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The DPP Leaders’ Briefing is unique. It is designed specifically to enable senior 

leaders from major media organisations to share their strategic priorities with the 

wider industry. 

For the supplier community the Briefing represents an unparalleled opportunity to 

take the temperature of the end user community, and to gain specific insights on the 

needs of individual content providers.

For the content providers themselves, the Briefing  is in some respects an annual 

group therapy sesssion; but it is also an important chance to build collaborations and 

connections, and to understand their positioning in relation to others.

The DPP was delighted to be able to hold the event in person again this year, with 

around 80% of speakers able to attend physially, while the remainder were brought into 

the room remotely.

The 36 speakers, from 31 media companies provided almost eight hours of insight and 

information about their businesses. This report provides a summary of some of the key 

themes, as well as some highlights from their presentations. But it cannot possibly do 

justice to the richness of the full presentations. They can be viewed in full here.

INTRODUCTION

DPP LEADERS’ BRIEFING 2021

https://www.thedpp.com/replay/leaders-briefing-2021
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The destiny of media organisations is being 
shaped by their relationships with their people, 
as never before.

The destiny of media organisations is being 
shaped by their relationships with their people, 
as never before. 
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The headline: 

EXECUTIVE SUMMARY

 ▸ ‘Workforce transformation’ was an emerging theme in 2019, and a powerful  

one in 2020.

 ▸ But in 2021 the pandemic has shifted the dynamic.

 ▸ The ambition to transform has been replaced by the need to nurture.

 ▸ Media companies reflecting on their existence in an ever-shifting media 

marketplace find themselves reliant on human resources that have been 

driven to deep personal reflection. 

 ▸ This represents a business change challenge of historic proportions.

The key trends:

1 Workforce was the focus for more than half of the speakers,  

and directly addressed by two thirds

2 Business transformation is now all about accepting your company  

is shaped by customer demand – and making dynamic responses

3 Technology transformation is no longer about what to do,  

but entirely about how to do it most effectively 

4 Security is now daily, hand to hand combat with online antagonists

5 Supplier relationships are now about designing together  

to create opportunity from uncertainty
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THE KEY THEMES FOR 2021 
A SUMMARY

The Leaders’ Briefing has a distinctive format in which each speaker presents for no 

more than 15 minutes, and is asked to identify three key priorities or themes they 

would like to share with the wider industry.

The table below summarises the three points made by each of the speakers at this 

year’s Briefing. 

These three points have then been translated into some common higher level themes 

to enable analysis of key trends across all the speakers. Where there is one or more 

topic of particular focus within a higher theme, it is noted in brackets.

The speakers and their points have been grouped under the titles of the sessions in 

which they spoke.

SPEAKER THEME HIGHER LEVEL THEME

European Broadcasters Part 1

Richard Waghorn
RTÉ

IP content delivery Business transformation 
(IP, distribution, streaming)

Super-sizing Technology transformation 
(scaling, sustainability, data)

Innovation muscle Innovation 
(partnership)

Aditi Pandey
NRK

Talent recruitment and retention Workforce 
(skills, diversity)

Organisational transformation Business transformation 
(workforce)

Becoming a platform &  
product business

Technology transformation 
(supplier relationships, platform)

Adde Granberg
SVT

Quality, post-COVID Technology transformation
(streaming, quality, audience)

OTT services and aggregation? Service transformation
(blockchain, streaming)

Software development into  
the future

Supplier relationships



10

SPEAKER THEME HIGHER LEVEL THEME

European Broadcasters Part 2

Cristina Gomila
Sky

Platforms designed to aggregate 
everything customers love

Technology transformation 
(supply chain, partnership)

Delivery is embracing streaming to 
expand the customer offer

Business transformation 
(integrated distribution)

Content aimed at attracting new 
audiences

Content innovation 
(audience)

Thomas Milford
TV2 Norway

Online content monetisation Business transformation 
(data, audience, partnership)

Efficient live arena production Technology transformation 
(services, data)

Platforms for innovation Innovation 
(platform, supplier relationships)

Matt Westrup &  
Julie Mitchelmore
A+E Networks EMEA

Leaning into streaming Business transformation 
(streaming, technology, transformation)

Supply the supply chain Supply chain 
(technology transformation,  
automation, supplier relationships)

Culture for change Workforce 
(wellbeing)

European Broadcasters Part 3

Morten Brandstrup
TV2 Denmark

5G – what’s the point? 5G 
(service transformation)

Building the next generation newsroom Technology transformation 
(data)

Work smarter Workforce 
(business transformation)

Robert Amlung
ZDF

The impact of coronavirus Remote working 

What cloud means for roles and structure Workforce 
(transformation, IT, cloud)

Re-standardising video workflows Standardisation 
(quality, distribution)

Giovanni Piccirilli &  
Kim Koppenol
RTL Nederland

Diversity, equality and inclusion Business values 
(leadership)

Data strategy Data 
(workforce, silos)

Linear ad insertion Business transformation 
(audience, monetisation)
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SPEAKER THEME HIGHER LEVEL THEME

UK Broadcasters

Sinead Greenaway 
BBC

Building a new team Workforce 
(integration, remote working)

Designing for resilience and security Resilience 
(security)

Building for the future Technology transformation 
(supply chain)

Zoe Carter
ITV

Feeling uncomfortable Business transformation 
(service transformation)

What the new normal looks like Remote working 
(workforce, wellbeing, workplace)

Breaking down silos Workforce 
(supply chain, data)

Grace Boswood
Channel 4

The IT crowd Workforce 
(leadership, tech literacy)

No gulf is greater than that  
between two floors

Remote working 
(wellbeing)

What are we famous for? Partnership 
(production innovation)

Topical Content Creators Part 1

Daniella Grayson
Thomson Reuters

Delivery –  
accuracy, honesty, urgency

Trust 

Success –  
scalability, multimedia, agility

Agility 
(business innovation)

Support –  
employees, customers, nurture

Workforce 
(wellbeing)

Grant Franklin Totten
Al Jazeera

Flexible infrastructure Agility 
(IP, cloud, security)

Remote production transformation Remote production 
(5G)

Linear-digital integration Business transformation 
(ML, multi-cloud)

Jon Roberts
ITN

All change, all the time Business transformation 

Delivering our future newsroom (while 
designing it)

Agilty 
(production innovation)

Embracing and empowering the  
‘best of both worlds’

Technology transformation 
(supplier relationships, IP, cloud)
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SPEAKER THEME HIGHER LEVEL THEME

Topical Content Creators Part 1 (continued)

David Shield &  
Sheilagh Little
IMG Studios

Remote production Remote production 

RTO Workforce 
(wellbeing)

Diversity and inclusion Business values 
(sustainability)

Topical Content Creators Part 2

David McLean
News UK

Data and audience segmentation Data 

Hybrid production Content innovation 
(live)

When does event become TV? Technology transformation 
(supplier relationships)

Pete Clifton &  
Rachel Middlewick
PA Media Group

Data and dashboards Data 

Automation for localisation Business transformation 
(AI, data)

A helping hand for every newsroom Service transformation 
(platform)

Andy Beale
BT Sport

ST2110: friend or foe? Standardisation 
(audience)

Live cloud production Supplier relationships 
(technology transformation)

Interoperability Interoperability 
(HDR, standardisation)

North American Networks

Pierre Fortin
Rogers Sports  
& Media

5G 5G 
(audience, new services)

The metaverse Service transformation 
(audience)

The ground war for talent Workforce 
(skills, diversity, wellbeing)

Del Parks
Sinclair Broadcast 
Group

Security Security 

Cloud migration Business transformation 
(new services, cloud)

Workforce transformation Workforce 
(quality, services)
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SPEAKER THEME HIGHER LEVEL THEME

North American Networks (continued)

Maxime Caron
CBC/Radio-Canada

Security of things:  
production device security

Security 
(wellbeing, supplier relationships)

Enabling distributed production  
and workforce

Remote production 
(Agility, 5G)

Evolving workforce Workforce 
(skills, IT)

Richard Friedel
FOX Television 
Stations

Working with COVID Remote working 
(wellbeing)

Security Security 
(supplier relationships)

Workforce transformation Workforce 
(skills, IT)

Global Providers Part 1

David Klee
A+E Networks

Building the automation engine Technology transformation 
(automation)

Refining the metadata fuel Data

Collaborating across boundaries Partnership

Simon Farnsworth
Discovery Inc

The cultural and skills divide Workforce 
(skills, IT)

Protecting the supply chain Supplier relationships 
(supply chain)

Cybersecurity tsunami Security 

Tomos Grace
YouTube

Responsibilities to users Trust 

Responsibilities to our partners Security 
(piracy)

Positive reasons for working  
with YouTube

Content innovation 
(diversity and inclusion)
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SPEAKER THEME HIGHER LEVEL THEME

Global Providers Part 2

Caroline Brown
WarnerMedia

IP cloud as a utility Resilience 
(AI, IP)

UIs for humans Workforce 
(UI)

Think global Global operations 
(technology transformation)

Greg Geier
Sony Pictures 
Entertainment

Process vs workflow Supply chain 

The cost of time Efficiency 

The people in the machine Workforce 

James Tatam
ViacomCBS

Mainstreaming streaming: transforming 
ViacomCBS’s operating model

Business transformation 
(monetisation, FAST)

Making global local: translating our 
business for the UK

Global operations 
(service transformation)

Diversity and inclusion: beyond rhetoric Business values 
(diversity)

Tim Bertioli &  
Michele Gauthier
VICE Media Group

Free Ad-Funded Streaming (FAST) Business transformation 
(FAST, streaming, monetisation)

Production and talent management  
– a systematic approach

Technology transformation 
(supply chain, production innovation)

Business values – climate and people Business values 
(sustainability)

The View from the Cloud

Anshul Kapoor
Google Cloud

Workforce of the future Remote working 
(security)

Diverse audiences Data 
(content innovation)

Securing our planet Business values 

CAROLINE BROWN / WARNERMEDIA, TIM BERTIOLI / VICE MEDIA GROUP, JULIET BRAMWELL / GOOGLE CLOUD
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TRENDS FOR 2021 
ANALYSIS

The Leaders’ Briefing has been running for six years. But since 2019 the format has 

featured presentations from around 30 major media organisations. This provides an 

opportunity to explore the trends that have emerged from the speakers’ themes  

over time.

Re-framing the discussion

Having said this, the language of trends changes over time. The categorisation of 

topics alters. For example, in the early days of the Briefing, there was much discussion 

of skills. But in 2021 that discussion is wrapped up in a much broader consideration of 

workforce, which also incorporates wellbeing, diversity, talent availability, workplace 

design and so on. Indeed, the way in which strategic priorities are now categorised is a 

major topic of discussion in itself in this year’s summary.

These caveats notwithstanding, it is interesting to summarise the key themes from 

2021 and then to compare them with the previous two years.

The high level themes from 2021

The themes from the Leaders’ Briefing 2021 have been categorised into high level 

themes (in itself a highly subjective process of course) in order to reveal broader trends.  

The number of occurrences of a high level theme has been listed below – together with 

the percentage of speakers that directly addressed that theme. (Where a company was 

represented by co-speakers it is represented in the percentage as one speaker.)

DPP LEADERS’ BRIEFING 2021
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2021 High level themes

HIGH LEVEL THEME OCCURRENCES % OF SPEAKERS

Workforce 16 52

Business transformation 13 42

Technology transformation 11 35

Business values 5 16

Data 5 16

Remote working 5 16

Security 5 16

Agility 3 10

Remote production 3 10

Content innovation 3 10

Supplier relationships 3 10

Service transformation 3 10

Trust 2 6

Innovation 2 6

5G 2 6

Partnership 2 6

Supply chain 2 6

Resilience 2 6

Standardisation 2 6

Global operations 2 6

Interoperability 1 3

Efficiency 1 3

Trends in high level themes 2019–2021

We can now compare these high level themes with the previous two years. In 2019 

there were 32 companies, and a total of 96 themes. In 2020 there were 30 companies 

with 90 themes. And in 2021, 31 companies and 93 themes. So to smooth out these 

variations, the table below provides the percentage of speakers each year that 

addressed a particular theme.
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SELECTED HIGH LEVEL THEMES % SPEAKERS

0 20% 40%

2019 2020 2021

Cloud supply chain 53%

17%

6%

1 3%

50%

26%

Remote working & production

22%

40%

42%

Business transformation

3 1 %

7%

35%

AI & ML

Technology transformation

25%

1 7%

0%

Distribution

9%

23%

10%

Content innovation

22%

3%

16%

Sustainability

Business values

19%

7%

10%

Supplier relationships

16%

17%

16%

Data

3%

17%

6%

Trust

13%

10%

6%

Standardisation

6%

0%

16%

Security

16%

40%

52%

Workforce transformation

Workforce

The table looks at the most frequently occurring themes, rather than all themes.



was about cloud 
supply chains

was about workforce

was about remote working 
and remote production

was about cloud 
supply chains

was about workforce

was about remote working 
and remote production

2019

2021

2020
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In each case around a half of all speakers directly addressed the dominant annual theme. 

Interestingly, each year the different dominant theme has a common companion: 

business transformation.

Meanwhile, some themes have remained relatively constant over time. The proportion 

of speakers giving emphasis to data has remained almost the same each year. The 

relationship with the supplier community is always prominently featured, and themes 

of trust, standardisation and content innovation return strongly each year.

Very strong headlines immediately appear from this table:

TOMOS GRACE / YOUTUBE
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Aside from the headline focus on workforce, the eye catching theme for this year was 

security. It wasn’t a major theme for any speaker in 2020, but it occupied several 

presentations this time. 

The re-framing of the discussion mentioned earlier does, however, add some 

complexity to this simplified view of trends. It might appear at first glance as if no 

one cared about distribution in 2021, despite it featuring strongly in the previous 

two years. In fact this was far from the case. But what we saw in 2021 was discussion 

of distribution wrapped up in broader consideration of service and business 

transformation. Indeed, seven of this year’s speakers (23%) specifically discussed 

streaming – though within a number of different contexts. 

Similarly, AI and ML were stand out themes in 2019 and 2020, but in 2021 were 

subsumed into broader discussions of technology transformation that would also 

discuss data, cloud and software as a service. Sustainability has been a stand alone 

topic in the past. It remained so for a couple of speakers this year; but it was also 

discussed as part of a broader theme of business values.

In the sections that follow we look in more detail at the five dominant themes for 2021, 

and the language in which they were discussed.

DANIELLA GRAYSON / THOMSON REUTERS
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In 2019 and 2020 leaders from major media organisations were concerned about 

workforce transformation: how would they get the right people, with the right 

characteristics (including diversity, aptitudes, and skills) to deliver the company’s 

technology and business change priorities? 

In 2021 it is no longer simply about transformation. It is now about something altogether 

more profound: not who will work for you, but how and why? 

The Decade of Doubt

Five of our speakers referenced the much reported upsurge in resignations that is 

happening across all industries. 

Many people have changed their expectations when it comes to entering a contract 

with an employer. This change is expressed in their questions about where, how and for 

how long they will work; about the company’s culture and values; and about what the 

company will do for them.

WORKFORCE

KEY THEME

The people business1

DAVID SHIELD AND SHEILAGH LITTLE / IMG STUDIOS
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These questions are often framed in a broader context of uncertainty about the world 

– about major issues such as climate change, social justice, and representation. And 

even more fundamentally, employees are asking themselves questions about priorities: 

themselves or their employer? Themselves or their family? 

Indeed, the family business has gained a whole new meaning. Couples are beginning 

to look at their home as an operational hub from which they manage work and life – 

almost like a two person business in its own right.

In short, there is an existential questioning of the very meaning of work – and it has 

nothing to do with media specifically. It transcends sectors and geography. We have 

entered the Decade of Doubt – and it has many years to run.

The leadership challenge

It isn’t surprising therefore that 16 of our 31 speakers made workforce one of their 

three themes. And when this area is expanded to include related themes of business 

values, remote working, wellbeing and diversity, equality, and inclusion, 21 of our 

speakers – or 68% – directly address workforce themes.

Two of those speakers captured the mood of trying to lead in the face of such 

profound upheaval.

It’s an exciting time, but it’s also exhausting. And we’re finding it difficult 

just to take a breath and be able to think a bit more strategically.

JON ROBERTS, ITN

All the people that make things happen for you have just had the worst 20 

months of their lives, probably. And that includes us here I expect.

SHEILAGH LITTLE, IMG STUDIOS

Central to this challenge is the attempt to bring employees back to the office, and to 

re-engage with the wider company culture.

Instead of us having a position of attrition with all the people that work with us, 

let’s take a new position of attraction, and make a world that they do want to 

come back into. They do want to be developed, and they do want to be nurtured, 

and feel they’re getting somewhere, and they’re a part of a team again.

SHEILAGH LITTLE, IMG STUDIOS

Let’s nurture our staff. Let’s stop and listen to them. And nurturing isn’t 

always about giving them everything they want. Sometimes it’s just about 

listening to them and helping them through whatever it is that’s happening. 

And in this pandemic, those things became super important.

DANIELLA GRAYSON, THOMSON REUTERS
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For some companies, the need to get people back to the office carries a measure 

of urgency. But the attempt to re-position the office as a creative and energising 

environment, rather than one that is corporate and costly to get to, also offers the 

potential to deploy new workplace technology solutions.

A phenomenon first described in the seventies – the Allen curve – illustrates 

how the frequency of communication falls, the farther away colleagues sit 

from each other. Now clearly collaboration software has moved on a little 

since then. But virtual meetings are transactional in nature. Whether digital 

or physical, our ability to collaborate depends on talking to each other. As we 

move to hybrid working, we’re going to have to reignite teamwork, human 

connection, serendipity, happenstance. We’re going to need help – technically 

and culturally – to sell these benefits to teams who quite fairly, would rather 

not buy that season ticket to come and sit on headphones all day.

GRACE BOSWOOD, CHANNEL 4

There is a risk that we lose what it means to work for a company like ITV, 

and to be in the media industry, and how important it is to really connect 

with our colleagues. ITV aims to be the most flexible employer in the media 

industry. And that means smart working, smart hours, smart days. And to 

accommodate this, we need a workspace that makes coming into work an 

event. It’s a place to collaborate, a place to connect, a place to re-energise 

and a place to have fun. The office is being redefined.

ZOE CARTER, ITV

GRACE BOSWOOD / CHANNEL 4
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This reappraisal of the workplace is an opportunity for media organisations to 

reconsider how they position themselves in relation to the talent they seek to attract.

The media skills gap has been well documented by the DPP in reports such as 

Working Live. But in a DPP executive summit held on the eve of the Leaders’ Briefing, 

many senior leaders described an identity crisis – particularly for well established 

media organisations – that now makes them inherently unappealing to potential 

applicants. That identity crisis comes from several years of introspection, problem 

solving, and cost-cutting in the face of shrinking margins and new competitors.

Some of our speakers described how their organisations are taking pro-active 

measures to define and communicate their culture, values, and purpose.

We knew we had to do something to become a more diverse and inclusive 

company. I’ll give you three things that I think helped us a lot. Diversity is 

not the objective, it’s about being an inclusive, representative company 

that everyone can recognise themselves in. Second, embed: allocate 

resources and budget and embed D&I in your strategy, your culture, your 

brand, and your daily operations. And last, a beautiful New Guinean proverb, 

‘information is only rumour until it is in the muscle.’

KIM KOPPENOL, RTL NEDERLAND

We are in the middle of some seismic and profound change. The pandemic 

has opened a debate on what work even means. What we will hold on to very 

tightly at A+E is our culture. We’ve always prioritised and celebrated our 

culture, and we firmly believe that it is critical to our business success. The 

next year is going to be put to the test like never before.

MATT WESTRUP, A+E NETWORKS EMEA

When I think of A+E’s culture, I think of openness, listening and 

empowerment; leadership and coaching over management; personal 

responsibility and inclusiveness. Being prepared to live our values. These are 

our aspirations and on some days we excel and other days we do fall short. 

The benefits of an attractive culture are clear: better employee brand, better 

staff retention, more diverse thinking and happier people who know they 

contribute and are heard. 

JULIE MITCHELMORE, A+E NETWORKS EMEA

James Tatam articulated an increasingly commonly stated position that the 

maintenance of fundamental business values is now so precious that they are non-

negotiable when it comes to who his company chooses to work with.

https://www.thedpp.com/insight#working-live
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No diversity, no commission. We put it right at the heart of our content 

investment strategy. If you don’t come with a diverse team and a diverse 

programme making capability, then we’re not going to commission you.

JAMES TATAM, VIACOMCBS

Some media organisations are taking pro-active moves to overcome their identify 

crisis and go in search of the new talent they need. Fundamental to this search 

is the acceptance that they are no longer looking for people who want to work in 

broadcasting, since few such people exist. Their mission is to find people with the right 

skills and aptitudes, and to convert them into broadcast experts.

We had very broadcast specific people in the past. More and more, it’s 

IT profiles that we’re now after, and we’re building the knowledge of the 

broadcast industry on top of these roles.

MAXIME CARON, CBC/RADIO-CANADA

You have to embrace the new world. These people think differently. They 

act differently. And what are we doing to address that? Here’s what I’m 

going to do. Next year I’m going to build an apprenticeship and graduate 

programme for Discovery.

SIMON FARNSWORTH, DISCOVERY INC

JULIE MITCHELMORE AND MATT WESTRUP / A+E NETWORKS EMEA
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Driving a cohesive strategy around recruitment, that emphasises the things 

that matter to new employees, like recognition, compensation, professional 

relationships, mentorships, flexible work models, and, most importantly, 

empathetic leadership – those are the key elements to being able to attract 

and retain some of the best talent out there. 

Earlier this year, we launched an aggressive hiring campaign branded ‘Win 

with RSM’. We completely overhauled our hiring practices and reimagined 

the employee value proposition with a lens on inclusion and diversity. 

And we’ve been wildly successful. We’ve filled over 150 new roles so far out of 

an applicant pool of 30,000 people. And we’ve completely reinvigorated our 

organisation as a result by embracing agility and velocity and hiring super 

impressive teams. 

PIERRE FORTIN, ROGERS SPORTS & MEDIA

PIERRE FORTIN / ROGERS SPORTS & MEDIA
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Remember when media innovation could be measured in specific technology advances: 

videotape, colour images, non-linear editing, HD, UHD, HDR, VR, and so on? 

And what did those advances do for the business? Their purpose was simply to 

enhance the experience of consuming great content. But the content itself remained 

the sole business driver.

Those days are gone. Content would be a king without a kingdom if it wasn’t placed 

in the right service offer, on the right platform, at the right price, for the right 

consumer group.

Indeed this shift in emphasis has been so strong in recent years that Cristina Gomila 

reminded us of the continuing primacy of content. 

Are we doing enough as a community to rethink, to reinvent, to bring 

freshness to the content that we provide to our customers? And this is an 

area in which we are very committed to explore, whether from a Sports 

perspective, whether from News, or whether from Entertainment. What is 

the type of content that would delight our audience, but also attract new 

audiences? And I’m thinking especially about the young.

CRISTINA GOMILA, SKY 

BUSINESS TRANSFORMATION

KEY THEME

From broadcaster to content retailer2

CRISTINA GOMILA / SKY
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We’re all tech businesses now

It is increasingly difficult, of course, to separate the technology from the business 

model within many consumer markets. And that is becoming increasingly the 

case in media also. Indeed, it is unclear how much longer reports such as this can 

meaningfully separate business transformation from technology transformation. 

What is a new streaming service first and foremost? A business or a technology 

proposition? It’s both of course.

Anshul Kapoor captured it very well:

Leaders within media and broadcasting are feeling the pressure as 

direct to consumer is a new capability for many. But what does ‘direct 

to consumer’ mean? It is much more than being able to play content on 

a variety of different devices; to really go head to head with large global 

D2C companies, to earn the attention of global audiences, you need to 

look within. Look at all aspects of your organisation – your data, your 

infrastructure, and your technology – to ensure you have the capabilities 

to scale globally, serve new markets and opportunities, and deliver 

personalised, relevant content to customers. Only when you are set up 

for success are you able to deliver the best. And, nowadays, that is what 

audiences expect.

ANSHUL KAPOOR, GOOGLE CLOUD

ANSHUL KAPOOR / GOOGLE CLOUD
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13 of our speakers (42%) addressed a topic we have categorised at a high level as 

business transformation. But if one added to this category other related high level 

themes, such as content innovation and service transformation, and sub themes such 

as streaming, monetisation, FAST (Free Ad-Supported Streaming TV) and 5G delivery, 

the occurrence would rise to 18 speakers (58%). 

Destination unknown

Most established broadcasters recognise they now need to be truly digital businesses. 

But understanding what that really means – and how you get there – is another matter.

To transform into a digitally led media and entertainment organisation is 

not as simple as forcing change down through the organisation, or creating 

change through structural reorganisation. It’s a transformation that comes 

from looking at how we address problems in a different way. Taking a new 

approach to transformation has meant learning new ways of working, that 

are more aligned to Agile methodologies, and using service design as a way 

to create the story map of what we’re working towards. It’s a journey that 

makes us uncomfortable, asking the questions why and what over and over 

again, until there is clarity around the ambiguity of the problems that we’re 

actually trying to solve. 

ZOE CARTER, ITV

ZOE CARTER / ITV
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This moment of change feels different in a number of ways. It’s not just the 

rapidity of the change, and the scale, and the widespread nature of how 

every bit of our systems feels in transition, it’s the fact that it doesn’t feel 

like we’re in the middle of a change to a new known stable place that we’ll 

all be able to settle into in the next year or 18 months. It feels like we’re 

changing to a state of permanent transition. We don’t necessarily know 

exactly what our requirement looks like.

JON ROBERTS, ITN

This reality for media companies of a constant journey, with no fixed goal or set of 

requirements, is profound for their relationships with suppliers – a theme we’ll explore 

further in our fifth key theme: partnership.

Despite the uncertainty of the destination, RTÉ has attempted to gain some control of 

its future by calculating the online traffic it will need to serve when it has finally, truly, 

become a broadband media and entertainment business in a decade’s time.

We calculated that by 2031 the amount of traffic RTÉ could be serving to 

audiences over broadband could be one and a half times the total volume  

of all internet traffic served in Ireland in 2020. That’s a big number.

Now that we’ve established this forecast, we’re designing a content 

delivery network that can deliver that volume and peak of traffic at scale 

reliably, and with at least the equivalence of broadcast quality. And of 

course, it goes without saying, to do that as cost effectively as we can. 

We’ve developed the architecture for that network. And the priority now  

for 2022 is to build it out.

RICHARD WAGHORN, RTE

RICHARD WAGHORN / RTE
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Adapting to opportunity

It may be significant that four companies that shared swift, and specific, moves into areas 

of new business opportunity, were ones renowned for fast-turnaround content creation.

Al Jazeera has been focused for some time on moving to cloud based production precisely 

so that it would have the agility to respond both to events and consumer interests.

Being able to just spin up a set of edit suites and spin up a set of solutions 

in the cloud is something we’ve found has allowed us to be much more 

dynamic, much quicker at delivery. It’s really about delivering what’s needed 

in the field, and what’s needed for our viewers, as quickly as possible. They’re 

not waiting for long development life cycles and refreshes to take place. 

GRANT FRANKLIN TOTTEN, AL JAZEERA

Prior to the pandemic News UK was staging around 200 events a year – with some of 

them at considerable scale. Lockdown shifted its activity online – and into the arms of 

increasingly sophisticated audio video production. Suddenly it can see an opportunity 

to be an experiences business.

As an events business we have increased our production capability to make 

sure that people have a good experience. But it’s not just a good experience in 

the room anymore. It also has to be an amazing experience outside the room. 

And that’s what we’re trying to do. And it’s going to be through technology 

and video that we achieve that. The great thing about events is they can 

have interactivity. When we put on a hybrid event, if you’re standing next 

to Obama, you can ask him a question. But I can go to Dave in the Shetland 

Islands, who could also ask a question. I don’t think Netflix is doing that yet. 

DAVID McLEAN, NEWS UK

DAVID McLEAN / NEWS UK



31

At PA Media, they have brought together human and artificial intelligence to 

completely redefine local journalism – in a way that would have to give pause of 

thought to any localisation provider.

Our regional customers said ‘we’re now much more interested in our own 

towns and we don’t want so much national news’. But we can’t have somebody 

in every place unless they want to pay for it – which they can’t. So our solution 

was something called RADAR, which stands for reporters and data and robots.

Essentially, we took on five data focused journalists. And they analyse all the 

great datasets released on an almost daily basis. They analyse that data to 

find interesting stories – something a robot couldn’t do. Then they write 

lots of phrases that tell the story for each line of the data: ‘this is a good 

outcome’, ‘this is better than the average’, ‘this is worse’, ‘this is the best in 

the country’. And then we push that through a natural language generation 

tool, and it produces a story right down to local authority level. So one 

reporter can produce hundreds of stories that relate directly to every one 

of the locations in the country. In the last year, the five reporters have 

produced 178,000 stories – that’s 684 stories per week per reporter.

PETE CLIFTON, PA MEDIA GROUP

This extraordinary initiative is part of a bigger move by PA Media to a data led platform 

model, providing their customers with direct access to text, video, image, and graphics 

assets, as well as real time information on PA Media’s newsgathering operation.

PETE CLIFTON / PA MEDIA GROUP
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VICE Media Group, meanwhile, has pivoted its business, in part by taking advantage of 

the revenue opportunities that come with FAST channels.

We launched our first FAST channel back in May as part of a pivot to VOD 

services and content sales alongside our flagship US linear channel. Because 

our international player operation was already leveraging full cloud play out 

with Amagi, we were able to launch very quickly on the Roku and Samsung TV 

Plus platforms in North America. Everyone is still learning how best to optimise 

FAST schedules, but it’s certainly an advantage to have a team already 

experienced with running and timing up linear channels. By fully automating 

presentation scheduling, we can now operate multiple FAST channels with a 

single experienced scheduler, plus some support with content delivery, helping 

to make the overall model extremely scalable with a worthwhile margin.

TIM BERTIOLI, VICE MEDIA GROUP

Models beyond

Much as RTÉ has begun today to plan for how media is likely to be consumed in 

ten years’ time, Rogers Sports & Media believes it needs to embrace the potential 

disruption that could come from content consumption in the metaverse.

TIM BERTIOLI AND MICHELE GAUTHIER / VICE MEDIA GROUP
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The reality is that the metaverse has been discussed for years, and it’s being 

built today. So we feel that there’s an imperative to move now. Just like the 

social media revolution is the online marketing landscape, the metaverse is 

going to represent the new frontier for online interaction.

There are many fascinating use cases, but one that really struck a chord 

for me is the notion of gamifying betting, where a user might be watching 

sporting events inside a virtual world. The player misses the goal. And so 

the user rolls back time and attempts to make the goal herself with her 

friends placing bets on the outcome. This is a very crude example – but it’s 

a powerful one. And it’s one that has us asking all sorts of questions like: are 

the gaming companies going to start bidding on sports rights?

PIERRE FORTIN, ROGERS SPORTS & MEDIA

Central to the Rogers Sports & Media view is the prediction that 5G will come to drive 

far greater consumer interaction and personalisation.

TV2 in Denmark takes a similar view that it is important to plan for the impact of 5G in 

the consumer market – even if we can’t yet be certain how it will manifest.

4G has totally changed the way that we do reporting. So there’s the story. 

If you look back ten years, and look into the early beginning of 4G, the first 

drop of the technology was unreliable. But it’s now a core part of covering 

news worldwide. And that story is the reason why we should look into 

5G technology – because where could that go in the next ten years? The 

version you have right now in your hand is just the first step.

I’m pretty sure that 5G will be the future wireless technology – the full IP 

technology that we are missing: that component that we are missing in 

going IP in production.

MORTEN BRANDSTRUP, TV2 DENMARK

MORTEN BRANDSTRUP / TV2 DENMARK
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Adde Granberg’s focus was also on the potential for fundamental disruption. But his 

attention is more on the content consumption model. He brings together two forces: 

the consumer desire easily to access content from a range of sources, and the burden 

for national broadcasters in trying to maintain their own, individual OTT services.

I’m really, really curious if anyone here doesn’t like the idea of an aggregation 

platform? How long can we go? How much money should we spend as a 

broadcaster on an OTT platform? When will the distribution aggregation 

market be better? Do I think that SVT can hold viewers from nine o’clock in 

the morning to nine o’clock in the evening in one single playlist and say, ‘Hey, I 

will aggregate the content that suits everybody in Sweden’? It’s not possible. 

So we can fix a playlist. We can put in some data. And then you can 

aggregate content from another one. If you put in a blockchain as well, you 

might have an economical transaction that works well for the rights holders. 

I think the blockchain will change this industry; 100% sure about that. I’m 

not sure it will happen next year, but probably the year after.

ADDE GRANBERG, SVT

ADDE GRANBERG / SVT
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The DPP Leaders’ Briefing was formerly known as the DPP Technology Leaders’ Briefing. 

The word technology was dropped because we felt it was too restrictive for our speakers. 

It had already become clear that the biggest strategic challenges – even for those 

working in senior technology and operations roles – weren’t necessarily technology.

As it happened, a recent global survey of over 600 technology executives from across 

all sectors – not merely media – confirmed this view. These senior leaders were asked 

to identify their greatest challenges. Their answer was clear. Their challenges lay in 

getting and motivating the right people.

Securing buy-in for investment – perhaps the greatest challenge historically – had 

become less of an issue. Project delivery, which most organisations seemed to find 

almost impossible a decade ago, had become almost insignificant. 

Perhaps the reason that investment wasn’t such a big issue is that those debates 

have been won. Market share growth and business model transformation were the 

key strategic business objectives for these leaders; and how will they be achieved 

nowadays other than with data, AI and ML, software applications, running out of the 

cloud? That’s how you understand your business, your customers and your costs, 

and increase your efficiency. And so, sure enough, when asked about spending plans, 

all these technology areas appeared on the map – along with the security needed to 

prevent a reputational catastrophe. 

Recruiting and retaining technology talent 32%

Change management 9%

Business engagement 14%

Securing executive buy-in for technology investment 3 1%

Keeping employees motivated and engaged 37%

Improving diversity and inclusion within technology function

Which two of the following are the greatest technology leadership challenges 
at your organisation?

61%

Technology project delivery 15%

TECHNOLOGY TRANSFORMATION

KEY THEME

Making it real3

Source: Tech Monitor, Technology Leaders Agenda 2021

https://techmonitor.ai/technology-leaders/people-planet-data-led-transformation-technology-leaders-agenda
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The Leaders’ Briefing didn’t conduct a survey such as this. But if we had, it seems likely 

from the themes raised by our speakers that the results would have been very similar.
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RACHEL MIDDLEWICK / PA MEDIA GROUP

Source: Tech Monitor, Technology Leaders Agenda 2021

https://techmonitor.ai/technology-leaders/people-planet-data-led-transformation-technology-leaders-agenda
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This is significant in itself, since it all adds to the view that the media sector is starting to 

have more in common with other sectors. The famously tiny broadcast industry might 

be about to grow hugely – simply by being re-categorised as video manufacturing. 

None of our speakers reported battles to persuade the business of the usefulness 

of technologies such as cloud, SaaS, AI, IP and so on – unlike back in 2018. These 

technologies are now accepted as enablers. The challenges lie in application and 

deployment. 

And this is why technology transformation does remain a key theme at the Leaders’ 

Briefing. It was a high level theme for 11 of our speakers (35%). But when technology 

transformation is broadened out to include all discussion of data, AI, global operations 

and supply chain, this proportion rises to 18 speakers (58%).

Simple is complex

Consumers expect simple and elegant content services, that, at the point of 

consumption, feel tailored to them.

Audiences are becoming more diverse, and choosing what they want to 

do. They expect media companies to understand their tastes, interests, 

desires, and provide them with content based on that. But how many have 

a data strategy that can actually understand who their users are and what 

their interests are? I think the answer would probably be not that many. But 

I think with the right data strategy, tool set and a good skilled workforce, 

you can better adapt to your audiences and what they are looking for in 

their content.

ANSHUL KAPOOR, GOOGLE CLOUD

For an aggregator such as Sky, a difficult challenge becomes still more complex, since it 

will be held responsible by the consumer not only for the quality of service around Sky’s 

content, but also around other providers’ content on the Sky platform. 

We make it simpler for the customer, but that means a lot of complexity on 

the back-end. You need to connect with the workflows of all your partners 

as you become an aggregator to them, and you take responsibility for 

doing so. So we share the responsibility on providing quality of service and 

reliability, because if a signal goes down, the customer suffers.  

CRISTINA GOMILA, SKY

Pulling the organisation together

In short, technology infrastructure and operations must be joined up, and focused 

on a common goal. The enemy of this is not technological capability, it is culture and 

organisation. Seven of our speakers referenced the need to break down silos – and to 

generate the information required for a business to deliver to a common purpose.
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Silos are one of the worst cancers that exist in organisations; they just 

don’t allow communication. They get people to feel powerful in their own 

vertical. But actually they’re not – because in reality they would be more 

powerful across verticals. And that’s a conscious choice we made in our 

data strategy: to break silos, to measure data with one single method, and 

one single tool. We have one single platform to read what users do – if they 

give us consent – and to report on it. And we built a 360-degree customer 

profile in order to make sure to maximise the value back to the user – which 

also maximises value back to our advertisers, and us.

GIOVANNI PICCIRILLI, RTL NEDERLAND

Interestingly, ZDF’s Robert Amlung argued that by its nature, cloud requires different 

organisational structures for media organisations.

Given the new ways of doing things once you have software as a service 

and you are doing things in the cloud, you have to change your hierarchy 

and reorganise. 

Cloud services are agile – they change, and they keep changing. So, will 

you change your hierarchies every half year or year? You need something 

that is much more flexible, and much more adaptable to all these new 

ways of doing things.

KIM KOPPENOL AND GIOVANNI PICCIRILLI / RTL NEDERLAND
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What we ended up with is a concept of virtual operating teams that are a 

bit independent of the hierarchical structure. They are role based, and we 

bring together people from different parts of the siloed structure that we 

still have, and they work together on a given project or service. It is a very 

important change.

ROBERT AMLUNG, ZDF

At Sony Pictures it is about trying to separate individual workflows from the overall 

processes required by the business.

When we look at process versus workflow, these terms often clash, because 

you tend to look at a workflow as an individual small piece that maybe 

one person is running, and in which they find a lot of pride. And what ends 

up happening is you’re not taking a step back and looking at the overall 

process, and what that means: how do the finance teams, or operations, 

or strategy, or technology, come into play? You need to take a system 

approach, versus individual areas.

GREG GEIER, SONY PICTURES ENTERTAINMENT

Right-scaling

This attempt to achieve organisational cohesion is also reflected in one of the 

major themes of technology transformation: the focus on the scaling of technical 

infrastructure.

I don’t see moving our supply chain to the cloud as a goal in and of itself, 

but really just a necessary step in facilitating what comes next, We’re on 

a bigger journey to 10x our media processing to change what we do to 

increase our throughput and capacity by 10x. And that kind of transformation 

doesn’t just happen by accident, or by adopting the cloud. It takes some 

huge shifts, both in terms of the technology and the culture that we build 

within our organisation. So while we’ve gotten some glimpses of what that 

transformation looks like, I think that this year is really the year we’re going to 

start to turn the corner and to take advantage of all the groundwork that’s 

been laid moving to the cloud so far, to further that 10x transformation.

DAVID KLEE, A+E NETWORKS

We face an ever increasing demand for storage, compute power to process 

and store data, and networks capable of moving this data around. This is 

supersizing at a scale that RTÉ has not been used to. And the challenge for 

us is how to achieve this in a supportable and sustainable manner. And I use 

sustainable here in the financial, economic and environmental context.

RICHARD WAGHORN, RTÉ
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TV2 has an ambition to become the go to place where the Norwegian 

population can go and find any kind of Norwegian sports. This means we 

need to handle higher volumes at much lower cost to make this sustainable. 

So this means we are looking into our workflows and our tools to try to 

standardise and automate. We are building efficient and automated video 

processing in the cloud with the monitoring and fault handling. We are 

exploring the use of AI and of course using integrations for data import and 

data rich enrichments.

THOMAS MILFORD, TV2 NORWAY

It’s not that we don’t have great technology. The trouble is, we have it 

several times over doing slightly different things. So my first job is: fewer, 

more interoperable solutions. I want our ecosystem to be more flexible. I 

want tools that we might have designed in one neck of the woods, such as 

news, to stretch into sport – and we already have lots of great examples 

of this. We have taken some big bets on great stuff, so how do we stitch 

that together? And actually – even harder – how do we sunset some of the 

numerous things we’ve already built? We will look at what that supply chain 

will be for us, and it will require change.

SINEAD GREENAWAY, BBC

SINEAD GREENAWAY / BBC
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Global effectiveness

For the global providers, this cohesiveness has to operate successfully across continents.

We have teams that are running 24/7 global systems that are interacting with 

people all over the globe, every single day. What we want to make sure is that 

as those systems roll out they work for everybody. It’s a translation, not from 

a language standpoint, but from an interaction standpoint, because as we all 

begin to expand more, that global perspective will be everywhere, with every 

person in each of our organisations. And if we don’t start to think about it 

now, we’ll have to deal with the consequences later.

CAROLINE BROWN, WARNERMEDIA

We have made huge strides in connecting our workflows and content 

metadata underpinned by the rollout of our VICE Media Group Production 

Management System globally. What this means is that when we greenlight a 

production, we generate placeholders in all of our systems. From there, our 

production and post production teams can build a schedule and book the 

required resources. Once that schedule is confirmed, we then have a delivery 

date, which can be used not only for planning, publishing, and linear broadcast 

dates, but – as the content now has an available-from date – also in our rights 

management system. Our sales team can start to include it in new and future 

deals. So this occurs all before a single frame has even been captured.

MICHELE GAUTHIER, VICE MEDIA GROUP

CAROLINE BROWN / WARNERMEDIA
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Data fuel

29% of all speakers referenced the importance of data. PA Media is a good example of a 

company that has taken control of its business destiny by taking control of its data.

Two years ago, we developed a proprietorial platform called Explore and 

we’ve been actively migrating all our users and customers onto it ever since. 

And we also started to assemble a pod of talent from different parts of the 

business to develop our data strategy. This group have identified a vendor 

called Ezyinsight that’s allowed us to track all the content in digital and print 

so that we can actually quantify where our content has been used. And that’s 

been a complete game changer for us. We’ve used it to hone the content 

strategy from within the newsroom. And what we’re now working on is linking 

all of that data back to Salesforce so that we can understand from an end to 

end perspective, how our customers are using the content at a sector level, 

at a business level and a business strategy level. So we’re going to be sitting 

on a reservoir of information and insight, that’s going to be fundamentally 

important both to us and our customers.

RACHEL MIDDLEWICK, PA MEDIA GROUP

Dave Klee however stood out for a different presentation of a data lake – one which 

overturned the axiom ‘rubbish in, rubbish out.’

In keeping with the current emphasis on environmentalism his message was more 

‘bring in your rubbish, and we’ll recycle it.’

It’s metadata that is the fuel for automation; good metadata can make 

automation possible. And bad metadata can make automation impossible. So 

what we have built so far looks a little bit like a metadata lake. We’re capturing 

metadata in whatever format we can, from any system from any vendor that 

might have something useful to say about our assets, be that internal enterprise 

systems or external partners that might have some text or XML or CSV, or JSON 

data. I call it our Lazarus approach after the author of the poem for the Statue of 

Liberty: bring us your tired, your poor, your desperate metadata. 

While this approach has allowed us to move incredibly fast, we’ve found that 

it produces good raw material for our automation – not fuel. We need to 

refine it. We need to transform it to make it more consistent, accurate and 

complete to be the fuel we need to really drive automated processes.

DAVE KLEE, A+E NETWORKS
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Nothing spoke to the reality of cybercrime like the fact Del Parks, CTO of Sinclair 

Broadcast Group was unable to attend the Leaders’ Briefing in person because he was 

dealing with the effects of a recent ransomware attack. 

We had backups, we had we pretty much taken all of the advice of our 

security folks. But even though you take precautions it only takes one threat 

actor, to be successful one time. We have to be successful thousands of 

times, trying to mitigate that threat. Once ransomware is injected into your 

company, it spreads like wildfire.

Currently, we use the public cloud to run our digital networks, And what’s 

interesting is that throughout this security event, they were untouched. 

Operating out of the cloud, they were untouched.

DEL PARKS, SINCLAIR BROADCAST GROUP

When the world went online in the spring of 2020, so did the cyber criminals. The 

numbers relating to attacks on media companies are truly eye widening.

Simon Farnsworth described a “cybersecurity tsunami” with Discovery facing 

“20,000 hacks a day.” 

Sinead Greenaway reports the BBC has to fight off even more attacks: “We face as 

many issues each day as Microsoft, my CISO tells me.”

Security was a top three theme for five of our speakers (16%). But when themes of 

resilience and piracy are added, along with security as a sub theme, the total rises to 

eleven speakers (35%). 

Two of our speakers shared practical advice on how to mitigate the security risk.

The first was Maxime Caron – though he first emphasised that security today is about 

more than just cyber attacks.

Every project that we face these days, has security at the top of the list. And 

I’m not just talking information security, I’m talking about security overall. 

We’re having a lot of discussions about the physical security of our buildings, 

the physical and digital security of our journalists. The past year has been 

very challenging in terms of them receiving threats, online, and physically. 

But when CBC Radio-Canada moved to its new facility in Montreal, it was an 

opportunity to improve security by design.

SECURITY

KEY THEME

A numbers game4
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Before we even started putting on paper how we would architect this 

building, one of the first exercises that my team did was to look at the 

criticality of systems from a business point of view. We talked about what 

was the business risk of each one of these systems. And which systems did 

we not want to fail at the same time? So we rated them in terms of how 

critical they were. And from the onset, this became the foundation of how we 

designed and architected everything. So when we talked about security, we 

always go back to this business risk of how we separate and segment things. 

MAXIME CARON, CBC RADIO-CANADA

Even before the pandemic CBC Radio-Canada was committed to a distributed working 

policy, with the user technology to enable it. 

We basically went with the same approach as when you deploy cloud: a zero 

trust approach. So every device has to be secure on its own – especially the 

control aspects when it comes to an IP device. If you’re able to control that 

device with just the default password or any non secure information, that 

becomes a big risk. So we looked at every device that transports media, 

audio, video, anything like that. We had an inventory of 100 different devices. 

So we tested all these devices for vulnerability. At the end, we came up with 

1,200 vulnerabilities that we need to address. So we started working with 

vendors to address these things. 

MAXIME CARON, CBC RADIO-CANADA

CBC Radio-Canada’s ambition now is that industry best practice is established for 

minimum device security requirements, so that there is an understanding with 

vendors from day one.

A/V TEAM
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Richard Friedel, at FOX Television Stations, has been undertaking a similar audit. 

The biggest thing we’ve had problems with is password hygiene. People 

share passwords, we all know this. There are also tonnes of default 

passwords on equipment we buy. Everybody knows that too. What I didn’t 

know until more recently is every one of those default passwords you can 

find online. What we’ve done to solve the challenge is to give everyone a 

password manager. You get it, you can take it home, it’s yours. There’s a 

company portion, and there’s a personal portion – up to six members of 

your family get to use it. And we’re rolling it out across the whole station 

group. And we’re doing that by literally hand holding: a person goes out to 

whoever the employee is and says ‘I’m going to help you do it.’ 

RICHARD FRIEDEL, FOX TELEVISION STATIONS

The key take away for Richard Friedel is to involve everyone.

You have to get every department in the business involved in what the plan 

is going to be – because everybody is related. The engineers don’t actually 

know how every part of the business works, right? We don’t know all the 

workflows that are buried in sales and so on. We really learned a lot dragging 

all those people into a meeting and putting stuff together.

RICHARD FRIEDEL, FOX TELEVISION STATIONS

RICHARD FRIEDEL / FOX TELEVISION STATIONS
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Although only two of our speakers made partnership one of their key themes, three 

others chose to foreground supplier relationships. And once we include mention of 

partnership and supplier relationships as sub themes, suddenly 13 speakers (42%) 

touched upon collaborative working.

But why would we chose to make discussion of supplier relationships synonymous with 

partnership? After all the Leaders’ Briefing has historically been a place for tough love 

when it comes to how customers have chosen to address their vendors.

That tone changed markedly this year. The reason may sit with the common experience 

of working through lock down. After all, most of the themes around workforce and 

wellbeing discussed earlier in this report could just as easily be applied to the supplier 

community as to their customers.

Simon Farnsworth set the tone, with this empathic message.

The last 20 months have been brutal for the media industry supply chain. 

Brutal. Every person who’s in on my side of the fence, you got into COVID, 

and literally two seconds later, the phone went from the CFO. ‘Stop capex. 

Stop paying the suppliers; hold as much cash as you can. We don’t know 

what’s going to happen to subscribers, we don’t know what’s going to 

happen to the advertising market’.

But also, let me just define what I mean by the supply chain: video centric 

hardware suppliers, video centric software suppliers. And often those 

companies are quite niche. And in the last two months, I’ve had to deal with 

a couple of companies in distress. That’s awful. Companies phone up and 

say, we’re going to have to stop your services by the end of the year, unless 

we find a way to get more money into this business. And imagine what those 

employees are going through. So let me be clear, this is not good for anyone. 

It’s not good for the buyers. It’s not good for the sellers. It’s not good for the 

staff on both sides of the equation.

SIMON FARNSWORTH, DISCOVERY INC

The ties that are unbound

The paradox of partnership is that it works best when neither party is too tightly tied 

to the other. The end user motto of ‘buy-in, not lock-in’ remains as strong as ever.

PARTNERSHIP

KEY THEME

Uncertainty shared is uncertainty halved5
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Innovation is definitely ingrained in our culture. So in order to stay focused 

on innovation, we believe that we need an architecture and an infrastructure 

and back-end solutions that can support this. Not just the customer facing 

innovation, but also more internal automation, integrations, efficient work 

processes. And we need this architecture to provide us with the flexibility to 

experiment – to do proof of concepts, to do minimum viable products. So 

when we are buying software or hardware, we want to get things as building 

blocks and modules. We are looking for flexible data models and interfaces; 

we are looking for possibilities for self provisioning, and data portability. We 

really want to own our own architecture. And we would like to avoid platform 

stickiness, if possible. We want to have exit strategies.

THOMAS MILFORD, TV2 NORWAY

We want vendors not to try to do lock in. I don’t want vendors to say, ‘you 

can have it all, but you have to have it all from me’, because the truth is, 

everyone’s got different parts of the jigsaw which are better. I used to be 

able to choose one replay vendor or a different vision mixer vendor or a 

different sound vendor, and I could chop and change, This is the model 

we must have in the cloud: interoperability with microservices for each of 

these things running properly, with low latency and properly interoperable. 

It’s critical. And it’s really exciting. If you see the opportunity, you won’t be 

scared to develop in that way. And that’s what I’m asking for.

ANDY BEALE, BT SPORT

THOMAS MILFORD / TV2 NORWAY
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Adde Granberg, meanwhile, provided a characteristically fresh take on a different 

kind of lock-in: one in which a content company gets locked in to its own in-house 

development. He sees the addiction to self-build, and the lack of awareness of third 

party solutions as a mortal risk to a broadcaster of limited means.

During COVID, we started to develop more things in-house than ever 

before. We are thinking that we are really unique. And I’m really curious 

from a vendor perspective: how should I get my enormous agile team to be 

interested in what every one of you can get into my company and help me 

with? I’m not sure that my teams are really curious to get your help either. 

Because it’s an enormous team that would like to build. I’m really afraid in 

the upcoming years that I will have a legacy of a lot of development that 

really doesn’t work into the future. And I really need to lock in my people 

now, instead of vendors! 

ADDE GRANBERG, SVT

Accepting uncertainty

A distinctive message for 2021, however, is for vendors to embrace the sense of 

uncertainty felt by customers: to help them design for agility rather than an end 

state – since there is no longer an end state. 

In twelve months’ time, we will have a nicely established 2110 news 

production system with all the capability of a really flexible, powerful 

system. And we’ll also have a world of virtualised cloud based tools, pop up 

experiences, and new dynamic requirements. But what we’re missing at 

the moment, is the world where they neatly come together. We know we 

want to be able to move our media around those spaces. We also want to 

be able to move our broadcast comms around. And at the moment, they 

very much feel they sit apart. And so this is an appeal for further discussion. 

We’re really interested in speaking to vendors and partners who can help us 

understand the best way to merge these two growing parts of our business.

JON ROBERTS, ITN

David McLean from News UK gave a similar message of the need for vendors to 

respond to the newly emerging, mixed environments in which his business is now 

creating content, and to recognise the mutual opportunity.

There’s lots of things that are going to collide in future, whether that’s 

OTT distribution, whether it’s us producing our events and putting them 

out on TV – all these things are colliding and coming into one space. The 

world is our oyster.

DAVID McLEAN, NEWS UK
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But while these two companies spoke of the opportunity offered by new, agile forms 

of content creation, Jon Roberts’ concern about how to leverage broadcast grade 2110 

infrastructure was echoed by Andy Beale

If I look at the amount of work and the money we’ve spent in the last twelve 

months and the pain, the tears that I’ve seen in the engineers faces as 

they’ve gone through putting this infrastructure in? Has it actually bought 

the business benefit? Has it reduced my cost base and reduced headcount? 

No. Have our audiences seen any tangible difference or benefit to their sport 

content consumption. No. So is this really such an exciting benefit? Has 

this really moved us forward? We had to spend the money, we had to do the 

project, but it hasn’t really bought any tangible business benefit, which is 

actually really frustrating when I want to put my money on screen and bring 

that experience to customers.

ANDY BEALE, BT SPORT

The message appears to be that at a time when agility and value are everything, 

vendors and technologies rooted in broadcast often seem more constraining than 

those born in the cloud.

At NRK, the uncertainty of the market is compounded by the uncertainty generated by 

a major location move, due in several years’ time. But Aditi Pandey’s appeal to suppliers 

is to embrace that uncertainty, and to back their ability to collaborate, rather than to 

guess the future.

ANDY BEALE / BT SPORT
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We are in a transitional phase. So what would help us to work together, 

to collaborate more , would be to run proof of concepts, where we are 

experimenting with models. So it’s very important not to predict what’s 

going to happen in the next seven years, but rather to take it step by step 

and enable us to do what we want. We want to work with vendors, we’re 

open to collaborating, we’re open to saying, ‘Okay, this is what we can work 

with you on and we can achieve with you,’ and then building upon success.

ADITI PANDEY, NRK

It is significant that Greg Geier from Sony Pictures Entertainment – a very different 

company, from a different continent – speaks in strikingly similar language.

If we’re able to outline our process and go from end to end, it’s really about 

setting ourselves up to partner with some of the folks out there, and 

allowing them in to help solve our problems versus them guessing our 

problems. And I think that’s been a little bit more of the traditional approach 

at times where you throw a problem out there, and you say, ‘Hey, can you fix 

this for me?’ but you don’t give all the context. I think we’re running into a 

world where context is now going to be as important as showing people the 

nuts and bolts of the workflow that you’re trying to solve.

GREG GEIER, SONY PICTURES ENTERTAINMENT

ADITI PANDEY / NRK
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Customer partnerships

A good prediction for the Leaders’ Briefing of 2022 or 2023 would be that we start to 

hear more about partnerships between content companies. It was already beginning 

to emerge as a theme this year.

The collaboration between organisations where we can really start to build 

some efficiencies into the supply chain is going to be very important. A+E 

built a cloud to cloud transfer process with Discovery last year, that enabled 

us to help send a large volume of content for the launch of Discovery plus. 

This would have taken us 30 to 60 days of manual labour, but we built 

up some automation processes, working with the engineering teams at 

Discovery, and we were able to get that content sent over in roughly one 

day. We’re now trying to repeat that process of cloud to cloud transfers and 

do versions of that with many other partners. 

DAVID KLEE, A+E NETWORKS

Working with DAZN we secured the rights for the UEFA Women’s Champions 

League. But it wasn’t just about doing the deal with UEFA: we continue to 

work with DAZN on marketing, on PR, on sales – we’ve just done a big deal 

with Adidas – which means that financially this is an interesting opportunity 

for DAZN. But it’s also a way of making sure that an underserved sport, 

women’s football, and an underserved audience gets the kind of YouTube 

power and visibility and audience and financial support that it deserves.

TOMOS GRACE, YOUTUBE

Grace Boswood provides the perfect final word on the potential for collaboration 

across the industry – with both fellow customers and suppliers.

Let’s work together, ally around our infrastructure, work towards simplicity 

and conversion and sell a vision of the future that if done right, will increase 

our service level, reduce cost, mean a little less weekend working and bring 

a future where hopefully we could spend less advertising dollars on delivery.

GRACE BOSWOOD, CHANNEL 4



52

CONCLUSION 
HISTORY IN THE MAKING

When the pandemic began in 2020, we thought we were experiencing an event. 

At the Leaders’ Briefing in 2020 companies quite rightly congratulated themselves – 

and particularly their workforce – on responding to the crisis. The case for cloud had 

been proved. Business change had been accelerated. It had been intense, but they had 

emerged in remarkably good shape.

But what happened next was rather like those action movies where our heroes fight 

their way out of the jungle, only to turn around and see an endless savannah – with no 

roads or pathways, and plenty of wild beasts. Their adventure has only just begun.

This isn’t simply about the pandemic lasting longer than expected. This isn’t about 

further waves, variants, or lockdowns. Nor is it about a post-pandemic world, a new 

normal, or any other motto.

COVID wasn’t an event. It will come to be seen as a marker for an historical moment. 

And historical moments tend to last for years. 
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Here we have dubbed that moment the Decade of Doubt. The future will assign its own 

label – and its historians will list COVID as a causal factor for something much bigger, 

much more profound, and already in train when Wuhan entered global consciousness. 

We have talked a lot in the DPP about the move from broadcast to video – about the 

media industry becoming part of a bigger and broader consumer market, requiring 

technologies, trends and talents that come from other sectors.

This historical moment will prove a key component in this coming of age. 

Companies that judge this extraordinarily complex period well will emerge energised 

and emboldened. And that includes media companies. 

In Leaders’ Briefings to come we’ll see the course they chose to chart across that 

savannah.
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About the DPP

The DPP is the media industry’s business network. It is a not-for-profit company with 

an international membership that spans the whole media supply chain, covering global 

technology companies, production companies, digital agencies, suppliers, service providers, 

post production facilities, online platforms, broadcasters, distributors and not-for-profit 

organisations. The DPP harnesses the collective intelligence of its membership to generate 

insight, enable change and create market opportunities. For more information, or to enquire 

about membership visit thedpp.com.

About Brightcove

Brightcove creates the world’s most reliable, scalable, and secure video solutions to build 

a greater connection between companies and their audiences. With two Technology and 

Engineering Emmy® Awards for innovation, uptime that consistently leads the industry, 

and unmatched scalability, we continuously push the boundaries of what video can do.

http://www.thedpp.com

