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Comcast’s Blueprint for Media at Global Scale

00:00:00 — 00:00:40 MATT STAGG

[instrumental music] Welcome back, everybody, to the IAMT podcast with me, Matt Stagg. I'm
delighted, because | actually asked Doug Triblehorn to come on — he’s VP of Global Sales at
Comcast Technology Solutions. We've already had a great chat, and we’ll have to make sure we
cut off at some point, because we share a lot of thoughts and we’ll just carry on. Doug, if | can
ask you to introduce yourself and tell us a little about what you and your team are doing, then
we'll kick into some of the key themes.

00:00:40 — 00:02:00 DOUG TRIBLEHORN

Yeah, absolutely. My name’s Doug Triblehorn and | run global sales for Comcast Technology
Solutions. Oddly enough, I've been in the industry 38 years — it's the only industry I've ever
known, and of course it's evolved quite a bit. The real benefit of the eight years I've been with
Comcast Technology Solutions has been the ability to pull together a life’s worth of work. |
started out in satellite and fibre as a service provider, then moved into different areas. | was very
early into streaming, so I've seen that evolution. And now here we are, where there’s really no
such thing as just broadcast and streaming — it's all one thing, or that's what we’re trying to get
to in terms of technology. What Comcast Technology Solutions does is take the technology
developed for Comcast itself — and we have a big R&D budget — and bring it out to our
customers and partners, tying it together with other third-party, best-of-breed companies to solve
technology challenges our customers might not be able to tackle otherwise, whether because of
budgets or because it just makes more sense. We've been helping people along the journey to
solve the technical questions, so they can focus on what they do best, which is make great
content.

00:02:00 — 00:02:43 MATT STAGG

And this is key for me in what Comcast does: your customers say, ‘Well, if it's good enough for
them, it's got to be good enough for us,’ because you're using it internally — you’ve already given
that technology and workflow the stamp of approval. So, one thing we're both very keen on,
which you touched on: there is no broadcast, no streaming, we don’t separate them. But are you
seeing difficulty in trying to break down those silos? The key concept you came out with was very
good — ‘ingest once, deliver forever — and I'd love to expand on that.

00:02:43 — 00:03:10 DOUG TRIBLEHORN

Yeah, certainly. And we've evolved it a little further a year later. If you could take one piece of
content in this very diverse, ever-evolving ecosystem — give me a file, as our customers are
saying — and it just goes on from there, hits all the different gates and protocols, and works and
stays compliant to each of the different devices, that would be the Holy Grail.

00:03:10 - 00:03:11 MATT STAGG
Yep.

00:03:11 - 00:03:22 DOUG TRIBLEHORN

That's the mission we’re on. But we've taken it one step further. Our customer says, ‘That's
exactly what | need,” and we say, ‘Yeah, but we really need to ingest once and monetise
everywhere.’



00:03:22 — 00:04:20 MATT STAGG

Key point. We pay directors, producers and camera operators to create this amazing content,
and then we sort of struggle to move it around, and in some ways we lose the storytelling aspect
of it. | wrote an article on this — | called it ‘Skin in the Feed’ — where you have one piece of
content, fantastically shot, and then you put the skin, or the wrap, around it for different
demographics: for super fans or casual fans, lean-forward or lean-back. A lot of that comes from
understanding the data and the analytics. This is something | think broadcasters probably do, but
sports organisations seem to have not quite cottoned on to — or certainly not all of them —
around fan data. And | know you've got some thoughts on that.

00:04:20 — 00:05:37 DOUG TRIBLEHORN

Certainly. We cover four different pillars within CTS: operators, content providers, advertisers,
and we've established an independent pillar for sports. That's not new to us — we’ve been doing
tier-one sports for many years: master control, live events, lighthouse networks. But the way the
whole industry has evolved, and even more the way culture has evolved — the way the current
generation, and by virtue of that some of the older guys like myself, are starting to consume it,
with things like vertical video and all these different ways — means we’re in a position where we
have lots of content, not necessarily all the content we want, but how do we find the content we
want? And more than that, how do our customers and peers who are developing content —
some of it archival, some of it really quick-turn — get it in front of its rightful audience? Because
it's massive. There was a time when it was all about how many endpoints you could hit, and it
was hit-and-miss whether you found the person who wants your content. You need the data to
marry up the best content with the best consumer, because frankly they have so many choices,
even beyond watching television.

00:05:50 — 00:06:03 DOUG TRIBLEHORN

They play Fortnite, or they do something on social. So if content is king, data is probably even
above that at this point, because without the data you don't find the right marriage.

00:06:03 — 00:07:04 MATT STAGG

| totally get that. As a broadcasting industry, and particularly in sports, we've grown up a certain
way — people around our age making the decisions. Previously people said, ‘That's okay,
because at some point they’ll want to watch it the way we do.” And that’'s gone. So now it needs
to be: how do we find what these fans want, and how do we engage them? Especially around
Gen Z and Gen Alpha, there are throwaway comments — either, ‘Oh, | can do something for
them, we’ll put it in 9:16 and stick it on TikTok, they’ll love it,” or, ‘Oh, they've got a low attention
span.’” They don’'t — not if you've seen them play Fortnite. It's a forensic filter of what's not
relevant to them, because they can move on so fast. I'd be interested in your thoughts.

00:07:04 — 00:08:17 DOUG TRIBLEHORN

Yeah. You touched on something I'm spending a lot of time immersed in. We believe there's a
need to move up the value chain, both upstream and downstream, closer to where the content
gets tagged and you get insights into it. And the elastic nature of delivering content through the
cloud has never been more beneficial. But frankly, when we were growing up — at least when |
was — most of the time you’'d follow a team or a sports franchise because a parent or a friend got
you into it, and it was locked in for life. Even those of us who root for teams that don’t win very
often stick with them through thick and thin. But there are so many factors in sports right now —
the big money, the fact that even the best players change teams so often. We've found a
phenomenon where fans follow players above teams. And you can get a lifetime value — these
are real stats I've come across — of about 42 years on average, if you can lock in a young
person before the age of 12.

00:08:17 — 00:08:18 MATT STAGG
Oh, wow.



00:08:18 — 00:08:53 DOUG TRIBLEHORN

How do you do that without engaging them on their level? Because some sports don't have as
much action as others. You mentioned the attention span, or the inability of the standard guard to
find a way to connect with these consumers, these fans. It's a challenge that’s solvable with data
and technology — not only to match consumers with content, but to focus on the sub-personas.
There’s no such thing as the average fan anymore.

00:08:53 — 00:09:33 MATT STAGG

And with the ability — as we look at more Al in the workflow — all of that's there. If you like a
particular player, you could ‘follow’ that player, you could have a whole show, but you can’t do
that without automating it in some way. If you're doing a broadcast, you've got the bell curve —
the super fan, the casual fan — and you have to hit the top of that bell curve, which means you'’re
not quite serving everybody, because you go where you get the most.

00:09:33 — 00:09:34 DOUG TRIBLEHORN
Lowest common denominator.

00:09:34 — 00:09:46 MATT STAGG

Yeah. Now you're able to move that when you're looking at it. We talked about the super fan
versus the casual fan — how are you seeing your customers cottoning on to that ability?

00:09:46 — 00:10:50 DOUG TRIBLEHORN

So the way we see it — and we've been testing this, and it's resonating in the market and coming
back to us — no single company has figured out how to solve it yet. But consumer behaviour is to
opt into some sort of universe every morning: six different universes a day. You know what |
mean — the TikToks of the world. Now, if you're able to go into that universe and it's a sports
team, a sports league, or something topical, you go in as that universe and you have interactivity.
It's more than just a video platform — it's able to provide entertainment and value, because
people have that discretionary time and you want them spending it with you. So the technology
really marries that. That's the nature of what we’re doing. We call it Comcast Sports 360, where
we build the ecosystem. The app is the gateway, but through the data pipe interacting, and
through artificial intelligence in some cases to create that environment, it then lets you focus on
the stay-at-home mum,

00:11:03 - 00:11:41 DOUG TRIBLEHORN

or the executive, or the six-year-old who's trying to figure out what's going to make it most
enjoyable. Along the way you try to graduate fans — from never-fans to casual fans, to good, to
great, to the Hall of Famers, the premium fans who want to wake up at six o’clock in the morning
to get on their status board, because they've got a chance to throw out a first pitch or go to a
fantasy camp. You need carrots to get people in. But most of these fans are ghost fans — we call
them ghost fans, because...

00:11:41 - 00:11:43 MATT STAGG
Oh, right. Okay.

00:11:43 - 00:12:06 DOUG TRIBLEHORN

Think about it. At least here in the United States, if you're not a regular goer, you buy tickets on a
secondhand market like StubHub or TickPick, and there’'s no data associated with that. In fact,
most teams don’t get to keep their data, or don't have a relationship with a broker like
Ticketmaster where they keep it. So the fan walks in, and you have a chance to upgrade them.

00:12:06 —00:12:07 MATT STAGG
Yep.



00:12:07 — 00:12:40 DOUG TRIBLEHORN

You have a chance to give them the opportunity to become a next-level fan. But they walk in,
they walk out, and you lose touch. So think about something like Disney World. Could you
imagine going into Disney World without locking down the application, and all the benefits? You
want the fans who go into the venue to opt in, get the benefits, and take that with them. So while
video and television is at the core of it, the relationship for sports really starts at the venue
experience and runs all the way through to wherever a fan might be.

00:12:40 — 00:12:53 MATT STAGG

And again, it comes back to data. One of the things you mentioned, around the six-year-old — |
loved what the NFL did with Nickelodeon and SpongeBob.

00:12:53 - 00:13:14 MATT STAGG

Same game, different skin. | thought they absolutely nailed that. But the key thing that came out
of our discussion — and it got me thinking, as | have three teenage children — is that sport is one
of the safest content environments. I'd love to hear more of your thoughts on that.

00:13:14 — 00:13:47 DOUG TRIBLEHORN

It's funny — | can remember being told | watched too much sport as a kid. But look at the wild
landscape we put all of our children into now: there are no boundaries. If you sit and watch a ball
game, or go into a fan universe, you can make that a safe environment. | think we're at a point
where sport is missing the opportunity to share one of its greatest messages — that we're safe.

00:13:47 — 00:13:52 DOUG TRIBLEHORN
We're a safe place to put your child for a period of discretionary time. So lock them in.

00:13:52 — 00:14:25 MATT STAGG

That is key. And I'll certainly be talking a lot more about that, because it's very close to
everyone’s heart. We'll probably keep talking for the rest of the day, because it's fascinating to
get Doug and his knowledge and insight — and the insight of the Comcast team is great. So we’ll
be back later on. In the meantime, have a great show, and thanks again, Doug.

00:14:25 - 00:14:32 DOUG TRIBLEHORN
Thank you, Matt. It's been great. [instrumental music]



