OF SEPARATE
YOUTUBE ‘CHANNELS’ DESIGNED TO
LINK THE VIEWER BACK TO ITS OTT
CATCH-UP PLATFORM, ITV PLAYER

Experbmantal ’
That Waihs Medt Uslliily Stustman p.
Wit aachukivn vides ¥ -

On Demand

Recommended by 4

Channel 4’s All 4 online service harnesses registration data to personalise the UEX a

4[: p) '“;- "Ir

N ANVATO

@ THE OPPORTUNITY
FOR SYNDICATION
AND HOW TO
ENABLE IT

That there is an increasing trend for
owners of long-form video content
to monetise OTT using syndication
is indisputable: one only has to look
as far as Google’s latest set of finan-
cial results.

In its July earnings call, Goog-
le’s Senior Vice President and Chief
Business Officer, Omid Kordestani,
pointed out that mobile users arriv-
ing on its YouTube platform “who
start at the YouTube homepage simi-
lar to the way they might turn on
their TV” now spend more than 40
minutes per session, up more than
50% year-on-year.

One reason is simply that
more long-form content is being
syndicated on YouTube. That in turn
is because what formerly constituted
a risk to broadcasters and operators
— that pirated versions of their pre-
mium content might turn up on the
Google-owned platform — has now
been defused by Google’s Content
ID initiative, which allows them to
‘claim’ their copyright material and
monetize it.

Kordestani says that Content b

A &
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SYNDICATION WHERE VIEWING OCCURS
OUTSIDE A PUBLISHER’S OWN AND
OPERATED PROPERTIES ACCOUNTED
FOR 11.5% OF PROGRAMMER VIDEO AD

VIEWS IN Q1

» ID is now used by more than 8,000

partners, who have between them
already ‘claimed’ over 400 million
videos.

An added attraction is the
‘digital-first’ nature of YouTube’s au-
dience, which reaches more 18-to-49
year olds in the USA than any US ca-
ble network, according to Kordestani.
He went on to point out that the
number of channels earning six fig-
ures per year on YouTube is up 50%
year-over-year.

How easy is it for smaller play-
ers to exploit online syndication in
this way?

Ampere’s Bisson points out
that “one of the main hindrances for
a smaller broadcaster is the rights
situation around what they can do
with their content — because they’re

On Demand

All 4 Recommends

probably less likely to have own-pro-
duced or own-commissioned con-
tent. [This] very much limits what
you can do in the online space.”

But assuming that barrier is
not there, “then there are obviously
ways to get your content onto online
platforms and reselling it to people
who do have a channel or an OTT
platform,” he says. Syndication is the
most obvious one: “If you look at
[commercial UK broadcaster] ITV,
outside of what they are doing in the
UK, much of what they are doing is
selling content into other platforms
and monetising the advertising
around that”

Thus ITV has a number of
separate YouTube ‘channels, which
feature short clips promoting new
shows as well as items of longer-form

e
H=WS . W AT e,

All 4 from Channel 4 a
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Guy Bisson, Ampere Analysis a

content. These are designed to link
the viewer back to its OTT catch-up
platform, ITV Player.

One of the advantages for
smaller players, comments Bisson,
is that such a set-up is “a completely
different environment to the tradi-
tional channel set-up costs where
obviously the upfront costs are im-
mense.”

For instance, YouTube offers
a low-entry-cost video ad moneti-
sation format called TrueView, with
ads that can be bought programmat-
ically through Google’s DoubleClick
Bid Manager. This is not that much
more difficult to administer than
Google AdWords.

According to the Tier 1 cable
executive, “for a smaller broadcaster
to set up streaming on its own web-
site is not difficult to do now, and
syndicating that content onto You-
Tube is also not difficult to do now.
Four years ago, five years ago, it was
harder. But now, it’s dead easy.”

Freewheel’s video monetisa-
tion report for Q1 2015 shows that
this kind of syndication, where
viewing occurs outside of a pub-
lisher’s own and operated properties,pp
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from smartphones to other connected screens A

MTV DIGITAL TEAMS

CREATE

HUNDREDS OF SHORT-FORM STORIES
EVERY 24 HOURS TO CAPTURE GLOBAL
POP CULTURE CONVERSATIONS

»» accounted for 11.5% of programmer

video ad views in QI, compared to
8% a year ago. Operators’ apps are
now seen as the optimal way to de-
liver such views, having increased by
147% year-on-year.

‘Social syndication’ is a similar
process, but one where short clips are
delivered to social media sites, either
the channel or operator’s own pag-
es, or by using targeted ‘tags’ to get
picked up by users’ news-feeds.

Research from Facebook at
the beginning of this year showed
that since June 2014, the social web
site has averaged more than a bil-
lion video views per day. “On average,
more than 50% of people who come
back to Facebook every day in the
US watch at least one video daily and
76% of people in the US who use Fa-
cebook say they tend to discover the
videos they watch on Facebook,” it
reported in a January blog.

More recently, in July, Fa-
cebook acted to make the process
even easier for content-owners by
allowing those that own Facebook
Pages (i.e. public profiles created to

Alper Turgut, Anvato a
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promote themselves) to customise
the distribution options for their vid-
eos on Facebook, and offered them a
new Video Library facility to central-
ise and simplify video management.

Twitter — which boasts 316m
monthly users and 500m tweets
sent per day — has also recently tak-
en steps to enhance its attractions
as a video syndication platform. In
June, it announced that native vid-
eos, Vines and animated GIFs would
now begin to play back automati-
cally as soon as the tweet containing
them was opened. Earlier, it had also
announced it would make its ad in-
ventory available through Google’s
DoubleClick Bid Manager platform,
thereby reducing the entry-cost for
smaller players.

As mentioned earlier, Viacom
is one company that is exploiting the
attractions of social media syndica-
tion by increasing its investment in
short-form content. At the Con-
nected TV World Summit, Viacom’s
Currell explained that the company’s
MTV music channels now follow an
‘always on’ strategy by which MTV
digital teams create hundreds of
short-form stories every 24 hours to
capture global pop culture conversa-
tions.

Each story is published in
multiple forms, such as news posts,
micro-blogs, short-form animations,
gifs, etc. and seeded through third-
party social media platforms such as
MTV’s international YouTube chan-
nel, or its content feed on Snapchat
Discover. These assets link back to
MTV’s own apps and websites.

The benefits are clear, claimed
Currell.
strategy is driving massive levels

“Our short-form content

of engagement via third-party so-
cial media platforms as well as our
own digital properties. It’s helping
us derive huge marketing value on
these platforms as well as growing pp
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P> advertising, subscription, and trans-
actional revenue from digital.”
Speaking at the same event,
Carola Lundell, Head of Business De-
velopment at TV4 Group, said that
short-form viewing of TV4 Group
content had increased dramatically
over the last year. She admitted that
one of the objectives of its ‘digital-
first’ initiative was to tempt short-
form viewers into watching long-

distributes stories from its inter-
national news channels via Twitter,
embedding a short clip in the tweet,
which itself contains a link to the full
item back on its website.

Anvato’s CEO Alper Turgut
notes that one of the advantages of
working with his company is that “if
youre utilizing our infrastructure,
your editors can cut clips and send
them to social media in real-time.

“OUR SHORT-FORM CONTENT STRATEGY
IS DRIVING MASSIVE LEVELS OF
ENGAGEMENT VIA SOCIAL MEDIA
PLATFORMS AND OUR OWN DIGITAL

PROPERTIES”

form content as well.

“Yes, absolutely,” she replied to
an audience question. “And we can
see it working, although not as much
as we would like. It is a key goal to
transform the short-form views to

longer durations.”

A more simplified and accessi-
ble approach for smaller players is ex-
emplified by CNN, which routinely

You can syndicate to multiple desti-
nations, destinations that will drive
traffic back, like Twitter and Face-
book.”

The infrastructure required to
do this is not complex. Programmes
are no longer stored as big unitary
files, but built up in chunks that can
then be stored and cached at dif-
ferent places across the network for

MTV offers MTV Play and MTV Trax OTT apps to target millennials a
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optimised onward delivery.

Once the master OTT ‘copy
has been created and stored, creating
a ‘clip’ simply becomes a matter of
designating the address of the first
chunk’ and its succeeding ones in a
manifest file. It is not the ‘clip’ itself
that is sent out — it is the manifest file.

@ USING
ADVERTISING
TO MONETISE
OTT AND
MULTISCREEN

An executive responsible for systems
and development at another Tier 1
operator, which has developed one
of the most sophisticated over-the-
top ecosystems in the Pay TV world,
counsels that any new entrant seek-
ing to monetise a new OTT multi-

>

<

screen environment should first set
up a registration scheme in order to
find out more about its customers
and analyse their video consumption. pp
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Inevitably, that will spawn
a database that will require a new
management system but without it,
he argues, there can be no effective
ad targeting system or recommenda-
tion engine.

In fact, UK broadcaster Chan-
nel 4 adopted exactly this strategy
before launching its unified online
platform All 4.

“We worked hard to build a
very, very large data set of registra-
tion data,” said Martin Gee, All 4’s
Programme Manager. “Personalisa-
tion is absolutely crucial: ultimately,
if we're talking about the content
were recommending to viewers,
there’s nothing more irritating than
getting
that’s irrelevant to you.”

Once registration and a sign-
in mechanism is in place, and as-
suming there already exists either an

recommended something

in-house sales arm or an association
with someone else’s, personalised ad-
vertising on an OTT asset becomes
possible.

The industry consensus is that
putting a pre-roll ad on the front of a
piece of catch-up content is relatively
straightforward, technically speaking,
whereas splicing an ad into the mid-
dle of a piece of long-form content
(the equivalent of a mid-programme
broadcast commercial break), pre-
sents something of a leap in technical
complexity.

Nevertheless, this may be
desirable, since, as the same Tier 1
operator mentioned above main-
tains, “People are seeing it as effec-
tively broadcast. We certainly see it as
broadcasting, and we put the rigours
of broadcasting around it. We would
expect the experience of a viewer to
be virtually identical on a mobile to
what they get on a set-top box.”

One way to achieve this is to
use server-side ad insertion. Allowing
the local video player in the mobile

N ANVATO

A Jamie Currell of Viacom speaks at Connected TV Summit

ANY NEW ENTRANT SEEKING TO
MONETISE A NEW OTT MULTISCREEN
ENVIRONMENT SHOULD FIRST SET UP
A USER REGISTRATION SCHEME

device to handle this is the norm,
but Anvato’s Turgut argues that such
players are often quite primitive, and
frequently subject the viewer to re-
buffering. Server-side ad insertion
side-steps this issue by inserting the
relevant ad in the cloud, with the re-
sult that the local player only has to
process a single, continuous stream.
“Server-side ad insertion al-
lows you to have a TV-like experience,
a smooth ad, frame accurate on all
of these devices,” says Turgut. “Peo-
ple truly feel they’ve got the content
experience that they desire. There’s
no buffering. There are no spinning
wheels.”
the
monetising the ad, there are other
advantages besides offering a TV-like
experience. All the devices can be

For content company

addressed from a central dashboard,
and with the ad insertion effectively
taking place in the cloud, no changes
have to be made at device level to al-
low the targeted ads to be served. The
technical complexities of mid-roll in-
sertion are also relegated to the cloud.
Meanwhile, server-side ad insertion
side-steps device-based ad-blocking
software, increasing potential yields.
However, IHS’s Merrick cau-
tions that, when it comes to targeted
advertising, size matters. “If you're a
Tier 2/3 broadcaster and you choose
to construct your own online portal,
your own set of mobile apps...I don’t
think the issue of ad insertion is a
technical challenge, as such, because
youre running on your own plat-
form. I think the main impediment
there would probably be scale. For pp
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P> the smaller channels, it’s technically
possible to target an advertising spot
that is exposed through your mobile
app, but whether that is ultimately
of interest to advertisers is another
question: targeting in itself is great,
but being able to reach a small subset
of what might amount to a couple of
thousand households may ultimately
not be particularly interesting to an
advertiser.”

The implication is that syndi-
cation on sites such as YouTube, Fa-
cebook and Twitter may initially be
easier to monetise for new entrants
than their own owned-and-operated
OTT properties, since the program-
matic selling and buying models they
make available rely on aggregated
inventory which may offer the scale
required for targeting to work.
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@ CONCLUSION

In summary, one can argue that the
barriers to OTT and multiscreen
for new entrants are falling, due to
a combination of technology fac-
tors — virtualisation, the availabil-
ity of cloud processing and storage
models, and the advent of program-
matic advertising selling and buying,
all of which tend to lower entry-costs.

These developments go hand-in-
hand with the creation of new end-
to-end solutions offered on a SaaS
basis, which also lower the invest-
ment risk.

The fly in the ointment is
rights ownership, an issue that
should properly be resolved before
any new entrant puts its toe in the
water. But even here, there is general
agreement that rights-owners are
now much more conscious of the
business opportunities presented by
a more flexible approach. In short,
there has never been a better time for
a smaller or mid-sized broadcaster
or platform operator to become an
OTT, multiscreen player. Il
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