




Key to Optimizing Content Management

In the face of these complications, UGC is often overlooked or deemed to
be too big a hassle to be included in a provider’s multi-platform content
distribution strategy. Yet the participatory appeal of UGC and socialization in
general has become essential to popularizing content on the Web. Beyond
sheer volume, UGC adds issues associated with the provider’s need to
protect against illicit use of copy-protected content. Indeed, copy protection
in general adds a significant burden to the asset management
requirements, no matter what type of content is in play.

Layered onto the need to manage the expanding content flow is the need to
provide support for ad placements, subscription validation and all the usage
rules and settlements requirements across every distribution stream, often
on a per-program, per-user basis. Dynamic tracking and reporting on
performance and usage metrics, requiring accurate management of
metadata as well as scaling and integration of back-office billing processes,
can snarl the most sophisticated legacy workflow management systems.

Workflows designed for a system where content is developed from a single
source for a known platform are no longer efficient in this new market. As
stopgaps, content providers have updated existing workflows to support
branding, DRM, transcoding and encryption, and to allow delivery
capabilities such as authentication and scheduling. However, these changes
are often made piecemeal, with inefficiencies and overlaps between
platforms serving to increase workflow complexity within distribution
categories and doing little to solve the need for an integrated workflow
management system that ties the entire cross-platform distribution process
together with OSS and BSS. As the short-term fixes multiply and the
workflow complexity intensifies, the amount of time spent doing manually
what could be done automatically is beginning to take a toll – on the bottom
line and on a supplier’s ability to keep pace with market requirements.

Clearly, as the complexities associated with advertising, syndication,
distribution and service assurance intensify across the supply chain,
everyone’s success depends on implementation of new approaches to
content management that seamlessly interoperate with existing operations
support and business support systems with minimal requirements for
manual intervention (see Figure 1). Timely action required to overcome
these liabilities requires expertise in workflow management across multiple
processes and disciplines that often transcends the in-house skill sets of IT
and operations support groups.


