
Technicolor Teams with 
Digitalsmiths to Set a New 
Standard in Companion 
Device Services

I
n a market saturated with TV viewing options, 
personalized TV navigation and discovery 
can be the linchpin to sustaining the appeal 
of premium services and content, provided it 
delivers a viewing experience that resonates 
with consumers.

The combination of maximizing choice across 
online and managed network outlets while facili-
tating access through personalized recommenda-
tions and sophisticated search adds up to a new 
premium service paradigm that fits precisely with 
the new trends in consumer behavior. At the same 
time, the processes that bring personalized con-
venience to end users also offer service providers 
and content owners ways to enhance monetiza-
tion through greater exposure of content and 

more targeted and valuable advertisements that 
run with that content.

The situation is analogous to 
running a retail store where it is 
great to have a large selection 
to impress customers with, but if 
the retailer doesn’t have the spe-
cific item the customer is look-
ing for, there’s no sale. Network 
service providers are operating 
a digital store, so the challenge 
is the same.

From the earliest days of retailing it’s been 
clear that the route to success is to know cus-
tomers well enough to predict their needs, even 
to the point of selling them something they did 
not realize they wanted. Apart from being good 
business, nothing feels better than to introduce 
someone to something new which you know 
they are going to enjoy.

As electronic retailers, service providers have 
to learn about their viewers’ preferences, habits 
and discards. Only then can they offer each sub-
scriber a tailored and personalized offering that 
they will perceive as quality rather than quantity. 

Advances in Personalized Navigation:
The Key to Next-Gen TV Experiences

MediaNavi brings advanced personalized naviga-
tion to companion devices.
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The more you exceed their expectations the 
more you will learn of their preferences, so the 
better the recommendations. it is a virtuous 
circle, and that trust must be earned.

To address this, Technicolor has introduced 
the mediaNavi platform as a companion device 
service solution with all the discovery capabilities 
that are required to make personalized services 
compelling to consumers. To enhance these 
search and recommendation capabilities, medi-
aNavi is capable of integrating with moviri and 
digitalsmiths’ Seamless discovery, among others. 
here the focus is on the role digitalsmiths’ Seam-
less discovery plays with mediaNavi as a means 
of utilizing powerful search and recommendation 
capabilities along with digitalsmiths database of 
time-based video data, which together set a new 
benchmark for personalized discovery.

The Advanced Navigation Imperative
The emergence of a myriad of over-the-top 

(OTT) entertainment content options has been 
widely viewed as a potential threat to content 
owners’ and service providers’ premium subscrip-
tion revenues. But there’s also a case to be made 
that, for providers who can adapt to new trends, 
this sea of nearly infinite options represents an 
opportunity to greatly enhance the value of man-
aged network services to end users.

moreover, steps taken in this direction will 
allow operators and content owners to increase 
the appeal of their own vastly expanded on-
demand content libraries and to improve conve-
nience for viewers who rely on dVrs for accessing 
time-shifted programming. The accompanying 
charts highlight some of the trends that are 
impacting these on-demand categories.

The Implications of Unlimited Choice
What all this adds up to is a profound need 

among TV viewers for advanced discovery and 
navigational capabilities. Today users have no 
effective way to determine what might be of 
interest among the boundless options offered 
on demand through OTT and service providers’ 
VOd outlets.

compounding the problem, not only are 
there more linear channels than ever to sort 
through, but the need to schedule dVr record-
ings requires navigation across programming 
extending over several days, if not longer.

meanwhile, with the tide of viewing options 
rising to unprecedented heights, audience 
fragmentation is putting new pressure on con-
tent owners and service providers to improve 
their approaches to monetizing TV consump-
tion. They need to find ways to drive up viewer 
counts on ad-supported programming and to 
increase the value of those views to advertisers 
by making their ads more relevant to view-
ers. Additionally, mechanisms are needed to 
increase the volume of paid views on premium 
on-demand content.

By providing viewers the support they need 
to enjoy the best of the premium service and OTT 
worlds, service providers and content owners 
alike will greatly enhance the perceived value of 
their services. moreover, the very steps they take 
to accommodate viewers’ needs can be closely 
attuned to the measures that are essential to 
synchronizing monetization modes with today’s 
trends in entertainment consumption.

For service providers, not only is this impor-
tant to their immediate bottom lines; it’s essential 
to retaining the commitment of content suppliers 
to the subscription TV model as a primary source 
of revenue that must be protected from the 
potential cannibalization that could come with 
their efforts to enhance OTT revenues.

For content owners, personalization deepens 
audience engagement through search and rec-
ommendations processes that ensure the pro-
grams viewers like most are always close at hand. 
By providing supplementary content that can be 
accessed on companion devices, content owners 
can further strengthen viewer engagement. And, 
from a monetization standpoint, personalization 
creates the opportunity to drive higher cpm 
rates through targeted advertising.

The Role of the Tablet in Personalized Service
There has always been a basic contradic-

tion between the need to personalize TV 

viewing and the fact that watching TV is a 
shared experience. consumer multi-tasking 
on multiple screens has opened the door 
to creation of companion device services 
offering personalized navigation and other 
applications that sync up with the shared TV 
viewing experience.

The tablet, as a wireless light-weight 
device with a screen much larger than that of 
smartphones, is proving to be an especially 
useful platform for capitalizing on the multi-
screening trend to break through the dividing 
line between traditional and online entertain-
ment consumption. As evidenced by the data 
shown in the accompanying chart, the trend 
lines in multi-screening and tablet usage leave 
no doubt that a well-conceived personalized 
TV companion device service can become a 
mainstream component of the new TV enter-
tainment experience.

clearly, the tablet is the ideal platform on 
which to introduce a companion device service 
that personalizes the TV viewing experience 
with advanced advertising, complementary 
content, social networking and, most important, 
sophisticated universal navigation and discovery 
capabilities. A compelling next-generation TV 
experience depends on the power of personal-
ized discovery to take the chaos and inconve-
nience out of accessing all the content options 
available to today’s consumer.

This level of discovery goes beyond what 
even the leaders in user-friendly navigation have 
accomplished so far. For example, Netflix has 
done a superb job of simplifying the user experi-
ence and tailoring recommendations for each 
user account. But it operates on the assumption 
that there is only one set of viewing preferences 
per account or household.

if you like obscure indie films while your 
teenage daughter prefers musicals and com-
edies, Netflix has no way to tailor recommenda-
tions for each of you within one single account. 
in contrast, mediaNavi supports multiple user 
profiles within each household, thereby provid-
ing a highly personalized experience tailored to 
each individual.
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The Appeal of Personalized  
Navigation and Discovery Functions

There are many indicators relating to how 
consumers use search and recommendations 
in the current online environment that point to 
why personalized discovery that goes beyond 
merely assembling content from all sources in 
a universal TV interactive program guide (ipg) 
is the key to reinvigorating subscription televi-
sion. Now that search and recommendations 
are a completely ingrained aspect of consumer 
behavior online, consumers are well prepared to 
enjoy such capabilities with subscription TV.

Search
knowing how to deliver a compelling video 

search experience represents both a challenge 
and an opportunity for TV programming pro-
viders. While online search has become central 
to what people do on the internet, video 
search as enabled in many solutions offered 
online remains a primitive work in progress. 
in truth, video search as an exclusively online 
function is of limited use, since it doesn’t tie 
into the vast reservoir of TV programming and 
movie titles that aren’t available on the Web or, 
if they are, are available illegally.

people need to be able to look for viewing 
options with the same flexibility that text search 
provides. This means that metadata describing 
content for search engines must be far more 
detailed than the typical modes of categoriza-
tion now used for video in most online environ-
ments. Words in titles, names of actors and other 
key figures and genre are mere starting points. 
people want to be able to find something based 
on whatever they recall about a particular title, 
even if it’s a scene fragment they remember 
from somebody’s description of the content.

in other words, it takes very intelligent algo-
rithms combined with tasks executed by dedi-
cated personnel to perform the frame-by-frame 
analysis and categorization of elements that a 
truly useful video search engine requires. That’s 
a tall order. But not only is such an approach 
to metadata development doable; it has been 
done and is in operation as a key component of 
the digitalsmiths Seamless discovery solution.

in the online shopping world, this is analo-
gous to the benefits offered by shoe retailer 
Zappos’ robust filtering mechanism whereby 
consumers looking for, say, a specific type of 
boot can filter their selection by color, brand, 
occasion, shaft dimensions, heel style, mate-
rial or even by boot “personality.” in most cases, 
this helps the consumer hone their search to 
find what they want. in other cases, much to 
the consumer’s delight, it uncovers new items 
which they may not know they wanted. in simi-
lar fashion, digitalsmiths Seamless discovery 
uses proprietary algorithms and tools to create 
the metadata that can most efficiently generate 
specific video search results that customers are 

seeking (e.g. all comedies with Johnny depp or 
all dramas shot in Tuscany).

Recommendations
Netflix offers one example of how important 

recommendations have become to online users. 
With over 100,000 titles to choose from, Netflix 
claims it makes close to two million personal 
recommendations per day to help customers 
make choices that account for 60 percent of its 
business. every time a customer rates or orders 
a movie, Netflix is applying that information to 
better define the user according to a collection 
of likes, dislikes, inclinations or avoidances. That 
data is then used by recommendation algo-
rithms to predict what the user will likely want 
to watch in the future.

There are many approaches to driving recom-
mendation engines, of course, one of the major 
ones being tabulations of friends’ recommenda-
tions. A recent study from The diffusion group 
found that close to 90 percent of social network 
users, representing 56 percent of all internet 
users, had consumed music, books, TV programs, 
or movies in the previous six months because of 
the recommendation of a social network friend.

parks Associates found strong appeal in 
other approaches to recommendations as well. 
When asked to rate the appeal of receiving per-
sonalized recommendations based on viewing 
habits, about 25 percent gave the concept a six 
or seven.

in fact, online users make clear that multiple 
sources and modes of recommendation are 
more vital to decision making than just one 
mode. According to the 2010 cone Online influ-
ence Trend Tracker, even when they have recom-
mendations from people they know regarding 
a given product purchase, four out of five 
consumers will go online to verify those recom-
mendations by researching product or service 
information, reading user reviews or searching 
ratings websites.

This applies to low-cost items as well as 
big-ticket purchases. cone says 72 percent of 
Americans go online to do additional research 
about movies or restaurants that have been rec-
ommended by friends. indeed, no matter what 
the price level, Forrester research estimates that 
recommendation systems can account for 10 to 
30 percent of an online retailer’s sales.

These findings also attest to how proactive 
users are about getting recommendations. A 
recommendation engine on a personalized 
discovery system that takes all the work out 
of gathering recommendations from multiple 
sources plays into what people are used to 
doing while making it much easier to find some-
thing they will enjoy watching.

consumers are increasingly relying on curated 
content selections from friends and like-minded 
colleagues to help them sift through vast amounts 
of content. This is evidenced by the popularity of 
twitter and Spotify, where people follow others 

with similar interests with the assumption that 
their friends’ recommendations would resonate 
well with them. in a similar vein, mediaNavi pow-
ered by digitalsmiths Seamless discovery curates 
relevant content for its customers, based on mul-
tiple sources of recom-
mendation from viewing 
history to social aspects.

MediaNavi
The full range of 

search and recommen-
dation requirements dis-
cussed above can be met with implementation 
of the personalized discovery system developed 
by Technicolor for the mediaNavi companion 
device platform. This brings to the TV companion 
device space the formidable range of well-honed 
recommendation and search tools employed 
on the portals of motion picture studios, TV pro-
gramming networks, professional sports leagues 
and other content providers worldwide.

moreover, mediaNavi creates a mon-
etization environment that goes beyond 
enhancing service appeal and customer con-
venience by facilitating revenue goals tied 
to interactive and targeted advertising. And 
by virtue of the increased exposure for con-
tent that comes with the recommendations, 
search and social networking capabilities 
of the mediaNavi navigation system, both 
operators and programmers will benefit 
from higher viewing rates for advanced and 
traditional advertising alike.

Digitalsmiths Seamless Discovery
digitalsmiths, recently ranked in the top 25 

percent of inc. magazine 5000 list of America’s 
fastest growing private companies, has imple-
mented its Seamless discovery to serve a wide 
range of unique needs for service providers, 
consumer electronic manufacturers and con-
tent owners, including NcAA, NAScAr, pgA, 
paramount, Time Warner, Viacom, Warner Bros. 
and many other entities. The advanced dis-
covery applications enabled by digitalsmiths 
Seamless discovery are running on every type 
of device, including smartphones, tablets, com-
puters and TV sets.

in some cases digitalsmiths Seamless dis-
covery is being used primarily for search and 
recommendations. For example, digitalsmiths 
Seamless discovery is used with paramount 
movies formatted through the microsoft Silver-
light platform for display on Windows mobile 
devices. Users not only can use the discovery 
platform to find movies they want to watch; 
they can choose a topic such as scenes featur-
ing a certain actor or someone playing a certain 
brand of guitar, and the application will play 
those scenes from wherever they can be found 
in the paramount catalog.
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This type of personalized sampling 
represents an important enhancement to 
the companion device TV viewing experi-
ence developed by mediaNavi. A subscriber 
watching a VOd movie showing an actor in 
an action scene, for example, might have 
the impulse to watch the actor performing 
in similar scenes from other movies in the 
VOd catalog, which can lead to a decision 
to schedule one of those movies for future 
viewing. Or they might discover the actor 
is appearing in a movie scheduled on a lin-
ear channel. mediaNavi is 
applying the search and 
recommendations features 
of digitalsmiths Seamless 
discovery to provide an 
aggregate view of all the content in the 
service provider’s portfolio as opposed to 
focusing on specific service categories.

it’s also important to note that, along with 
factoring in recommendations from friends, 
digitalsmiths Seamless discovery allows view-
ers to share what they’re viewing with friends. 
The share function goes beyond telling friends 
what someone is watching by allowing the 
viewer to share specific scenes the viewer 
might call up in search while the main title is 
running on the TV screen.

in other instances digitalsmiths Seamless 
discovery is also being used to generate new 
advertising possibilities, sometimes in conjunc-
tion with compilations of content segments 
from existing assets into new titles or, in the 
case of sports, compilations of highlights and 
certain types of action sequences from multiple 
games. For example, Time Warner’s uses digi-
talsmiths Seamless discovery to offer visitors 
to the NcAA march madness portal a variety of 
game viewing options, such as all the sequenc-
es showing slam dunks or highlights specific to 
each game.

The Discovery Mechanisms
With this vast range of engagements and 

innovative uses of discovery technology, digi-
talsmiths was one of the platforms chosen to 
supply the search and recommendations func-
tions for mediaNavi. digitalsmiths Seamless 
discovery harnesses multiple data inputs along 
with a proprietary digitalsmiths database con-
taining the largest set of time-based video data 
referencing people, places, dialog, subject mat-
ter, objects, actions and more describing movies, 
TV shows and live events.

This comprehensive approach to discovery 
includes a recommendations engine which 
coordinates the content selection process across 
several parameters, including:
n  Group ranking similarities, which associates 

a title highly ranked by a defined consumer 
segment with other items highly ranked by 

the same group;
n  User rankings and viewing, where individual 

viewing and ratings history is used to identify 
titles the user is likely to want to watch;

n  Content similarity, where a selected title is 
matched with others based on an analysis of 
the content itself, including asset level and 
intra-asset level information;

n  Purchase history, which associates a given 
title with other titles that have been viewed by 
the same people;

n  Popularity, where titles are chosen based on 
highest ratings within a given category or  

time period.
The content similarity matches 

in the recommendation engine 
and the free-form user search 
capabilities made possible by 

digitalsmiths Seamless discovery rely on a com-
prehensive aggregation of metadata compiled 
through the platform. Users have the flexibility 
to search with whatever combinations of criteria 
they choose, including genre, actors, characters, 
action, locations, dialogue or objects from a 
scene.

To make such structured search possible digi-
talsmiths Seamless discovery takes a three-tiered 
approach to compiling information, including:
n  Collection of data ingested with content 

from third parties. includes information 
provided by third-party data resources with 
extensive databases covering tens of thou-
sands of titles. digitalsmiths Seamless dis-
covery also processes information taken from 
game feeds and shot lists for sporting events.

n  Use of proprietary algorithms to create 
frame-accurate time-based depictions of 
content. digitalsmiths Seamless discovery 
algorithms drawing data from frame-by-frame 
analysis of content employ facial recognition, 
speech-to-text, location recognition, ad break 
detection, closed caption alignment and other 
automated processes to assign data tags sup-
porting categorization that goes well beyond 
common descriptors like name, title and date. 
digitalsmiths has now amassed millions of 
time-based metadata tracks through applica-
tion of these processes on content offered by 
its customers.

n  Analysis by human analyzers who cat-
egorize content by genres, rights, scenes, 
actions and objects.The hands-on data 
authoring performed by digitalsmiths person-
nel across every content file adds all the vital 
components to the metadata that require 
human judgment.

Together these mechanisms represent a con-
tinuous process that assures every new piece of 
content coming into the navigation realm from 
VOd storage, Web portals or linear program-
ming feeds is immediately searchable across all 
discovery modes.

Because these processes extend to linear 

as well as on-demand programming, users 
of the mediaNavi service don’t have to scroll 
through grid guides running on the TV screen. 
The digitalsmiths Seamless discovery engine 
presents viewers information about content 
they may want to see that’s available on VOd, 
stored on their dVr, or coming up in the 
channel lineup over the next few hours. This, 
of course, is a great benefit when it comes to 
scheduling dVr recordings.

Conclusion
With incorporation of the digitalsmiths 

Seamless discovery into mediaNavi, Tech-
nicolor has created the personalized naviga-
tion system that is essential to enabling a 
truly groundbreaking TV viewing experience. 
The mediaNavi companion device service 
extends these advanced search capabilities 
across all available media sources, includ-
ing live TV, VOd libraries, dVr recordings, 
home network content and OTT outlets. The 
discovery processes also are applied to con-
tent stored in new cloud-based digital rights 
lockers and to content that’s been shared 
through the mediaNavi messaging interface 
with people on Facebook, Twitter and other 
social networks.

Along with all these personalized naviga-
tional enhancements medaNavi provides opera-
tors the tools they need to enhance the value of 
multi-screening by allowing viewers to access 
information about any program, including pro-
files and professional histories of cast, writers and 
director, and to view “backstage” content and 
outtakes from the currently viewed TV program. 
Viewers can interact with supplementary content 
to vote, register opinions, request advertising 
information, make purchases and play games. 
This presents a boon to content creators as it 
drives higher viewer engagement with their 
featured content. And they can port whatever is 
appearing on their tablet or laptop screens to the 
TV for shared viewing.

The highly scalable, flexible mediaNavi ser-
vice is designed to run on the iphone, Android 
smartphones, smart TVs, the ipad, Android 
and Win7 tablets as well as pcs and mAcs. 
The system operations interface makes it 
easy for service providers to add features and 
adjust functionalities and to bring new service 
domains from OTT and other sources into the 
navigation system.

premium services represent a powerful 
trump card service providers can use to retain 
subscribers and draw new ones as young 
people come of age and enter the work force. By 
implementing the personalized cross-platform 
navigation and applications features enabled 
by mediaNavi, operators can be confident they 
are transforming the premium TV service experi-
ence into one well suited to a new generation of 
multi-screening viewers. ■<
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