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Successful Data Journey for the Business of Content

The Drivers Shaping 

the Journey
In the Beginning: 

Reality vs Perception

Defining Your Data 

Plan

Change Matters

Moving Forward



3

The Destination: Consumer Expectations

The...

I Want What I Want When I Want It

(and I Want it Now)

“IWWIWWIWIIWIN”
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The Destination: Consumer Expectations

Content Overload • High Quality, Authentic Content

• Engaging and Interactive, Experiential

• Richly Tagged Content

• Available on Multiple Consumer Connected Devices 

and Viewing Alternatives
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The Evolution of the Environment

2018

2020

Quality - Unforced Errors

Time Consuming Workflows

Marketplace Stumbles

Negative Consumer Feedback

Heroic Efforts

2019

Volume

Complexity

Speed to Market

High Consumer Expectations

Organizational Disruption

2021

Industry Drivers Data Challenges
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The Expectations for Greater Change...and the Implications

• Rapid pace of innovation and new technologies

• New Direct to Consumer models and Personalized 

Content 

• Merger mania 

• Increased content costs and squeezed profits

• Changing Content Standards

• Managing hyper targeted and hyper tagged content

• Tightening regulations and privacy compliance
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Data’s Heroic Journey

Change driving Data to be ‘Heroic’ will Increase

• Compressed Timelines

• Faster Market Cycles

• Stretched Financial Goals

• Shifting Consumer Attitudes

volume

complexity

10/04 2018
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1) Build Your Data Journey Philosophy

o What are the business goals?

o Realization that Content Data should not 

be Static

o What is the scope of Dynamic Data?

o How Dynamic is Dynamic?

o Metadata Enrichment

o Potential for Automation

o Defining where to Begin – The Data Plan

Foundation for Success!

1
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The Assessment...and Strategy (not Magic Beans)

“Dirty Data”
Silos

‘Locked Up’

Data

Governance

?

Levels of 

Acceptance 
Divergent

Systems

Data

is Simply 

Lost

What 

Taxonomy

?

Incompatible

Framework
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Data & Metadata Can be Intimidating for Anyone

<mdmec:CoreMetadata xmlns:md="http://www.movielabs.com/schema/md/v2.4/md" xmlns:xsi="http://www.w3.org/2001/XMLSchema-

instance"xmlns:mdmec="http://www.movielabs.com/schema/mdmec/v2.4" xsi:schemaLocation="http://www.movielabs.com/schema/mdmec/v2.4 mdmec-

v2.4.xsd">

<mdmec:Basic ContentID="md:cid:eidr-s:AD07-310C-C59D-6785-C63A-G">

<md:LocalizedInfo language="en" default="true">

<md:TitleDisplayUnlimited>The Counselor</md:TitleDisplayUnlimited>

<md:TitleSort>Counselor, The</md:TitleSort>

<md:ArtReference resolution="1789x2560">

md:imageid:eidr-x:AD07-310C-C59D-6785-C63A-G:art.en

</md:ArtReference>

<md:Summary190>

Michael Fassbender, Brad Pitt, Cameron Diaz, Javier Bardem and Penélope Cruz sizzle in this action-packed thriller from visionary director 

Ridley Scott and acclaimed writer Cormac McCarthy.

</md:Summary190>

<md:Summary4000>

Michael Fassbender, Brad Pitt, Cameron Diaz, Javier Bardem and Penélope Cruz sizzle in this action-packed thriller from visionary director 

Ridley Scott and acclaimed writer Cormac McCarthy. A savvy lawyer (Fassbender) known for doing the right thing for the wrong people dives 

into a treacherous drug deal for some quick cash...but he soon learns that having it all could mean losing everything.

</md:Summary4000>

<md:Genre>Drama</md:Genre>

<md:OriginalTitle>The Counselor</md:OriginalTitle>

</md:LocalizedInfo>

<md:RunLength>PT117M00.0S</md:RunLength>

<md:ReleaseYear>2013</md:ReleaseYear>

<!-- Release date is optional and preferred by some -->

<md:ReleaseDate>2013-10-25</md:ReleaseDate>

<!--

Setting a flexible structure at the beginning...

...will pay dividends down the road.

(Yes...Flexible)
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2) Empowering the Business – Defining the Basics

1

Building the Structure

$

2

o Identifiers - EIDR

o Technical Metadata

o Editorial Metadata

o Metadata Enrichment
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3) Stops Along the Way

• Multiple Sources of Data...Driven by Need

• Variable Quality and Potentially Inconsistent Taxonomy

• What is the Truth?

Functional

Area

Surveys

Business 

Unit

3rd Party

Data

Service 

Provider

Art

Archives

Consumer

Feedback

Data 

Stewards

Brand

Enriched 

Unified 

Data
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4) Highlighting the Benefits of a Data Plan

Data Bridges the Gap

Structure Supports Internal Discipline

Ability to Scale Work

Opportunity to Automate
3

Retailer Placement Accuracy 

Increased Sales -

Discoverability

Decreased rights risk

Improved Transactional 

Matching4
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5) Replacing Your Gut…With Data Driven Impact

SUCCESS

Data Should be Relevant & Actionable

Timely Insights can Drive

Real-time Decisions

Portable Results

Make it Real for the Business3

4

5

Metrics

• Operational

• Performance

• System

Predictive Events

Strategy Testing

Product Impact



The Middle at the Beginning

page

015

“The data can only take an organization 

so far. The real drivers are the people.”
– Gartner

Moving 

Fast…

…we start 

with…
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