IAMT MediaTech Forum — Visual
Podcast

Unveiling IAMT MAI — The First Industry-Association Agentic Al Model

00:00:00 — 00:00:29 MATT STAGG

[instrumental music] Hi, everyone, and welcome to the latest episode of the IAMT podcast. I'm
Matt Stagg, and I'm here with two fantastic guests. One you'll have heard from earlier — the
CEO of IAMT, Saleha Williams. And we’re now also joined by Nick Cogotti, founder and CEO of
AlphaCogs.

00:00:30 — 00:01:11 MATT STAGG

We're going to talk about Al — everybody does — but what we’ll do now is look at some things
IAMT has done, which Nick’s been helping us with. We'll also talk about how AlphaCogs and the
work they’re doing around agentic Al really helps the industry work out its different workflows in
different ways. We'll hear lots more about that from Nick. But let's start with MAI. Saleha, can you
tell us — everybody’s talking about MAI, but we need to hear it from you.

00:01:11 - 00:03:01 SALEHA WILLIAMS

Everybody’s already using MAI. We only launched it this morning at eight o’clock, and we’ve had
tons of people — I think we broke the Wi-Fi at one stage, seriously. MAI stands for Media Tech
Al. It's part of the rebrand and innovation that we, as IAMT — the International Association of
Media Tech — are doing for our members. This is AlphaCogs technology: they designed it and
worked with us to put MAI, as an agentic Al model, on the brand-new website that also launched
today, iamt.org, or theiamt.org. MAI is a game-changer for the media technology industry, and
certainly for IAMT. We've trained it on our entire knowledge vault of member content — a vast
amount of thought leadership, news, and product and company information — and Nick and his
team at AlphaCogs have taken all of that and put it into this amazing AEO: answer engine
optimisation. Where previously we were focused on SEO — driving buyers to our website and
then through to our members’ websites — we now position IAMT members, through MAI, as the
answer to the industry’s pain points, operational issues and challenges, as well as all the great
news. So for us it's an incredible application and tool, and we cannot thank Nick and his team at
AlphaCogs enough.

00:03:01 — 00:03:51 MATT STAGG

It is fantastic. Now that we’ve got you here, Nick — you’ve been in the media and entertainment
industry and seen it from many angles, from cameras through production out to the consumer.
Then Al came in, and you know what it was like: everybody was talking about it, but they were
talking about generative Al — that's what most of the public use. The agentic side wasn't quite as
interesting in terms of headlines — deepfakes, ‘our jobs are going,’ all the Netflix writers gone.
But agentic is the workhorse, isn't it? Could you explain a bit more about agentic Al and how
AlphaCogs use it? Because you're right up there, leading the charge on this.

00:03:51 — 00:04:16 NICOLA COGOTTI

First of all, thank you for having me — it's been a pleasure to do MAI with you. Agentic Al is a big
topic in the industry, especially in industries beyond media, like fashion, luxury and education. It's
a real game-changer for many of them, because it powers



00:04:16 — 00:05:12 NICOLA COGOTTI

not only automation, for reducing cost and improving efficiency, but also the reasoning on top of
that. So it's not just automation, it's reasoning with automation, and that opens up a whole new
game. We'll see it with MAI as well. We'll be able to put vendors and broadcasters directly in
contact, for example. Why not? MAI could act as a bridge, creating the opportunity to book
meetings between the two,

00:05:12 — 00:06:01 NICOLA COGOTTI

if that's something they want. In the fashion industry, for example, agentic Al is reshaping the
interaction between audiences and brands — opening up in-shop experiences where the content
can be shaped and customised in real time for the user. So agentic Al can be used in a variety of
situations: not only improving efficiency, but connecting people with the brands they love and the
stories those brands tell.

00:06:02 — 00:07:02 MATT STAGG

Yeah. And you said something that resonated: automation has been there many times, but it's
the reasoning behind it that we need more things like this to explain to people. Look at sports —
we’ve got so much content, it's all there, and we want to sweat the assets. Now that we're looking
at different ways of digesting it, with personalisation and different form factors, we've probably
already got the material done. It's almost like it’s on the cutting-room floor — but we can'’t find it,
and nobody wants to go and do that job when they come out of university. So I'd be interested —
Saleha, how do you feel, first, that this is going to help bring the value? | understand the value for
members, but can you give us another example of how a member could use this to really elevate
some of the knowledge you have? Your business intelligence is phenomenal.

00:07:29 — 00:08:37 SALEHA WILLIAMS

Yeah. As you said, the analogy is the same whether it's sports content or fashion content: it's
being able to cut through to something very specific — ask a question and get a very direct
answer — but then also be fed, ‘Would you like to know more about this, and this, and this?’ For
example, we've just launched the State of Media Tech report from our business insights team,
which talks about these wider markets beyond broadcasting and how they need immersive
content experiences that Al, from an agentic and generative perspective, can help accelerate.
Not everyone has time to read a hundred-page data report — some do, and we still provide that
— but if you need a quick answer, whether you're another member, a member of the press, or a
technology buyer, you can go into MAI and say, ‘Give me examples of organisations specialising
in sports remote production.’

00:08:37 — 00:08:38 MATT STAGG
Yeah.

00:08:38 — 00:10:42 SALEHA WILLIAMS

‘Give me examples of who did it at the latest Olympics in Milan.” And because we have so many
assets — interviews, articles, website updates, all real and live — MAI can provide information
cited to an authoritative source: who to talk to, whether a company or a person, where they sit in
the value chain, and how you might partner with them or look at innovation around them. It's not
just about the information — it's about the decision-making it enables, and being at the centre of
the media tech industry. This positions IAMT to really amplify our members’ products, services,
innovation and news to anyone who needs to see it, to drive more business. It's exciting — we
kept testing MAI even before we flew out, at Heathrow. It's so intelligent. | was asking, ‘Give me
the latest examples of what Grass Valley are doing.” Grass Valley is a massive company, and it
came up with several sources, all of which had come through IAMT, and then asked me, ‘Would
you like to know more about this particular area, or about what Grass Valley is doing at an NAB
show?’ Suddenly my planning time — who do | go and talk to, where are they, what are they
promoting — is just incredible. There are so many use cases that enable decision-making
because of the knowledge behind it, and within a very authoritative, independent, neutral
platform, because it's on the IAMT platform.



00:10:42 — 00:11:02 MATT STAGG

Yeah. Where does this technology go next, Nick? | always know you're thinking about the next
thing while running the current one — is there anything on the horizon around agentic Al that
you're looking at, interested in, or developing?

00:11:02 — 00:11:51 NICOLA COGOTTI

Yeah. The best thing for me is that this is just the beginning — this is the very core of the
technology, but it can expand in so many ways that we can’t even see yet. It will become a work
in progress, especially with the feedback we receive, to see which areas we cover next. The
possibilities are endless. Personally, | love that we wanted to bring technology closer to people.
As we were discussing, the industry is always talking about automation, about cutting cost, about
making people more efficient,

00:11:51 - 00:12:12 NICOLA COGOTTI

using their time better. Our vision is to bring people closer to the machine, rather than the other
way around. We want to do the inverse: we want to make the machine come closer to people.

00:12:12 —00:12:12 MATT STAGG
Yeah.

00:12:12 — 00:12:27 NICOLA COGOTTI

So, for example, MAI has what we call a hands-free experience. You can talk to her, like we're
doing now, and she’ll answer. | use the female — I'm sorry — because that represents —

00:12:27 —00:12:30 SALEHA WILLIAMS
[laughs] She’s definitely female.

00:12:30 — 00:12:32 MATT STAGG
What accent has she got?

00:12:33 - 00:12:34 NICOLA COGOTTI
Sorry?

00:12:34 — 00:12:35 MATT STAGG
What accent is she?

00:12:35 - 00:12:36  NICOLA COGOTTI
An American accent.

00:12:36 — 00:12:39 MATT STAGG
Ah. | wondered, because I'm right here. [laughs]

00:12:39 — 00:13:43 NICOLA COGOTTI

So she can talk to you like you would with a normal person, and she’ll be able to take actions for
you as well. Imagine a broadcaster agrees to share a calendar of availability. MAI can then put
vendors and broadcasters in contact, knowing that a broadcaster is looking for a particular
technology. MAI knows it, and a vendor can be booked into a meeting to be in direct contact with
that broadcaster — easing the connections between vendors and broadcasters that are so
difficult nowadays. Technology is so vast, and evolves so quickly,

00:13:43 — 00:14:00 NICOLA COGOTTI

that broadcasters or buyers may not yet know they have, right next door, someone who can do
exactly what they need. So that's one possibility with MAI.



00:14:00 — 00:14:24 MATT STAGG

Yeah. It's amazing, and it's worth bringing up, because when people first started talking about Al,
they’d say, ‘It's going to take my job.” Actually, when | thought about it — and | was talking with a
lot of people in the industry — | said, ‘Al won't take your job, but someone who knows how to use
it will.’

00:14:24 — 00:14:24 SALEHA WILLIAMS
Yeah.

00:14:24 — 00:14:55 MATT STAGG

We're seeing it now. What's really nice, walking around the show floor, is actually seeing it being
done, not just talked about. It's not a buzzword anymore — it's ‘how are you using Al,’ not ‘are
you going to use it.” So, when this goes out, if people want to get in touch and learn more from
AlphaCogs, how can they reach you?

00:14:55 - 00:15:00 NICOLA COGOTTI
From the website, obviously. We also have —

00:15:00 — 00:15:04 SALEHA WILLIAMS
Through the IAMT website marketplace.

00:15:04 — 00:15:05 MATT STAGG
Yes. [laughs]

00:15:05 - 00:15:08 MATT STAGG
And MAI can chat to MAl —

00:15:08 — 00:15:12 SALEHA WILLIAMS
You can say, ‘MAI, where is Nick this week? | need a meeting with Nick.’

00:15:12 — 00:15:20 NICOLA COGOTTI
And she has all my details. My wife is actually jealous of her — she knows more than her.
[laughs]

00:15:20 — 00:15:23 SALEHA WILLIAMS
But, to be fair, the AlphaCogs website is —

00:15:23 — 00:15:25 NICOLA COGOTTI
alphacogs.com.

00:15:25 - 00:15:26  SALEHA WILLIAMS
alphacogs.com.

00:15:26 —00:15:26 MATT STAGG
Brilliant.

00:15:26 — 00:15:44 MATT STAGG

Well, | hope you learned a lot — I certainly did. It's been fantastic. Thanks, Nick. Thanks, Saleha.
We'll be back with more from the podcast studio later on. Thank you for watching. [upbeat music]



