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The true game-changer for video
is the hyper-personalized user
experience that wouldn’t exist
without AI.

Talking points
Using machine learning and visual
recognition to enrich the fan experience,
AI ups the game for sports highlights
AI uses learned cues to analyze and choose
which televised sporting moments to
package into videos for various audience
segments, freeing up editorial teams to
focus on other content.
Broadcasters will have new conversations
with their audiences, and become
platforms for fan and market engagement
Both advertisers and telecom companies
investing in sports rights will turn to AI to
differentiate bundled packages of broadband,
landline, mobile phone, and TV contracts.
Beyond sports, doing new things with
video content creates new ad opportunities
Video enrichment can help grow viewer
engagement and ad revenue by creating
personalized recommendations that are
more detailed and searchable than large
libraries of video.

Spanning the globe for a
constant variety of sports data
Imagine the manual workload broadcasters undertake to
compile 10-minute recaps of the dozens of live sporting
events taking place daily all over the world. Then, factor in
what the human eye misses. People can’t possibly catch
every play, pitch, goal, fumble or flag.
Highlights, whether sports, film or television, are the
fastest growing segment of video, with the enterprise
video market expected to grow to nearly USD 20 billion by
2023.1 Aiming to grab more of that burgeoning market,
content creators can use artificial intelligence (AI) to
analyze massive amounts of video and data.

Keeping an eye on the ball
At events the magnitude of the Wimbledon Tennis
Championship or FIFA World Cup, AI-enabled video can
deliver stats and results faster than a production crew by
leaps and bounds. Wimbledon installed an AI system in
2017, delivering highlights 15 minutes faster and resulting
in 14.4 million views of video content with no human
intervention.2 AI gathers and analyzes data courtside,
taking cues from an ace at 100 mph, spotting reactions
by spectators, and using visual action recognition to work
out which moments to keep for the highlights reel and
which to discard (see Figure 1). In 2018, the official
Wimbledon website was redesigned to better connect
with fans worldwide, including the launch of a Facebook
Messenger chatbot.3
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AI should be considered as
a key ingredient of a media
and entertainment marketing
strategy as part of a scalable,
automated, and personalized
digital content business model.

AI speeds and simplifies the video highlights process using:
– Point selection. To weigh which plays to include in a
highlights video, visual recognition APIs rank signs of
celebration, such as fist pumps or arms raised in victory
after a winning a point.
– Clipping and fine-tuning. A time limit is applied to clip
length based on data analytics, including time stamps
when points start and end. Visual recognition can also
detect content that isn’t play, such as wide shots of the
crowd, to be edited out.

– Production. Storytelling graphics and watermarks are
added before clips are merged in a reusable industry
format and handed off to production.
– Distribution. Once content is approved, it’s distributed
to digital editors for publishing and websites, mobile apps,
and social media.

Figure 1
Wimbledon AI video highlights workflow
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Breakthrough fan
and market engagement

Capturing moments
at the Masters

At the 2018 FIFA World Cup, FOX Sports launched an
AI-based platform for fans to create and share their
own customized soccer highlight videos.4 Fans could
browse and filter FIFA’s archive of past and current
matches by year, team, player, and type of gameplay,
such as penalty kicks and goals.5 The interactive
platform then analyzed and compiled footage in
seconds, at the user’s command.6 To keep post-match
conversations going, fans could title, save, and share
their creations across email, text, Facebook, and Twitter.7

One of the major championships in professional
golf, the Masters Tournament uses AI to curate
personalized highlight reels. “My Moments,” found
on the Masters website and mobile app, pulls
together highlight packages for fans based on the
players they’ve identified as favorites. Clips are
assessed and analyzed by sound, player gestures,
and emotion; natural language processing seeks out
excited verbal queues in broadcast commentary.
Highlights are scored and indexed, giving fans quick
access to the custom content they want to see.8

Creating personalized sports highlights according to
one’s preferences can mean curating content based on a
tournament, a team, favorite players or certain plays.
Other dimensions of preferences might be considered,
like time spent watching and the type of devices preferred
by the viewer, whether a five-inch handheld or a large
screen. Preferences can also be dynamically discovered
based on viewing behavior of pausing, replaying, and
fast-forwarding content.
With the ability to have new conversations with its
audience, broadcasters become a platform for fan and
market engagement. Advertisers will take notice, as will
telecom companies investing in sport rights to differentiate
“quad play” bundled packages of broadband, landline,
mobile phone, and TV contracts to increase customer
loyalty and average revenue per user (ARPU).
For over-the-top (OTT) content provided over a high-speed
internet connection, innovation enabled by AI can help
grow and retain clients. Auxiliary engagement channels,
such as widgets or mobile apps, can drive ad inventory by
creating relevant, contextual fan experiences that resonate
with an advertisers’ message. In an ad-funded sports model,
this experience creates ad slots that can be monetized.
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When Watson
went to film school

Expanding the value
and performance of video

IBM scientists collaborated with American film
studio 20th Century Fox to create the first-ever AI
movie trailer for the 2016 sci-fi thriller Morgan.9
Using IBM Watson™ APIs and machine learning
techniques, the system analyzed the trailers of
100 movies in the horror and thriller genre. Watson
was then fed the full-length film and programmed
to make a trailer based on what perceived fear
looks and sounds like, and provided the filmmaker
a total of 6 minutes of footage. The traditional
process to create a movie trailer can take days.10
But the AI-built trailer only required about 24 hours
from the moment the system first watched Morgan
to final editing.11

Beyond sports, AI can help drive consumption of digital
content by making it easier to classify and find. Whether
from a subscription streaming service, such as Netflix,
or an-ad funded model, the manner in which content is
presented matters to consumers and how they choose to
engage with it—or not.
Video enrichment looks deep into multimedia content,
using AI to analyze audio, text, and visual data, then builds
searchable metadata packages for every asset. By
creating personalized recommendations and automated
data sets that are more detailed and searchable than large
libraries of video, video enrichment can improve content
discovery and grow viewer engagement and ad revenue.12
Most everyone wrestles with endless menu options
when looking for something to watch on streaming video
services. The choices offered across platforms are
overwhelming. AI and personalization have the potential
to help viewers find content they want regardless of
platform by pulling content from all sources, be they
Netflix, Amazon Prime, HBO, or iTunes. For traditional
multichannel video programming distributors (MVPDs)
and cable operators, using analytics and AI to understand
cloud DVR patterns can create personalized offers and
help improve churn.
Intelligent systems can learn about viewing behavior to
understand what the user likes to watch. When combined
with technologies like facial recognition—such as using
a front-facing camera on a laptop—the system can
understand the emotional state of the viewer based on
physical reaction and other cues. It would then recommend
videos the viewer would most likely enjoy watching, leading
to highly personalized media recommendations.
Using machine learning capabilities, AI can also automate
and simplify the process of caption generation and
subtitling—delivering accurate, compliant, and easily
editable video captions—and bring simultaneous translation
to live television broadcasts and on-demand video content.13
Broadcasters can reduce the time it takes to air accurately
captioned news so that communities get the most value out
of their programming. And the solution learns over time to
improve accuracy rates.
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While AI can’t fully equate the
human touch creatively, it can
optimize workflows and media
processes to gain more value
from content.

Prepare for a future video
experience driven by data
As costs to acquire sports rights increases, and with a
greater half-life for engagement, video content providers
need even more approaches to monetize content.
AI-assisted video highlights can actively engage with
viewers and help extract more value from live sports
content by offering personalized experiences at scale.
While AI can’t fully equate the human touch creatively,
it can optimize workflows and media processes to gain
more value from content.
A more nuanced understanding of what makes digital
content appealing can help providers improve their cost
and benefit analysis, make more informed decisions about
what kind of content to create or acquire, and ultimately
improve customer usage and satisfaction.
But AI is only as good as the robust architecture that
supports it. AI requires machine learning, machine
learning requires analytics, and analytics requires
the right data and information architecture (IA). The
entry points vary, but most organizations build out an
enterprise AI environment by first getting their IA in
order. To do so, embrace three distinct foundational
areas of technical advancement:
1. Hybrid data management that provides a platform to
manage all data types, across all sources and destinations.
2. Unified governance and integration to make data easily
and securely available across cloud platforms.

Key questions to consider
» How could you use AI to optimize your
media processes? What key repetitive
media content processes could you
replace with AI?
» Which new interactive experience could
you create leveraging the content rights
that you have? In what ways could you
use net promoter scores to gauge the
loyalty of your customer relationships
and decrease churn in content service?
» What is your plan to use AI to increase
consumer engagement with your content?

About Expert Insights
Expert Insights represent the opinions of thought
leaders on newsworthy business and related technology
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3. Combined data science and business analytics for
holistic and collaborative analysis of all data types to
extract meaning from complex data sets.

5

© Copyright IBM Corporation 2019
IBM Corporation
New Orchard Road
Armonk, NY 10504
Produced in the United States of America
April 2019
IBM, the IBM logo, ibm.com and Watson are trademarks of
International Business Machines Corp., registered in many
jurisdictions worldwide. Other product and service names might
be trademarks of IBM or other companies. A current list of IBM
trademarks is available on the web at “Copyright and trademark
information” at: ibm.com/legal/copytrade.shtml.
This document is current as of the initial date of publication and
may be changed by IBM at any time. Not all offerings are available in
every country in which IBM operates.
THE INFORMATION IN THIS DOCUMENT IS PROVIDED “AS IS”
WITHOUT ANY WARRANTY, EXPRESS OR IMPLIED, INCLUDING
WITHOUT ANY WARRANTIES OF MERCHANTABILITY, FITNESS
FOR A PARTICULAR PURPOSE AND ANY WARRANTY OR
CONDITION OF NON-INFRINGEMENT. IBM products are
warranted according to the terms and conditions of the
agreements under which they are provided.
This report is intended for general guidance only. It is not
intended to be a substitute for detailed research or the exercise
of professional judgment. IBM shall not be responsible for any
loss whatsoever sustained by any organization or person who
relies on this publication.
The data used in this report may be derived from third-party
sources and IBM does not independently verify, validate or audit
such data. The results from the use of such data are provided on
an “as is” basis and IBM makes no representations or warranties,
express or implied.
13024113USEN-00

Notes and sources
1 “Enterprise Video Market Worth $19.8 Billion by 2023 - New
Report by MarketsandMarkets™.” PR Newswire. November 2018.
https://www.prnewswire.com/news-releases/enterprisevideo-market-worth-19-8-billion-by-2023-new-report-bymarketsandmarkets-tm--832013576.html
2 McCaskill, Steve. “Wimbledon 2018: AI Marries Tennis
Tradition With Digital Innovation.” Forbes. July 2018.
https://www.forbes.com/sites/stevemccaskill/2018/07/06/
wimbledon-marries-innovation-with-tradition-in-use-ofai/#7686e2d92198
3 Moore, Mike. “Wimbledon 2018: How IBM Watson is serving up
the best viewer experience.” Tech Radar. July 2018.
https://www.techradar.com/news/wimbledon-2018-how-ibmwatson-is-serving-up-the-best-viewer-experience
4 McCarthy, John. “IBM and Fox Sports lean on AI so fans can
generate World Cup highlights packages.” The Drum. June 2018.
https://www.thedrum.com/news/2018/06/06/ibmand-fox-sports-lean-ai-so-fans-can-generate-worldcup-highlights-packages
5 Alvarez, Edgar. “Fox Sports’ World Cup Highlight Machine
is powered by IBM’s Watson.” Engadget. June 2018.
https://www.engadget.com/2018/06/04/fox-sports-worldcup-highlight-machine-ibm-watson
6 Ibid.
7 Ibid.
8 Chang, Lulu. “IBM’s Watson will make headlines at
the Masters tournament.” Digital Trends. April 2018.
https://www.digitaltrends.com/outdoors/ibm-watson-masters
9 Alexander, Julia, “Watch the first ever movie trailer made
by artificial intelligence.” Polygon. September 2016.
https://www.polygon.com/2016/9/1/12753298/morgantrailer-artificial-intelligence
10 Smith, John R. “IBM Research takes Watson to Hollywood
with the first “cognitive movie trailer.” IBM. August 2016.
https://www.ibm.com/blogs/think/2016/08/cognitivemovie-trailer
11 Ibid.
12 “Uncovering Dark Video Data with AI: How Watson Video
Enrichment can provide better decision-making data and
unlock new business possibilities in the media industry.”
IBM. August 2017. https://public.dhe.ibm.com/common/
ssi/ecm/me/en/mew03018usen/uncovering-dark-data_
MEW03018USEN.pdf
13 Ibid.

