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Commentary Series
Transforming Capabilities and Markets:
Global Enterprises are Learning from the M&E Bellwether
Executive Summary
The Strategic Technology Institute (STI) is convinced that the competitiveness of global enterprises and
institutions is not just heavily influenced by developments in the traditional IT technology space, but
increasingly by innovation in digital media that has been driven by the needs, challenges, and
opportunities in the bellwether niches of the Media & Entertainment (M&E) industry.
Innovation, at the intersection of the M&E and Information & Communications Technology (ICT) industries
is creating new business opportunities, not just for media companies, but also telecommunications,
computer, consumer electronics, consumer products, and financial services companies in their core and
adjacent markets. According to Cisco’s Visual Networking Index for 2009, the global adoption of video
communications has increased considerably since last year and traffic associated with these applications
is now over 25 petabytes per month, an amount greater than the entire US Internet backbone in 2000. In
addition, increased adoption of advanced video communications in the enterprise segment will cause
business IP traffic to grow by a factor of 4 between 2008 and 2013.1
Just as the ICT sector provided information from numerical data, then textual data, then image data,
enterprises are on a definite path to enrich their information assets with audio-visual data. Video is the
next generic datatype for enterprise information. Gartner predicts that by 2013, more than 25 percent of
the content that workers see in a day will be dominated by pictures, video or audio, leading to the severe
disruption of existing content strategies. “The proliferation of video within the enterprise will require
numerous modifications in content authoring training and procedures, information management strategy
and improvements in analytic technologies. Information managers, architects, record managers and
content creators will all need to adjust their strategic plans accordingly.”2
Because of its extensive experience with audio-visual assets, the M&E industry has become the
bellwether sector for both commercial and public sector enterprise use of richer forms of media as a
means to better inform decision-making, collaborate with supply-chain and distribution-chain partners,
offer new entertainment-based products, and to influence customers.
Initially slow to adopt computers in their creative and distribution operations, over the past 15 years or so,
the M&E industry benefited by leveraging IT technologies in a manner that restructured the industry value
chain. They applied computer-based techniques proven in such areas as manufacturing supply chains,
design/engineering team collaboration, financial services authentication/authorization/security, and
outsourced storage and distribution to change the basic economic and competitive structure of their
industry. Through innovative use of new technologies, the M&E industry lowered the barriers to entry,
broadened distribution to a global audience, and democratized media production. However, when it came
to applying digital technology to their most valuable asset -- the content itself -- they found that merely
scanning film, converting analog videotapes to digital form, replacing hand-drawn animation cels with
software-based interpolation systems, and producing audio in digital suites was only a small portion of the
solution. The issues surrounding digital media are different from those numerical and text-based issues
so successfully managed by the IT industry over the past four decades. There are deep-rooted business
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strategy, business process, inter-company workflow, security, and change management issues that must
be understood in order to take full advantage of the digital media value chain and emerging content
delivery platforms.
Digital media can be a transformative catalyst for global enterprises. However, business transformation
has a profound effect on people, infrastructure, and operations. Companies in transition, often facilitated
by rapid technological innovation, are finding the need to address the strategic issues around
organizational change; since human issues trump technology issues most of the time. These
opportunities and challenges are especially significant to companies when they are:
• Changing from traditional departmental to "content-centric" models of business,
• Considering (or have done) M&A activity in or on the periphery of the M&E space -- either purchasing
entities to be integrated or rationalizing a group of companies that need to be integrated, or
• Evaluating adjacent markets and services enabled by digital media, but need additional technical depth
and operational expertise in media processes, workflows, and technologies in order to assess
opportunities and plan for success in a business environment that has increased risks.
STI can help further ensure clear alignment between the digital media technology strategy and the overall
company’s business strategy. This approach allows STI’s clients to focus, not just on efficiency and cost
reduction, but also on the power of digital media as an enabling force for new businesses, new markets,
new revenue streams, and organizational transformation.

Global Business Realities
In this very challenging economic period, global enterprises are in a two-front competitive
struggle.
The companies that survive the current economic downturn will do this through investing in the adoption
or further development of efficient operational systems designed to reduce costs and maximize revenues.
However, cost reduction, efficient operation, and risk management, though required, are not sufficient for
long-term sustainability in a changing global business landscape.
An effective defense, while essential, is insufficient; a carefully planned offensive strategy is also
required. Companies that achieve both efficiency and the potential for growth will be best positioned to
take advantage of the eventual upturn in the global economy.
In the face of reduced revenues and the related negative effects on growth, organizations must recognize
that maximizing opportunities to exploit the intellectual property inherent in content assets, while
minimizing the costs associated with acquiring, creating, storing, manipulating, repurposing, and
publishing it, are ultimately the keys to success. Achieving this in a low risk way is critical.
Managing risks, while realizing value, also hinges on the effectiveness of the human element. Too often,
technology-based solutions are targeted at issues that actually have more to do with organizational,
historical, and political situations that are further complicated by the lack of clear alignment with the
overall company’s evolving strategy.

Technology-Enabled M&E Industry Disruption
Threats for some = Opportunities for others
Allow us to share a few insights regarding the disruptions going on in the M&E industry that we presented
at the Opportunity Funding Corporation’s (OFC) 2008 Bermuda Forum. These disruptions challenge the
conventional wisdom of our basic Econ 101 class, at least as the 20th century industrial order would have
it. New 21st century revisions to our economic thinking have been enabled by new technologies, and
while they may represent threats to the established companies, they also provide fresh opportunities for a
new generation of media companies. Consider the following observations.
In classic industrial society, as taught in Econ 101, we were taught that the critical factors of production
were land, labor, and capital.
• In the M&E industry of most of the 20th century, “Land” generally meant the very significant
infrastructure of the seven major studios and the big three (and then big four) broadcast networks. It
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also meant captive distribution channels by the major studios and broadcast networks. And, it
meant a limited number of FCC licenses for TV and Radio’s use of the public airwaves.
• In the past, “Labor” also meant a cadre of highly specialized technicians, artists, and crafts persons
who were members of powerful unions and/or craft guilds. There were so many of these people
needed for productions (as seen by the extensive list of credits at the end of a movie) because
each one had a specific role in a linear production process. It was taboo to ask someone to do
something outside their formal job description.
• Also, in the good old days, “Capital” not only meant large sums of money for film financing, it meant
a significant barrier to entry for smaller companies because of the very expensive and technically
sophisticated infrastructure needed to be in the production and/or distribution business.

Figure 1 -- The major M&E industry players.
(Logos are properties of their respective owners. They are used here for illustrative purposes only.)

Figure 2 -- Examples of regulators and trade guilds.
(Logos are properties of their respective owners. They are used here for illustrative purposes only.)
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Figure 3 -- Expensive infrastructure and equipment owned by studios and broadcast networks were also barriers to entry by new
less-capitalized aspirants.

The M&E industry basically operated for about 70 years
according to a very well-established model. Each major player
found itself a way to dominate a portion of the industry value
chain – in the creation, management, distribution, or presentation
of media. The largest players sought to be fully integrated across
this value chain.
However, about 15 years ago, this stable value chain began to
change. We found large phone companies wanting to become
cable companies. Cable companies started becoming production
studios. Production studios started being more interested in
distribution and marketing.
Over the past 10 years, we have become accustomed to seeing
Hollywood and Silicon Valley come together on special projects
and new generations of visual effects. “Technology for
storytelling” has changed the economic model of filmmaking.
High-powered computers at increasingly lower prices offered
artists a digital palette that enabled artists to depict people,
places, and things that you could not visualize before. But we
have also seen a changed Infrastructure in M&E, which is more
like IT and Telco Services that can be outsourced and paid for
only when the services are used.

Figure 4 - Examples of the impact of digital technology on the M&E industry. (Theatrical images are properties of their respective
film studio owners. Other images are courtesy of Apple, WAM!NET, and Nike.They are used here for illustrative purposes only.)

Gone are the days when a broadcaster could package up a program lineup, push it out to the mass
market, and count on eyeballs. Today, the model is increasingly inverted. Consumers have more to say
about: what they see, when they see it, where they want to see it, on what platform they want to view it,
on which pricing terms they will accept -- and they want to share the content with friends. In fact, they
want to produce and distribute their own content, and they often find that more ”entertaining” than content
pushed at them.
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Figure 5 -- Disruption to some (consumer is in control) = Opportunities for others (more ways to serve the consumer).
(Images are properties of their respective owners. They are used here for illustrative purposes only.)

Consider what technology means to Econ 101’s “Land, Labor, and Capital” mantra.
• In the new world of M&E, “Land” means: Production can now be in smaller studios; virtual sets can
replace real sets; portable HD cameras give more options for shots on-location; and programs are not
solely dependent on their own productions (they can include user-generated content as part of the mix).
No longer are government licenses required for distribution, because IPTV, iTunes, YouTube, and
Podcasts bypass the public airwaves and make use of the internet for distribution. In fact, distribution is
no longer captive due to options for web and wireless web-based services.
• In today’s Media & Entertainment, “Labor” means more work is done with less people. The older
generation of Hollywood studios had employee and contractor bases around 3000 people. The newer
generation of production studios, who heavily use computers as their creative tools, do the same job
with around 500 people. Where the production process relied on a linear workflow performed by
singularly-skilled unionized or guild-supplied labor, we have an industry where the workflow is nonlinear and iterative, is performed by multi-skilled crews, and freelance labor is abundant.
• In today’s M&E industry, “Capital” has a very different implication when small production companies can
develop high-quality productions with inexpensive computer-based tools. Fifteen years ago, SGI sold
high-end supercomputer workstations at $250,000 to $500,000 per system for visual effects in Jurassic
Park, Will Smith’s Independence Day, and the remake of Star Wars. Today, similar capabilities can be
found in a G5 Macintosh bought on a credit card at your local Apple store.
Due largely to the innovative use of new technologies, we have a very different competitive landscape –
one that lowers the barriers to entry, broadens distribution to a global audience, and democratizes media
production.
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Figure 6 - The new generation of M&E players. (Logos are properties of their respective owners. They are used here for illustrative
purposes only.)

The bellwether Media & Entertainment industry continues to undergo tremendous change, largely
due to innovative enabling technologies that need to be understood, even by the most senior
business executives.
• There is increasing acceleration in the movement from physical to digital assets. Media is being
captured, enhanced, edited, stored, distributed, and re-used in digital form.
• Content owners are interested in offering their material as widely as possible and platform owners
are searching for the most cost-efficient methods of delivery, including: web presence, broadband
TV channels, on-demand access, and distribution to mobile devices.
• New platforms allow consumers to choose when, how, and where they will consume content.
Globalization is affecting both the production and consumption of media. While media becomes
global in nature, it is consumed locally. The emergence of local content and the participation of
consumers in the creation, selection, and consumption of media will continue to affect supply and
demand.
• The media value chain is becoming more complex. Specialization in the value chain is accelerated
by convergent technologies in combination with global sourcing, greater attention to differentiated
needs of consumers, and improved access to a broader talent base. New players and business
models are restructuring value chains, where money and assets flow in non-traditional ways.
• Many of today’s M&E enterprises are facing a state of significant change as they grapple with the
business imperative to migrate to content-centric environments. Such infrastructures and processes
hold the promise of maximizing revenues while minimizing costs by leveraging media and rights
across multiple services and platforms in a streamlined operation. However, there are deep-rooted
business strategy, workflow, and change management issues that must be understood in order to
take full advantage of digital facilities, digital workflows, and emerging content delivery platforms.
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Figure 7 -- Images are properties of their respective owners. They are used here for illustrative purposes only.
Sources: PwC E&M Corner, Hollywood Reporter, Pixar, Ascent Media, PricewaterhouseCoopers.

While technology disruptions enable opportunity, there are also important issues that M&E has
had to consider.
• The complexity of business models, which now include: advertising, subscription, purchase, rental,
sampling, resale.
• Piracy and global intellectual property rights management
• Global distribution and local censorship differences
• Privacy of the consumer/viewer/listener
• Personalized niches vs. mass market strategies
• Sustainability of companies in a world with low barriers to entry
• Value of the brand in an a la carte world.

Digital Media’s Applicability beyond M&E
M&E is a bellwether industry for a larger transition occurring within global commercial enterprises
and institutions.
Because of its extensive experience with audio-visual assets, the M&E industry is the bellwether sector
for both commercial and public sector enterprise use of richer forms of media as a means to better inform
decision-making, collaborate with supply-chain and distribution-chain partners, and to influence
customers. As these enterprises and institutions look to the M&E industry, they hope to focus corporate
strategies, often facilitated by technology innovation, on the intersection of the M&E and Information
Technology industries.
An example of this intersection is where multi-platform distribution of digital media assets by secure ITbased supply chain systems creates new business opportunities for media, telecommunications,
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computer, consumer electronics, automotive, financial services, and consumer products companies in
adjacent markets.
• Major brands seek to better control, exploit, and reuse their media assets. According to a Gartner
survey of 800 end-user IT organizations, software for the management of images and video is the
fastest-growing segment of the content management market, with just 44 percent of enterprises
having such products in 2008, but an additional 22 percent intending to install it in 2009. 3 For
example:
• Timberland implements media management software to centralize their collection in a secure
repository for global use of their digital assets and all types of rich media including, brand and
company logos, digital photos, promotional images, catalogs, photographs, video, ad layouts,
and concept designs. 4
• In addition, video is an important element in promotional activities. Gartner’s Whit Andrews said
“The typical first uses of video for commercial entities have been for promotion, generating
contests where users are encouraged to submit creative or funny videos to compete for prizes
or for part of a promotion.”
• Video aggregators allow marketing, PR, and corporate communications departments of major
brands to distribute their video news releases or raw video over the web to news organizations,
worldwide. One such aggregator lists among its clients: Adidas, BMW, Hyundai, IBM, Intel,
General Motors, Porsche, Roche, Visa, and Volkswagen. 5
• Technology and telecommunications companies see their futures tied increasingly to the inherent
growth of high-bandwidth services that are in-turn driven by video distribution. Cisco found video
and other forms of visual communications to be important to its business when it learned that the
peak Internet visual networking hour has almost 25 percent more traffic than average hourly
Internet traffic. 6 The 2009 Cisco Visual Networking Index is an anonymous aggregation of data
about network usage from over 20 service providers worldwide. The study found that, “Internet
video is now approximately one-third of all consumer Internet traffic, not including the amount of
video exchanged through P2P file sharing. In 2010, Internet video will surpass P2P in volume. This
will be the first time since 2000 that any application has displaced P2P as the top traffic driver. The
sum of all forms of video (TV, video on demand, Internet, and P2P) will account for over 91 percent
of global consumer traffic by 2013. Internet video alone will account for over 60 percent of all
consumer Internet traffic in 2013.”7 Given these findings, it is not surprising that Cisco’s CEO, John
Chambers, told analysts at their annual financial conference in December 2009 that "Video and
collaboration are the two major moves we're going to make this year. The next generation will be all
around video." 8
• Likewise, telecommunications companies are seizing the market opportunity for video. Over the
past year, Verizon serves 2.7 million fiber-optic-based FiOS TV customers. Consumer
broadband and video revenues in wireline mass markets (which include consumer and smallbusiness customers) for the third quarter 2009 represented growth of 30.7 percent compared
with Verizon’s third quarter in 2008. 9 As described by Frost & Sullivan, AT&T U-verse is the
product name for a family of consumer communications services delivered over AT&T’s fiber-to3
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the-node and fiber-to-the-premises network. U-verse TV is a 100 percent Internet Protocolbased multichannel video programming distribution (MVPD) service that competes with cable,
satellite, and terrestrial broadcast television. Launched in June 2006, AT&T had approximately
1 million subscribers by the end of 2008. Stratecast (a division of Frost & Sullivan) predicted
that “AT&T U-verse TV will reach 10 million subscribers by 2013, which will make AT&T larger
in terms of video Revenue Generating Units (RGUs) than the third and fourth largest cable
companies, Cox Communications and Charter Communications combined, assuming neither
company makes acquisitions that materially increase subscriber counts.”10 AT&T’s total video
subscribers, which combine the company’s U-verse and bundled satellite customers, reached
3.5 million at the end of the first quarter of 2009, representing 12.6 percent of households
served.11
• Mobile video is the fastest growing application category measured within the Cisco VNI forecast. It
therefore comes as no surprise that consumer electronics companies are offering various types of
portable video platforms, not just miniature computers (in the numerical and text sense). A premier
example is Apple’s iPhone, whose owners are big users of network capacity as they surf the web
and download videos.
• The total surface area of all digital screens increased 43 percent from 2003 to 2008, and is
forecasted by Cisco to increase another 64 percent by 2013. In addition to the obvious TV and
PC screens, these media platforms include: e-book readers, handheld gaming consoles, largescreen mobile handsets, in-vehicle GPS display screens, digital picture frames, picoprojectors,
TelePresence screens, IP phone screens, and digital advertising and sales displays. 12
According to Cisco, “Globally, mobile data traffic will double every year through 2013,
increasing 66x between 2008 and 2013.” However, “Almost 64 percent of the world’s mobile
data traffic will be video by 2013. Mobile video will grow at a compound annual growth rate
(CAGR) of 150 percent between 2008 and 2013.” 13
• Even the information services companies (such as Google, Yahoo, MSN, and Apple’s iTunes
division) increasing look like digital media equivalents of broadcasters. Cisco notes that “Internet
TV, video communications, and ambient video are all high- growth application categories. The twin
trends of on-demand viewing and high-definition video are generating very rapid growth in cable
video and IPTV traffic transported over IP.” Consider the following findings from the Cisco VNI
study: 14
• Though still a small fraction of overall Internet traffic, video over instant messaging and video
calling are experiencing high growth and are forecasted to increase ten-fold from 2008 to 2013.
• Due to video, global Skype traffic has increased 62 percent over what it was last year, with
video calls accounting for 28 percent of Skype-to-Skype calls.
• By 2013, Internet TV will be over 4 percent of consumer Internet traffic, and ambient video will
be 8 percent of consumer Internet traffic. Consumer IPTV and CATV traffic will grow at a 53
percent CAGR between 2008 and 2013, compared to a CAGR of 40 percent for consumer
Internet traffic.
• In 2013, Internet video will be 18 exabytes per month, which is nearly 700 times the volume of
the 2000 U.S. Internet backbone. Video-on-Demand (VoD) traffic will double every two years
through 2013. It would take over half a million years to watch all the online video that will cross
the network each month in 2013.

10

Frost & Sullivan announcement -- 2009 North American Consumer Communications Service Product of the Year Award.
http://www.att.com/Common/merger/files/pdf/Frost_Sullivan_2009_Consumer_Product_of_the_Year.pdf
11
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Data Revenues. April 22, 2009.
12

Hyperconnectivity and the Approaching Zettabyte Era; Cisco Systems Inc., June 9, 2009, pp. 9-10.
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• Digital media is becoming ubiquitous and its market opportunities extend far beyond the M&E
industry. As broadband becomes ubiquitous, video will used more than ever. Cisco forecasts that
“Increased adoption of advanced video communications in the enterprise segment will cause
business IP traffic to grow by a factor of 4 between 2008 and 2013.” 15 The need for systems to
facilitate collaborative production, manage and track distribution, and provide storage and retrieval
will become essential as the volume of video increases.
Figure 8 - Remember when mobile phones were about communications? Now they are mobile media devices, with communications
capabilities. (Images Courtesy of Apple. Used here for illustrative purposes only.)

Video (and other forms of ever-richer media) is a new datatype that will further enhance the
growth of the information technology sector.
Perhaps society’s most valuable characteristic is the ability to effectively communicate, collaborate, and
persuade. This is why information, it its many forms, has been such a prized asset. It has been the
common foundation of large-scale high-growth global industries, such as: telecommunications,
publishing, computers, software, broadcast media, entertainment, and education. It is the tool of
government and the critical success factor in advertising.
Commensurate with the explosion of information throughout commercial and public sector enterprises,
has been the increasing richness of the media itself. The richer the media type, the more powerful and
nuanced the message. So, just as the information technology sector provided information from numerical
data, then textual data, then image data, enterprises are on a definite path to enrich their information
assets with audio-visual data. In fact, video is the next generic datatype for enterprise information.
Consider how visual networking is cited in the Cisco VNI report as one of the primary drivers of the
expected 40 percent CAGR of global IP traffic, which is forecasted to quintuple from 2008 to 2013. “The
usage of video increases as video becomes social, and the traffic associated with social networking
multiplies as online social activity becomes visual,” notes Cisco. In addition, “In the past year, it has
become clear that visual networking applications are often used concurrently with other applications and
sometimes even other visual networking applications, as the visual network becomes a persistent
backdrop that remains ‘on’ while the user multitasks or is engaged elsewhere. This trend accompanies
what is sometimes called the ‘widgetization’ of Internet and TV, as network traffic expands beyond the
borders of the browser window and the confines of the PC.” 16
Since the influence of video as a datatype on the commercial
causing companies and institutions to undergo tremendous
technologies), the assessment and implementation of change
and operational complexity to warrant external consulting
organizations.

market and public sector is growing and
change (often driven by digital media
creates a significant degree of technical
assistance to internal CIO and CTO

15
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Figure 9 - STI mobile technology value matrix. (Images Include: Sony Cyber-shot, HP calculator, HP iPAQ, Apple Newton, Motorola
Razor, Apple IPod, Apple iTouch, Apple iPhone 3G, Microsoft Zune, Blackberry Pearl, Blackberry Storm, T-Mobile G1with the
Android. Used here for illustrative purposes only.)

Mobile Technology
Value Matrix
Maps Media Richness -- from Numeric to Video vs. Degree of Interactivity -- from Static to Live
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Images Include: Sony Cyber-shot, HP calculator, HP iPAQ, Apple Newton, Motorola Razor,
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Storm, T-Mobile G1with the Android
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Media Expertise for Non-media Enterprises
Management consultants and IT integrators who dabble in media vs. media technology
professionals who happen to be management consultants; which offers greater value to global
enterprises?
These new developments come at a time when many leaders of major enterprises have to do more with
less. Increased workloads, reduced staff, and the time-critical nature of client operations and projects
constrain clients’ internal abilities to keep abreast of important industry developments. As is common
among industry executives, needs arise to research various technologies quickly, but they often need to
do so on short notice or in an ad hoc manner. They know that these innovations will likely have a
significant impact on their business, either as opportunities or threats, but it is not uncommon that internal
staff have very little extra time or resources to stay ahead of unexpected technology issues. So, leaders
often turn to their traditional corporate advisors, management consultants, or traditional IT integration
firms.
Due to a lack of media-specific technical and operational experiences, enterprise clients are finding that
leading prestigious C-level consulting firms, who offer their executive suites top-down strategic
recommendations, risk being blind-sided by the substantial impact of the convergence of media,
communications, and computers in industries beyond M&E. Traditional strategy exercises, though
valuable, may be insufficient to offer the practical industry-specific engineering and operations expertise
needed to ad credence to such advice. Anecdotally, we have recently heard a major corporate CTO
complain that he is spending much of his time undoing the “damage” done by erroneous
recommendations to the most senior executives in his corporation delivered by traditional business
strategy consultants that don’t understand the impracticality of their recommendations, when it comes to
digital media. This criticism is not unique to one firm.
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How can enterprises take advantage of innovation, while prudently managing risks, costs, and
long-term staff investments?
STI uses its extensive media industry expertise to perform operationally-grounded top-down
organizational readiness assessments and strategy development exercises backed up by practical
technology roadmaps and implementation plans. STI provides its clients with the best industry expertise,
including those of STI’s consulting network who bring broad media industry engineering and operational
decision-support capabilities to the table. We leverage Subject Matter Experts (SMEs) in digital media
convergence issues, such as: Media Asset Management (MAM), Digital Rights Management (DRM),
content security, media industry workflows, media systems, Service Oriented Architectures (SOA) for
media systems integration, targeted content/ads, media exchange platforms, and other IT-EngineeringOperations convergence projects.
STI is able to utilize business-driven improvement methodologies for structure, process, consistency,
metrics, and security in support of decisions involving: digital media management, risk management,
security, operational efficiency, workflow optimization, quality of service, and cost of ownership. This
allows clients to make critical decisions upfront where they are less costly.
We enable our clients to proactively seek solutions to their unique issues on an ongoing basis, without
unduly burdening in-house staff. It also brings more of the important stakeholders into the process, so
buy-in and organizational support for executive decisions are further assured.

About STI
Blake White founded the Strategic Technology Institute (STI) in 1985 as an outlet to investigate the business and public policy
issues raised by science and engineering. STI has evolved into a network of independent consultants and a virtual ‘think tank’ that
investigates emerging IT developments and the business, organizational, and public policy issues raised by innovations in science
and engineering. STI also provides executive-level management advisory services focused on corporate strategies, often facilitated
by technology innovation, at the intersection of the Media & Entertainment (M&E) and Information Technology (IT) industries.
Aligning technology roadmaps to corporate strategy, STI offers the following services:
• Decision Support -- Scenario planning; Competitive analysis; and Strategy development
• Technology Assessment -- Functional and technical specification; Conceptual systems design; Vendor assessment and
selection; and Engineering ethics.
• Program Management -- Business development; Alliances; and Project planning.
White is an experienced Silicon Valley and Hollywood industry executive, responsible for P&L-based commercial operations and
leading product development/marketing, IT and Media industry marketing, systems integration, strategic advisory services, and
corporate development/M&A initiatives. He has held management positions in some of the world’s most respected Fortune 500
companies, including: Procter & Gamble’s Management Systems Division, Hewlett-Packard (HP), Apple Computer, and Silicon
Graphics (SGI); plus innovative start-ups including media transport company WAM!NET and e-book service bureau PublishOne (a
business unit of InterTrust Technologies); and the consulting practices of PricewaterhouseCoopers LLC and the boutique
engineering and systems integration firm National TeleConsultants (NTC). White was Vice President & General Manager of the
Ascent Media Group’s Consulting Services organization. In this capacity, he led Ascent’s offerings in strategic, business and
technology consulting services in countries that include: Canada, Russia, Singapore, South Africa, UAE, UK, and the US.
White is a frequent speaker at industry conferences and public policy roundtables that have included: National Association of
Broadcasters (NAB), International Broadcast Conference (IBC), Society of Motion Picture & Television Engineers (SMPTE), Digital
Hollywood, Cannes Film Festival, Broadcast South Africa, Apple Developer Conference, Global Society for Asset Management,
Software & Information Industry Association (SIIA), Showbiz Expo, EnterTech, University of California Digital Media Initiative (UC
DiMI), Association of Graduate Liberal Studies Programs (AGLSP), the Congressional Black Caucus Foundation’s California Public
Policy Conference, National Technical Association, National Society of Black Engineers, and presented the feasibility of military
base conversion to studio facilities to the late-Honorable Ron Brown, U.S. Secretary of Commerce, and to former Vice President Al
Gore's staff. Industry memberships include: the Society of Motion Picture & Television Engineers (SMPTE), the Hollywood Post
Alliance (HPA), the Association for Computing Machinery (ACM), and the Institute of Industrial Engineers (IIE).
White is the author of: The Technology Assessment Process: A Strategic Framework for Managing Technical Innovation, published
by Greenwood Press, the PricewaterhouseCoopers 2003 publication -- A New Era for Content: Protection, Potential, and Profit in
the Digital World -- and the SMPTE Motion Imaging Journal article (April 2004) by the same name, and he was co-author of Digital
Asset Management: Process Over Product, published in Broadcast Engineering (July 2004). White holds BSIE, MBA, and MLA
degrees from North Carolina State University, Xavier University, and Stanford University, respectively.
Contact : Blake L. White, Principal
Email: blake@strategic-tech.org
Mobile: +1-415-519-5584
Website: www.strategic-tech.org
Office & Fax: +1-510-839-6447
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