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PURPOSE

As more viewers demand TV-like experiences on all their 
connected devices, today’s broadcasters are racing to become 
the Broadcaster of Tomorrow. It’s the only way to survive and 
even thrive in what will soon become a digital-first era. Luckily, 
the process only takes five easy steps.
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INTRODUCTION
A growing number of viewers are choosing to watch more TV online. 
Compared to a year earlier, in Q4 2014 TV Everywhere ad views 
increased by an eye-popping 591 percent.1 And by 2020, U.S. online 
video revenues are projected to jump from $6.42 billion to $8.96 billion.2

Although it’s declining, traditional TV viewing still drives the bulk of all 
broadcast revenues from ads and licensing fees. And while millions of 
new mobile phones, tablets and game consoles are sold every quarter, 
today’s broadcasters have business models to protect and partner 
obligations to meet.

So how does a broadcaster prepare for this new online world of 
tomorrow?

The Broadcaster of Tomorrow needs to reach online viewers 
on any device, anytime, anywhere. But making the transition to 
online distribution from terrestrial, satellite and cable TV is more 
complicated than anyone realized.

The mix of vendors and technologies is unwieldy and getting worse. 
Every new mobile device, screen size, software update and gaming 
system that hits the market compounds this complexity.

In addition, costs are skyrocketing for hardware, software, storage 
and technical talent to do video encoding, ad insertion, systems 
integration and internet delivery.

Luckily, a few broadcasters are transitioning to tomorrow more easily 
than others. Through interviews and research, we have uncovered the 
key factors to their successful transition.

We found that these executives know that “less is more” when it comes 
to streaming video file formats. They’ve found a way to minimize 
complexity, streamline workflows, deliver a TV-like viewing experience, 
protect existing cash flows and create opportunities for new revenue. 

In this paper, we’ll show you the five steps any broadcaster can follow 
to successfully become a Broadcaster of Tomorrow. 

1 TV Everywhere Ad Views Jump 591% in Q4: Freewheel, MultiChannel News, 
 24 Feb 2015, retrieved April 7, 2015 from http://www.multichannel.com/news/tv 
 everywhere/tv-everywhere-ad-views-jump-591-q4-freewheel/388301

2 IPTV subscriptions to double by 2020, Informitv.com, 20 July 2014, retrieved April 7, 
 2015 from https://informitv.com/2014/07/20/iptv-subscriptions-to-double-by-2020/ 
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STEP 1: EXTEND YOUR WORKFLOW
The first step to the future is to extend your 
existing content preparation and delivery 
workflows to support online streaming video 
on every available device, quickly and easily.

TODAY’S BROADCASTING CHALLENGES
Today’s consumers want it all: fresh, premium, multichannel 
entertainment they can view from any device at any 
time. And they demand broadcast-quality video on every 
connected device instantly. 

For broadcasters, it’s difficult to support every device, 
screen size, resolution and software update. Almost every 
major new product release requires adding steps and 
systems to an already complicated online video workflow.

Android alone has six different platform versions and 
nearly 19,000 distinct phone and tablet models. Imagine 
the headaches involved with addressing the encoding, asset 
management and digital protection requirements for such 
a broad array of endpoints. 

As shown in Figure 1, the traditional online video workflow 
requires expensive encoding hardware, specialized 
software and massive storage. Costs for every item, plus 
the technical staff to operate them, are skyrocketing.

The truth is that no one vendor can solve the problem of 
traditional workflows. So, broadcasters are forced to 
devote further resources to find, manage and coordinate 
multiple vendors. A complex mix of vendors early in the 
workflow leads to exponential complexity later on. For 
example, fragmentation of encoding formats leads to 
fragmented analytics, which demand further efforts to 
compile intelligible results. 

Today’s broadcasters juggle too many files, too many 
formats and too many vendors. In short, the workflow of 
today is unworkable.

WHAT’S NEEDED
The Broadcaster of Tomorrow needs to reduce the complexity 
and shrink the costs of online video workflows. He needs a 
faster, simpler way to support new devices – a way to transform 
every new connected device from a burden to an opportunity.

The ideal answer is one uniform file format with a single 
encoding scheme that works across all platforms and 
devices. This dramatically eliminates duplication of efforts, 
streamlines workflows, reduces the number of outside 
services, and saves costs. 
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FIGURE 1 The traditional online video workflow
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THE VERIZON SOLUTION
Enter Verizon’s Video Lifecycle Solution, which creates a single streaming video file format that runs on any connected 
device. Whenever a new device or screen size is released, Verizon ensures compatibility; all existing media assets will play 
on that new device without further encoding. 

As shown in Figure 2, this removes a vast amount of complexity.

FIGURE 2 Workflow Streamlined With Verizon’s Video Lifecycle Solution

The massive costs and infrastructure for encoding hardware, software and storage can be slimmed down. Asset 
management efforts can be reduced by up to 90 percent. One consistent copy protection scheme can be applied to all 
assets distributed online. And all workflow steps can be managed by a single partner, Verizon, which dramatically reduces 
vendor management.

For the business-minded broadcaster, this approach changes your perspective on the proliferation of devices. No longer 
does the introduction of a new device become onerous and costly to support; new devices now become an opportunity to 
gain customers and drive additional revenues without reducing your ROI.

With Verizon, new devices are opportunities for revenue, not new costs to carry.

FROM TODAY TO TOMORROW
Today’s workflow for online video is complex and unsustainable, with massive duplication of effort. Verizon can streamline 
your online workflow to remove complexity, save costs and make it easy to support new devices quickly. 
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STEP 2: INTEGRATE EXISTING SYSTEMS
The second step for the Broadcaster of 
Tomorrow is to integrate existing broadcast 
systems and relationships with the online 
world easily and cost-effectively.

TODAY’S BROADCASTING CHALLENGES
Broadcasters already face a tough choice. They must 
preserve their existing infrastructure and maintain their 
standing partnerships with affiliates. But at the same 
time, they must stake out a position in the online world and 
capture new opportunities. 

However, balancing the present with the future is painfully 
expensive, both for national broadcasters and local affiliates.

For national broadcasters to connect traditional TV with 
the online world, they must make capital expenditures 
in hardware, software and storage. And they must hire 
additional staff. 

For local affiliates, the situation is even harder. To produce 
an affiliate Over-the-Top (OTT) broadcast, local stations 
face the same stiff costs for hardware, software and staff. 
But all this must be funded from a small local audience with 
limited revenue potential. 

Another concern is ad insertion by local affiliates. 
Preserving ad insertion rules from the broadcast world and 
applying them online can be tedious and error-prone, often 
resulting in vast duplication of efforts, equipment and 
scheduling software. All this drains revenue and can even 
threaten the viability of local affiliates.

WHAT’S NEEDED
The Broadcaster of Tomorrow requires a cost-effective way 
to integrate and automate broadcast systems to support 
both traditional and online distribution. Ideally, this won’t 
involve sinking vast resources into equipment or new hires 
to operate it. 

The Broadcaster of Tomorrow also needs to lift the burden 
of cost and complexity from local affiliates to find a 
sustainable balance between costs and revenues.

THE VERIZON SOLUTION
As shown in Figure 3, Verizon TRANSLATE bridges the gap 
between the traditional and online worlds. TRANSLATE 
ingests information from broadcast traffic and scheduling 
systems to help simplify how, where and when content can 
be shown online for single-feed cable networks, broadcast 
networks and local affiliate channels. 

This streamlines the process for scheduling content and 
inserting local and regional ads according to specific 
programming rules. This can also open up new revenue 
opportunities for local ad sales, sponsorships or event 
coverage that were never before feasible. 

Verizon ACQUIRE uses commodity hardware like a laptop 
or PC to capture content output from a broadcast playout 
system and encode it to a single format for distribution. 
This simplified approach can remove millions of dollars in 
expenses, making both national and local affiliate offerings 
profitable in ways not possible before.
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FIGURE 3 Verizon TRANSLATE Bridges Broadcast And Online Worlds
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STEP 3: PREPARE FOR SCALE
The third step to becoming the Broadcaster of 
Tomorrow is to deliver a TV-like experience to 
online viewers anytime, anywhere.

TODAY’S BROADCASTING CHALLENGES
Broadcasters have a demanding audience to please. As 
consumers spend more time viewing online video, their 
tolerance for poor quality drops. A recent analysis of 45 
billion streams cites buffering, stalls and video start 
failures as common causes of lost viewers.3

Whether for live, linear or on-demand, broadcasters must 
sink extra time and effort into delivering the same quality 
experience on the internet as on traditional TV. But viewing 
spikes, internet traffic jams and antiquated Domain Name 
Service (DNS) resolution often disrupts the online experience. 

An effective content delivery network (CDN) can help 
deliver streaming video faster. But broadcasters must be 
wary of misconceptions. 

For instance, some CDN vendors confuse the shortest 
geographic route with the fastest arrival time. Legacy CDNs 
install many servers in every large city, claiming this gives 
them the fastest delivery. 

While that may have been true 20 years ago, today’s 
next-generation CDNs include optimization software that 
automatically detects the fastest route, which is often not 
the shortest.

WHAT’S NEEDED
The Broadcaster of Tomorrow needs a proven content 
delivery partner that can effectively reduce latency, minimize 
buffering and deliver a smooth TV-like viewing experience.

The Broadcaster of Tomorrow knows that geographic 
proximity to viewers does not mean faster delivery. Rather 
than simply install servers in every city, today’s newer CDNs 
choose more strategic locations where they install hundreds 
of servers. The Broadcaster of Tomorrow appreciates that 
this newer, smarter architecture yields a faster, more efficient 
way to deliver streaming video.

3 2014 Viewer Experience Report, Conviva, retrieved April 7, 2015 from 
 http://www.conviva.com/reports/2014_Viewer_Experience_Report.pdf 
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THE VERIZON SOLUTION
Verizon DELIVER finds the speediest way to stream online video to viewers anytime, anywhere.

As shown in Figure 4, its smart architecture places Super PoPs (points of presence) deep into the most 
strategic network interconnect points, with each server optimized to peer with as many other networks as 
possible.

What’s more, DELIVER runs on top of one of the world’s largest, most connected networks from Verizon, 
with 100+ million wireless subscribers, 7+ million households served by fiber optics (FiOS), and thousands of 
interconnection agreements with last-mile networks around the world.

Results validate this approach. Verizon outperforms competing CDNs by 33 percent to 45 percent on the key 
video quality metrics, such as average bitrate, rebuffering ratio and stream startup time. This means less 
buffering, fewer stalls and minimal startup fails of your online video streams.

FROM TODAY TO TOMORROW
Today’s HD video cannot be streamed on yesterday’s technology. Verizon’s next-generation CDN ensures great- 
quality viewing experiences anytime, anywhere, on any device.
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STEP 4: PLAN FOR REVENUE
The fourth step for the Broadcaster of 
Tomorrow is to find a way to generate meaningful 
revenues from online video services. 

TODAY’S BROADCASTING CHALLENGES
Although online distribution is still in the early stages as 
a revenue-generating business, online viewing is already 
threatening traditional revenue streams. 

“Make no mistake,” says one industry analyst, “the disruption 
of television has arrived.” 4

Online advertising can look noticeably different from 
programming, with mismatched resolutions, letterboxing 
or a lag before ads start to roll. These discrepancies create 
a disruptive experience that lowers completion rates and 
undermines the perceived value of online ads. This often 
results in much lower costs per mile (CPMs) for online ads 
than for ads on traditional TV.

Another issue is that broadcasters can’t simply map revenue 
models from traditional cable providers to an online 
offering. Broadcasters do not traditionally have a one-
to-one business relationship with viewers, so they often 
lack the infrastructure needed to manage users, create 
subscription packages or collect payments for rentals.

4 The Disruption of Cable Television Has Arrived, Buyside Notes blog, 2 April 2014, 
 retrieved April 7, 2015 from http://buysidenotes.com/2014/04/02/the-disruption- 
 of-cable-television-has-arrived/ 

5 Quality Boosts Revenues for OTT Providers, TV Technology, June 2013, 
 retrieved April 7, 2015 from http://www.tvtechnology.com/cable-satellite- 
 iptv/0149/quality-boosts-revenues-for-ott-providers/236824

WHAT’S NEEDED
For the Broadcaster of Tomorrow, generating significant 
online revenue is a must-do. Viewers demand that all online 
ads must play at the same quality as content, on any device 
or screen size, with no lag time. 

This can pay off. One recent study projected that eliminating 
buffering and improving quality across devices could boost 
online revenues by $3 million for every 10 million views. 5

Another key advantage: Due to the personal nature of the 
devices used, online services afford broadcasters much 
more insight into who’s watching their content. Within the 
boundaries of approved policies and terms, online viewers 
are often easier to target, and conversions are easier to 
track. This means that rates for highly targeted ads in 
certain online content can be even higher than traditional 
broadcast CPMs. 

The Broadcaster of Tomorrow must expand beyond 
advertising to explore new online business models. The 
partner broadcasters choose should support the full 
spectrum of subscriptions, rentals and purchases from a 
single flexible and efficient administrative interface. 
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THE VERIZON SOLUTION
As shown in Figure 5, Verizon ADVERTISE enables server-
side ad insertion and supports a TV-like viewing experience 
for all online ads and programming. This approach is 
significantly faster and simpler than the alternative, client-
side ad insertion. With client-side insertion, long ad breaks, 
blank screens and delays between content and ads are 
annoyances that viewers must deal with. Server-side ad 
insertion opens the door to targeted online ads that deliver 
significant added value to advertisers.

Why is this important? With client-side ad insertion, when 
a viewer comes to an ad break, the code pauses playback, 
goes and talks with a third-party ad server, downloads 
those ads locally to the device, fires up a new video player 
to present those new ads, and resumes playback on the 
original player when (or if) the ad is finished. All of these 
moving pieces introduce multiple points of failure and result 
in a poor viewing experience. 

With server-side ad insertion, all of that back and forth 
happens between the back-end and the ad server. Viewers 
get to watch a stream of video that just happens to have 
ads in it. That way, there’s never any buffering. There’s a 
consistent quality experience across the ads, and there’s 
no option for it to fail and get stuck in an ad break forever. 
Much like the normal ad-viewing experience on a TV set.

Another plus for server-side ad insertion is from an app 
development perspective. Your developers will no longer 
have to write code for every platform. It just works. 

In addition to preserving existing advertising revenue, 
online broadcasting opens up new opportunities to have 
a direct relationship with viewers like you’ve never had 
before. Verizon PRESENT provides a comprehensive user 
management and commerce system fully integrated with 
the content preparation and distribution workflows in the 
Verizon Video Lifecycle Solution. This enables broadcasters 
to test and deploy new business models for direct-to-
consumer sales, including monthly subscriptions, season 
passes and other novel transactions.

FROM TODAY TO TOMORROW
Generating revenue is no longer a would-be-nice, it’s a must-
do. To boost online revenues, the Verizon Video Lifecycle 
Solution delivers seamless TV-like streaming of all ads and 
supports new business models that go beyond anything in 
traditional broadcast. 

FIGURE 5A Client-Side Ad Insertion FIGURE 5B Verizon Server-Side Ad Insertion
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STEP 5: GROW YOUR AUDIENCE
The final step on the path to online success is 
to build your audience; this requires an effective 
way to measure the success of online programs 
with helpful tools to create promotions that 
reach online viewers.

TODAY’S BROADCASTING CHALLENGES
The Broadcaster of Today has trouble measuring the 
success of online content and promotions, which makes 
building an audience difficult. 

To start, viewers are fragmented across a vast range of 
devices, streaming file formats, systems and vendors. This 
means any analytics are fragmented into numerous silos. 
Compiling the viewing history and preferences of an online 
audience is cumbersome and yields unreliable results. 

With no way to gather reliable programming analytics and 
limited tools to create online promotions, broadcasters 
of today unfortunately must rely on guesswork to build an 
online audience. 

Promotions are another challenge. While traditional 
TV promotions can attract some online viewers, online 
promotions are more effective and easier to track. The 
online world also affords new tactics to build awareness, 
through marketing channels like social media, online “word 
of mouth” and clip syndication. 

But for any given program, broadcasters struggle to 
effectively reach the world of social media and content 
syndication partners, including Facebook and Twitter. With 
new destinations for promotion and syndication emerging 
so frequently, how can broadcasters reach each new outlet 
in a quick, cost-effective way?

WHAT’S NEEDED
The Broadcaster of Tomorrow needs to automatically 
compile results from all connected devices to gain detailed 
analytics and insights into online viewing. 

After determining what content appeals to which viewers, 
broadcasters need cost-effective tools to maintain their 
hits and prop up their struggling shows. These tools 
must reduce the time and expense required to generate 
promotions through social media and other online channels. 

With proper analytics and tools to help create promotions, 
the Broadcaster of Tomorrow can work effectively to build 
an online audience.

THE VERIZON SOLUTION
The Verizon Video Lifecycle Solution has many features 
to support this vital step. This solution provides unified 
analytics that give broadcast executives the data they need 
to make informed decisions without investing in added 
technology, staff or infrastructure. 

Verizon ANALYZE provides in-depth viewing analytics 
that show which online content is most popular. ANALYZE 
automatically compiles analytics from all viewers, 
regardless of their device, screen size or resolution; this 
creates a set of “apples-to-apples” metrics that executives 
can rely on. 

Verizon MANAGE provides a cost-effective clipping feature 
that allows broadcasters to pull key moments from online 
content in real time for distribution to social media and 
syndication destinations. In a matter of minutes, the whole 
world will be able to view, share and talk about the amazing 
moments that broadcasters created. By streamlining the 
workflow and reducing costs, MANAGE helps broadcasters 
stream the most valuable moments from their content to 
create buzz and increase viewing.

FROM TODAY TO TOMORROW
By replacing guesswork with data-driven insights and 
streamlining cumbersome workflows with quick, cost-
effective promotions, the Verizon Video Lifecycle Solution 
can help broadcasters grow their online audience. You can 
adjust your strategy, choose what to prioritize (or de-
prioritize) and understand what your viewers want to watch.

FIGURE 6 Clipping functionality included in Verizon MANAGE
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THE VERIZON VIDEO LIFECYCLE SOLUTION
The Broadcaster of Tomorrow doesn’t need an army of vendors to succeed in the online broadcasting world. 

Verizon Digital Media Services offers everything you need to produce, deliver and monetize TV Everywhere while keeping 
traditional broadcast revenue streams flowing.

CONCLUSIONS
Before the internet, broadcasters spent their time doing what they do best: creating content, building audiences and 
generating revenue. 

But many can no longer focus on these core challenges; the technical headaches and costs of online video are too 
overwhelming.

This is why today’s broadcaster must evolve into the Broadcaster of Tomorrow, supported by Verizon’s Video Lifecycle 
Solution. The Video Lifecycle Solution provides a next-generation platform to help broadcasters prepare, deliver and 
display their online content.

By selecting Verizon, the Broadcaster of Tomorrow can get back to the business of developing outstanding content, building 
audiences and generating revenue. To find out more, please visit VerizonDigitalMedia.com. 

Verizon ACQUIRE
Provides a simplified way to encode your content and reach 
multiple platforms with one format.

Verizon MANAGE
Simplifies your workflow so you can organize your content 
while creating the ultimate personalized experience for 
your viewers.

Verizon TRANSLATE
Integrates and aligns your broadcast and streaming into 
one easy-to-manage system.

Verizon ADVERTISE
Offers the easiest, most cost-effective way to engage your 
audience with high-quality experiences across all devices 
using the ad server of your choice.

Verizon ANALYZE
Delivers a wealth of relevant information about server 
performance, user demographics, bandwidth utilization and 
user experience.

Verizon PRESENT
Connects everything from content acquisition to 
monetization with one pre-integrated tool, removing the 
complexity and high cost of delivering TV Everywhere.



Verizon Digital Media Services’ next-generation platform brings together world-class technologies to prepare, deliver and display digital 
content so viewers can watch and enjoy on their terms. Built on one of the world’s largest networks, Verizon Digital Media Services empowers 
content providers to take charge of the new TV Everywhere evolution by delivering great viewer experiences for any content and on any screen. 
For more information about Digital Media Services, please visit verizondigitalmedia.com.
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