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A new era of business reinvention is dawning. Organizations
are facing an unprecedented convergence of technological,
social and regulatory forces. As artificial intelligence (AI),
automation, the Internet of Things (IoT), blockchain and 5G
become pervasive, their impact will change business. The
“outside-in” digital transformation of the past decade is
giving way to the “inside-out” potential of data used with
these technologies.
IBM calls this next-generation business model the
IBM Cognitive Enterprise™.

5	Capability layers for the cognitive enterprise for media
– Layer 1: A culture of agile innovation
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– Layer 2: Platforms

The business landscape for media and entertainment
companies has become extremely competitive in recent
years. Content must compete for attention in a crowded and
fragmented marketplace, with new business models
disrupting traditional approaches. Adapting to new realities
puts pressure on margins.

– Layer 3: Content processes
– Layer 4: Emerging technologies
– Layer 5: Data
– Layer 6: Next-generation applications
– Layer 7: Hybrid cloud infrastructure

Incumbents must adapt to trends and develop new offerings
as consumer expectations change in response to emerging
delivery formats. New Internet Protocol (IP)-based broadcast
standards, such as Advanced Television Systems Committee
(ATSC) 3.0 in the US, combined with 5G mobile networks, will
change the landscape again.
“Outside-in” digital transformations are driven by external
forces, such as serving digital consumers and providing
omnichannel access to content. This approach is giving way
to a combined “outside-in” and “inside-out” model. This new
model is driven by AI, automation and blockchain to deliver
new outcomes.
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Figure 1:
Combining outside-in
and inside-out models

Introducing the cognitive enterprise for media
Media companies must realign around their data, business
and content workflows. But they can also take advantage
of their brands, content and audience relationships to stay
relevant. They can use their industry expertise, combined with
a platform-centric business model, to innovate and evolve.
Technology platforms are based on hybrid, multicloud
infrastructures, capable of handling emerging technologies
and scaling to handle peak loads and changing priorities.
Surviving in this continuously connected and evolving
landscape means embracing the lessons taught by mass
consumer platforms, such as Facebook, Amazon and Netflix.
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By adopting a platform-centric business model, media
enterprises can extend their reach and capabilities
through owned and third-party business networks.
Media enterprises can:
– Create their own platforms for content distribution
and consumption
– Work with established mass consumer platforms
and focus on content creation and aggregation
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The value of platforms for media
and entertainment companies

Technology platforms

Business platforms differentiate a media organization by
combining content, data, unique workflows and corporate
expertise to create a competitive advantage. One way this
process could happen is by using AI to augment business
processes and adapt to external factors.
Deeper audience insights can affect content production,
licensing, indexing and delivery so that content can be
optimized for consumer consumption. The data-driven
user experience is linked and dependent on “inside-out”
processes that use audience and operational data.

Business platforms
Business platforms can connect to other ecosystems.
They can take three different forms and scopes of activity:
– Internal platforms improve processes through new
technologies and skills
– Industry platforms enhance market relevance by delivering
key process capabilities
– Cross-market platforms manage essential or value-added
processes for previously unrelated collaborators

Technology platforms are comprised of applications
and infrastructure. Ultimately, new classes of technology
offerings will materialize that take advantage of AI, IoT,
automation and other emerging trends. For example, 5G
and IP-based broadcast standards, such as Digital Video
Broadcasting—Second Generation Terrestrial (DVB-T2)
and ATSC 3.0, will have profound impact on media
enterprises. 5G promises to revolutionize mobility and
offer low latency, feature-rich content and data delivery
to a wider range of devices.
ATSC 3.0 and DVB-T2 hold the promise of reinventing
the world of broadcasting. The standards support diverse
services and serve as the backbone for IoT, mobile and
portable reception, and app-based services. Combined ATSC
3.0 – 5g hybrid services will extend the reach of broadcasts,
add value for advertising and facilitate direct relationships
with audiences at an individual level.

Mass consumer platforms
Mass consumer platforms include Amazon, Netflix and so on.
These platforms are the disruptors of the past decade that
incumbents must look to as guideposts for their reinvention.
These disruptors generate massive amounts of data that
business platforms need to generate the insights that are
at the heart of their value propositions.
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Figure 2: The cognitive enterprise for media
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Capability layers for the cognitive
enterprise for media
Apart from the right technology, a cognitive enterprise
needs to meet several criteria to be successful and sustain
growth. Seven layers comprise the journey to become a
cognitive enterprise.

Layer 1: A culture of agile innovation
Concepts, such as an agile methodology, minimum viable
products and proofs of concept are spreading across the
entire workplace. Mantras of start-up companies, such as
“build fast, fail fast,” are also becoming mainstream. This
new culture is becoming common in established media
companies, as they work to develop new business and
delivery models.
Media companies will have to combine the culture of agile
innovation with existing industry best practices. New market
entrants are disrupting accepted standards for content and
technology. Industry incumbents must balance this shift
in culture and operating models with their own expertise
to achieve the agility necessary to compete against these
new entrants.

Layer 2: Platforms

Layer 3: Content processes
Understanding demand and building effective media
experiences with targeted messaging requires integrating
multiple data sources. Servicing peak loads across
multiple platforms requires flexible, scalable architectures
provided by cloud infrastructure solutions.
Front-office processes
Media enterprises create, evaluate, negotiate and process
thousands of contracts and license agreements. They also
extract and operationalize rights metadata and business
rules from legal documents to manage supply chains. AI,
with its ability to extract structured data from unstructured
data, can automate many of these processes.
Advanced analytics also help identify audience segments
and integrate social media into models. These analytics
support content production and purchasing decisions and
improve content targeting to audiences
Back-office processes
Media industry leaders are recognizing the need to deploy
AI and robotic process automation (RPA) in back-office
processes for agility at lower cost. For example, integrating
sales and financial data is critical to budgeting,
forecasting, and return-on-investment (ROI) modeling.

A cognitive enterprise is defined by the business platforms
that provide competitive advantage and enable an
enterprise strategy.
Internal platforms optimize functions and processes, such
as content creation, and the collection and analysis of
relevant customer data. For example, direct-to-consumer,
over-the-top (OTT) businesses combine multiple platforms
to support media content strategies and create personalized
user experiences.
External business platforms extend across a supply chain
of content producers, aggregators and distributors. They
can extend to an entire media ecosystem, as with video
gaming and content distribution platforms.
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Layer 4: Emerging technologies
Cognitive-enabled media enterprise workflows must support
emerging technologies:
– AI and machine learning (ML) are at the heart of a cognitive
enterprise. AI and ML complement RPA, which can speed
repetitive, low-value tasks to free resources for strategic
efforts.
– Blockchain supports distributed ledgers and smart
contracts—increasing trust and transaction efficiency
with trading partners across multiple industries.
– 5G, ATSC 3.0 and DVB-T2 will have major implications for
the delivery of content to traditional, mobile and vehicle
platforms. ATSC 3.0 and DVBT2 will reduce the cost of
live and digital content distribution to mobile platforms.

Layer 5: Data
Deriving insights from data is becoming a critical success
factor for businesses and will be essential to growing
audiences and providing differentiated and value-add
offerings. Guaranteeing access to very targeted, motivated
audience segments will be key to maximizing advertising
and subscription revenue. This access requires state-of-the
art tools and data science to collect and manage the large
volumes of data generated by connected devices, consumer
behaviors, and cognitive media workflows with strong
security procedures and policies in place.

Layer 6: Next-generation applications

Containers
Containers bundle microservices in a way that makes them
portable. They can be easily automated and deployed to
a wide variety of environments without modification. With
serverless computing, cloud-native functions that scale on
demand can be delivered on a pay-per-use basis. This
function is essential when scalability is needed to manage
bursts associated with preparing volumes of content for
distribution, live sports, and other tentpole events.
Hybrid and multiple public and private clouds
The ability to manage across hybrid and multiple public
and private clouds is critical. With numerous clusters
across multiple clouds from more than one provider,
enterprise IT needs a clear view into what’s happening
and where. A proper governance model is needed to set
consistent security policies and to manage workloads
based on compliance or capacity.

Layer 7: Hybrid cloud infrastructure
This multimodal foundational layer works across
private, dedicated, and public clouds and supports the
technical platforms that enable the business platforms.
One of the challenges facing media enterprises is data
gravity. This term refers to latency, as well as egress costs,
in moving large volumes of data. Ensure that active data,
data backup, and content archive satisfy operational
flexibility requirements, data governance, and regulatory
and compliance, such as General Data Protection
Regulation (GDPR).

Media companies have begun shifting existing applications
and infrastructure to newer, cloud-enabled architectures.
Next-generation technical platforms will be deployed across
multiple data centers, availability zones, and public clouds.
The resulting hybrid, multicloud environment requires
microservices, containers and serverless computing to
facilitate continuous development, delivery, and deployment
of new workflows.
Microservices
Microservices allow development teams to work in parallel
and simplify the task of composing services into more
complex workflows across the enterprise. These services
allow monolithic applications to be broken apart into
single-use services, such as:
– Creating, updating or deleting media assets in a media
asset management platform
– Transcoding of media assets or metadata extraction
from audio and video
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Key success factors to become
a cognitive enterprise
Seven essential actions lie at the heart of successful
digital and cognitive transformations.
1. Unleash digital Darwinism
As the world transitions from analog to digital, one effect is
increased transparency in the value of the product offerings.
In a digital world, competition is more open, and consumers
have increased access and choice across a broader set of
offers. In this environment, business platforms are critical
for differentiation and competitive edge, as they become
the focal point of enterprise business strategies.

2. Use your data advantage
80% of world enterprise data is behind firewalls. Proprietary
and heterogeneous data and analytics can drive business
platform performance. This incumbent advantage is one that
most new digital entrants don’t have. Further, incumbents
have an advantage in integrating structured and unstructured
data when developing valid cognitive workflows.
3. Plan for change
Enterprise architecture needs to move the business forward,
rather than simply hold it together. Modern enterprises
have to create a culture of experimentation within the
organization. All the minimum viable products, pilots and
POCs created using Design Thinking, IBM Garage and agile
methods must focus on the overall strategy.

Innovation and transformation
with the IBM Garage
Co-operate
IBM Garage™ brings designers and developers together
with business stakeholders to create a culture of innovation,
to experiment with proven, agile methodologies and to
co-create innovative ideas.

Co-create
Powering the Garage is the industry-recognized IBM Garage
Methodology, a set of agile practices integrating user
experience, implementation and cultural change to take
your solutions from idea to adoption.

IBM Garage

Collaboration

Innovation

Solution

Idea

Adoption

IBM Garage
teams

Consulting

Cloud
services

Co-execute
An international trading consulting firm worked with
IBM Garage teams to develop a trade compliance
solution using blockchain and IBM Cloud™.
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4. Redesign workflows around AI
Media companies have worked for years at personalizing
the user experience with “outside-in” approaches, such as
chatbots. Now the workflows need to be humanized. There’s
an opportunity now to use AI in an “inside-out” fashion to
personalize an interaction based on an understanding of
a person’s needs.
AI and automation allow operational processes to be
adaptive, to learn and to be self-aware. A process can
adapt and change itself to the necessities of the moment.
For example, in a supply chain, processes can learn from
the data and be reimagined and transformed to optimize
performance and delivery.
5. Get agile
Strategic agility is about aligning a team’s agile activities to
core platform strategies. Operational agility is about flow and
removing bottlenecks in workflows. Modern enterprises need
to understand how workflows are going to change as a result
of cognitive approaches and AI and how the organizational
model will need to change.
6. Reinvent your workforce
Skills are at the center of your reinvention. 120 million
workers need to be realigned in the next few years. How’s
that done? First, identify the skills gaps. Once you know an
individual’s skills, you can define what’s needed and how
to help an individual develop new skills.
7. Win with trust and security
Security is critical to the trust and longevity of a business
platform. Companies need to balance security with seamless
customer and employee experiences. Organizations must
secure the human and machine elements along key
workflows and data sources. A system of business platforms
requires an open network approach to security across
parties, driving collaboration and insights at speed.

Your journey to cognitive
As emerging and established players compete for consumer
attention, the edge will go to those that augment their data
with IoT, AI, blockchain and technologies still to come.
The media and entertainment industry is at the cusp of
a fundamental change in how business is done. Media
companies must realign their organizations around their
data, business and content workflows. In other words,
become a cognitive enterprise for media.
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