E5

Russell Reynolds Associates’ Conversations on Convergence features
the thoughts and ideas of top decision makers in the world of
convergence. We are helping to cut through the hype around this
topic by speaking directly with those who are defining the future of this
industry. Read them all on our Web site at www.russellreynolds.com.
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of ancillary revenue streams for Disney-ABC Television Group’s diverse portfolio of broadcast
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E"What is your assessment of the current state
of the convergence space?

5"

I think convergence is still at a very early stage.
There is still a long way to go on interoperability
between devices; there are still a lot of business
models to test and a lot of emerging distributors,
and things are still being done in non-convergent
ways that will need to migrate into a more
seamless environment.

E"What about content?
5" We’re not developing our shows or doing our

storytelling any differently. We’re still focusing on
the storyline and how it plays on television. We
are, however, thinking about “windowing” and
how to create access points for the consumer
along the different types
We’re still of viewing platforms that
focusing on the are available.

storyline and
how it plays
on television.

Today, television still is,
by far, where most people
are watching shows—
television is primarily the
place where a show premieres, and then it
becomes available on different “windows” for
consumers, so they can catch up on the shows that

they missed on television. This sort of “windowing”
strategy is constantly evolving, and we suspect the
windows themselves will change over time, too.
Someday, a program
might premiere on Someday, a
computers
before program might
it ends up on a TV
premiere on
set. I think it’s too
computers
early to tell when
that will happen and before it ends
perhaps even if that up on a TV set.
will happen, but
nevertheless, what we see today is a very distinct
trend in this new digital world with shifts in
viewing consumption patterns and the increasing
penetration of different viewing venues.
The other thing that we’re doing with content
is adding more interactivity. Technology allows
communities to interact with each other; today,
people can comment on a piece of content and
share it with someone else, in real time. We’re
figuring out how that actually converges onto a
television set. You can have a TV-like experience
on the Internet in some cases, but the big
question is whether that type of interactivity will
start to migrate to the TV set, to become part of
the “ten-foot experience.”
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E" What are the human capital implications of E"What challenges does convergence bring to
all of this?

5"

We need people with the skill set to be able
to understand the technology and its impact
on consumers. But even more importantly, we
need people who can apply their knowledge to
their jobs. It’s less about whether someone has
technical experience in digital media and more
about whether that person has the ability to think
beyond their current roles and responsibilities to
understand the larger impact on the business.

Being part of that consumer space is important
too because it’s very difficult for leaders to make
decisions if they are not actively participating
in new media and convergence. So, when we
talk to people who want to have a role in digital
media, we always ask
When we talk them whether they have
to people a Facebook profile, when
was the last time they
who want to watched a video online
have a role in and whether they spend
digital media, time on YouTube. Those
we always ask people are hard to find.

them whether
they have a
Facebook
profile, when
was the last
time they
watched a
video online and
whether they
spend time on
YouTube.

If people “get” new media
and also have a desire and
willingness to understand
how it works, then they
can easily transition from
a role in traditional media
to a role in digital media.
But it’s tougher for people
who don’t understand it
and don’t participate in it
because no matter what
you do, it’s very difficult
for them to migrate, to
understand strategically
what the implications are to any action so they
can help move the needle. We need people who
can think quickly and embrace change and who
always have the desire to ask what can we do
differently that hasn’t been done before.
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your company?

5"

We’re so used to operating in a very stable,
consistent world that it’s like commanding a
large barge. But now, the business environment
around us is starting to change into a very
dynamic one, and the waters are getting rougher.
We need to figure out how to build speedboats
alongside of our barge and get the right people to
pilot them. We almost
have to build a whole We’re basically
new infrastructure developing for
alongside of what two different
we’ve been doing markets in
traditionally. It makes
parallel.
it a challenge to
manage resources internally because we’re
basically developing for two different markets in
parallel and hoping at some point in time we’ll
find where the efficiencies live within the overall
organization. We have to be very nimble, flexible
and dynamic in a new world where the business
environment is constantly changing. As leaders,
we have to ask ourselves: How do you get an
entire organization to think differently? What are
the processes and resources and communication
interfaces that have to be created in order to
make quick decisions and quick development
turnaround times? What do we have to do to
be able to iterate and adapt our operations for
a strategy that may be relevant for only a year
or two? These are the challenges for every
company that’s trying to make the transition into
a different business environment.

E"What do you see on the horizon?
5" A lot depends on when consumers

start to
change their behavior, when they really begin to
use and embrace new technology. It’s all about
consumer lifestyles: most people watch TV in
front of some sort of large screen device in their
home, during the hours of primetime. And in all
likelihood, that’s where all the dollars will be in
the future, too. The aspect that will likely evolve is
how, technically, programs will get to that screen.
That’s what everyone is trying to work on.

I think, right now, if you look at how things
are delivered, it’s still pretty unconverged.
Television is delivered either over the air or
through cable and satellite.
Most people Video on the Internet
watch TV on arrives on your computer
a large screen through a broadband line.
device in their But, as all these separate
home, during things start to converge,
the business models all
primetime. And start to blend, and we’ll
in all likelihood, need to rethink everything,
that’s where all so we can continue to
the dollars will reach consumers with our
be in the programs. I have no precise
idea when that will happen,
future, too. but it will definitely happen.
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Our Communications and Convergence Practice
The Russell Reynolds Associates’ Communications
and Convergence Practice sits at the intersection
of dynamic digital content, which is reshaping the
way we work and play, and wireless and broadband
networks, which keep us connected seamlessly
around the globe. We also have significant experience
in helping our clients recruit in the managed
services and outsourcing areas. The combination
of our experience with service providers as well as
infrastructure solution providers (who design, build,
and deploy their platforms and networks) allows us
to work at the forefront of technologies including
IPTV, WiMAX, FTTx, IMS, Ethernet, 3G/4G and VoIP.
Finally, our success with assisting media and content
providers and aggregators to leverage these powerful
new technologies positions us at the heart of the
convergence movement as the key human capital
solutions provider on a global basis.
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