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Introduction

The TV landscape is evolving rapidly. Viewers are becoming more price-
sensitive, leading to a consolidation of Pay TV and SVOD services and
increased churn between providers. This shift has opened up a significant
opportunity for Free TV, particularly in the form of FAST and AVOD, to
bridge the gap between linear and paid TV, emerging as a key player in
the content mix that viewers now consume.

However, this opportunity faces challenges. The surge in FAST
channels has dramatically increased the number of TV shows available
on platforms, bringing content discovery back to the forefront as a critical
user issue. This threatens the business goals of those launching and
hosting FAST channels. Will FAST be a fleeting trend or a lasting shift that
fosters a more balanced pay vs. free content ecosystem? The answer may
lie in the user experience—finding high-quality, relevant content easily
and intuitively could be the deciding factor.

This document offers best practice guidance for metadata creation
and usage across common metadata elements. It explores the
importance of metadata, enabling content providers and platforms
to make better decisions about where to invest time and resources to

enhance metadata quality.

Objectives

This guide aims to provide insight and guidance on the impact of content

metadata on the FAST channel landscape. It considers all sections of the

pipeline, from production and channel creation/scheduling to viewer

discovery and analytics. Specifically, it sets out to:

e Provide a detailed set of metadata guidelines that accurately reflect
the platform needs and are attainable by FAST channel owners

e Inform and explain how metadata, or lack thereof, impacts the FAST
ecosystem

o Explain current deficiencies/challenges in the FAST metadata
ecosystem, how they can be improved, and how requirements

might evolve



Key Takeaways and Recommendations

1) Importance of High-Quality Metadata:

High-quality metadata is pivotal for driving
engagement, discovery, and monetisation of FAST
channels. It facilitates accurate content discovery
and personalised viewer recommendations, crucial

for enhancing viewer retention.

2) Metadata Challenges:

Addressing significant gaps between source-
provided and platform-enriched metadata is
crucial, particularly in genres, original air dates,
production countries, age ratings, and images.
Bridging these gaps is essential to prevent
suboptimal user experiences and requires ongoing
effort.

3) Enhancing Content Discovery:

Investment in metadata accuracy and
comprehensiveness is essential to enhance content
discoverability. This includes detailed descriptions,
accurate genre tagging, and ensuring all content is

accompanied by rich, relevant metadata.

4) Adapting to Viewer Preferences:

Metadata should enable platforms to adjust to
increasing viewer sensitivity to ads by maintaining a

balance between content quality and ad frequency.

5) Regulatory Compliance:

Adapting metadata practices to regulatory
changes, such as those outlined in the UK Media
Bill/Act, ensures compliance and mitigates

potential penalties.

6) Local and Niche Content:

Focus on local content metadata to cater to specific
regional demands and niche markets enhances
viewer engagement and distinguishes channels in

a competitive landscape.

7) Technological Integration:

Leveraging advanced technologies for metadata
management, including Al for generation and
automation, ensures accuracy and reduces

operational costs.

8) Metadata for Monetisation:

Optimising ad placements using metadata ensures
ads are contextually relevant to content, enhancing

viewer experience and increasing ad effectiveness.

9) Best Practices for Metadata Usage:

Developing and adhering to best practices for
metadata creation, standardisation, and utilisation
across the ecosystem ensures consistency and
reliability in content delivery and targeted ad

placement.

10) Strategic Metadata Governance:

Establishing a robust metadata governance
framework that encompasses sourcing,
management, and distribution enhances content
discoverability and operational efficiency across
FAST platforms.

These recommendations provide a strategic framework

for improving the FAST ecosystem through enhanced

metadata management, aiming to boost user satisfaction,

platform growth, and profitability in the competitive

streaming landscape.
This work was produced by the DTG FAST Forum, with

input from wider industry partners. The DTG FAST Forum

continues to meet to address industry challenges and

enablers with a view to identifying collaborative activities

to support FAST implementation and growth.
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Context
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FAST is evolving rapidly, but individual channels and platforms are at

differing stages of maturity. These stages can be broadly summarised as:

Growth

* Obijective: Create a critical mass of content to attract viewers and
generate enough ad inventory to appeal to publishers.

« Consideration: Acknowledges siloed content and disjointed user
experiences (UX) but does not tackle these issues at this stage.

« Ad Focus: Ad fill rates and ad relevance to viewers are not primary

concerns during this stage.

Monetisation

« Objective: Expand ad inventory and ensure all scheduled ad breaks are
filled with commercial (paid) ads. Focus on increasing channel reach
across FAST platforms.

* Ad Focus: Ad relevance and repetitiveness are not yet optimised.

« UX: Content presentation aligns with platform revenue priorities rather

than viewer profiles or preferences.

Profitability

¢ Objective: Retain the audience in terms of unique viewers and
maintain or grow the hours watched.

o Content Discovery: Becomes a critical success factor, with metadata
accuracy, quality, and coverage in the spotlight.

« Personalisation: Content discovery is targeted and tuned to
individuals or specific viewer segments, providing the ultimate UX to

retain viewers in the long term.

Addressing the Growth Stage Conflict

There is a conflict inherent in the growth stage. While growth demands
additional viewers and viewing hours, a poor UX will lead to some level of
viewer churn. Therefore, growth must outpace churn, or UX issues need to

be addressed earlier.

Key Drivers of Churn

Since price does not factor into churn for FAST channels, the inability

to find relevant content and the prevalence of irrelevant and repetitive
ads are significant drivers of churn. Improving these factors will enhance

retention and increase hours watched.



The FAST Landscape Today
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As FAST channels and platforms progress through various stages of
maturity, several emerging trends in the connected TV industry are also
taking shape. FAST channels and platforms that lack a solid foundation
and a comprehensive metadata management strategy will be unable to
capitalise on these trends, risking higher churn rates, reduced viewing

hours, and a loss of market share.

Shift From Paid to Free TV 61%

The viewing landscape is shifting towards free content. This doesn't are willing to

signify the end of Pay TV and SVOD services, but rather reflects increased gfﬁ:nzd;figr

price sensitivity among viewers, leading them to rebalance their content HSSCORISHE 41%

consumption by using fewer paid services and consuming more free 39% ke men<in- 39%

prefer1-2 trusive ads find
minutes of personalised
ads per hour ads useful

content.
Additionally, ad tolerance is rising especially in regions where ad-

supported TV was previously uncommon (see Figure 1). This presents a

clear opportunity for FAST and AVOD, however viewers will ultimately
gravitate towards platforms where content is easily navigable and
consumable. They will not remain loyal to platforms with poor user Figure 1 Data from the January 2024 Amagi Consumer Survey
experiences, at least not in sufficient numbers to sustain viable ad

revenues.



Premium Content
The rapid growth of FAST platforms initially meant that
all content was viable as long as the channel volumes
increased. However, this landscape is evolving and poorly
performing channels are being dropped in favour of new
channels featuring premium content.

Platforms like Tubi are creating and launching original
content while major media companies such as Sony.

have launched FAST channels with top-tier content such

as Seinfeld. Another notable trend is the inclusion of

live sport on FAST platforms. While top-tier sports drive

subscriptions, niche or growing sports generate high
CPMs (cost per mille, or cost per thousand ad views) and

are therefore well-suited for the FAST ecosystem.

Local Content

Local content is in high demand on FAST platforms.

This trend is driven primarily by local news channels but
also extends to other forms of content, including local
sports. Broadcasters are leading this trend, utilising their
extensive archives of regionally produced content to create

single IP channels tailored for local audiences.

Universal Discovery

As FAST platforms evolve to expand channel offerings
and monetise content, retaining and increasing viewer
engagement requires a shift in focus—from mere
monetisation to enhancing viewer retention through
improved user experience (UX).

Connected TV (CTV) platforms are intricate ecosystems
encompassing various services such as linear TV, BVOD,
SVOD, AVOD, and FAST. Each service has its own access
points—EPG for linear TV, apps for VOD, and reverse EPG
for BVOD, alongside platform-wide content discovery

features such as search and recommendations.

From a viewer's perspective, the optimal UX ensures
consistent and comprehensive content discovery—a
concept known as universal discovery. Achieving this
requires understanding and overcoming existing barriers.
Figure 1 shows that a series from one content provider
can be packaged into different FAST channels as well as
be available on linear channels and through VOD apps. As
FAST platforms integrate more archive content, including

past seasons of current shows, this complexity is likely
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In an ideal scenario, viewers interested in shows like
Friends, Top Gear, or Hell’s Kitchen would easily find all
available viewing options across various services (linear,
BVOD, FAST, SVOD), allowing them to choose preferred
seasons and episodes. This accessibility is especially
valuable given the appeal of FAST platforms' free content,
enabling viewers to binge-watch their favourite shows

conveniently.

to grow.
Viewer
Content
Discovery Browse Search Recommendations Universal Guide
Services
Content Content oG oG Apps
Entr : (BVOD/SVOD/
Platform Poin):s (FAST) (Linear) e Vo
FAST channels Linear channels App Content
Platform OS CJ1CJ ] )OI )OI
| N
Fast Genre Single IP J
Channels Channel Channel
Content
Provider
igcnl‘:ievr;t Season1 Season 2-6 Season 10 Season 7-9

Figure 2 User discovery from a viewer perspective


https://www.streamtvinsider.com/video/fast-channel-growth-explodes-how-long
https://www.tvrev.com/news/tubi-original-content-videos
https://www.tvrev.com/news/tubi-original-content-videos
https://www.digitaltveurope.com/2024/03/27/sony-pictures-launches-54-fast-channels-across-europe/
https://www.digitaltveurope.com/2024/03/27/sony-pictures-launches-54-fast-channels-across-europe/
https://advanced-television.com/2024/03/14/sports-score-big-with-fast-channels/
https://variety.com/vip/how-local-news-is-driving-fast-growth-1235328120/

Cross-Channel Content Discovery
FAST platforms are optimal on TVs, where viewers prefer
longer-form content. For content providers, driving viewers
from traditional linear TV and streaming services to their
FAST channels is crucial for boosting content consumption
and ad revenues.

Beyond standard marketing efforts to promote
FAST channels, providing consistent, accurate, and
comprehensive metadata across traditional and FAST
platforms enhances universal content discovery. This
approach empowers search and personalisation tools
to deliver seamless experiences across the entire TV
ecosystem.

Increased adoption of FAST channels by viewers
directly impacts monthly active users (MAU), a critical
KPI for FAST platforms.

Voice Search

Searching on TV traditionally involved slow, laborious

text entry with a remote control. But with voice search,

everything changes. Viewers can now simply talk to their

TV, not only searching efficiently but also asking questions

and receiving immediate responses. This leapfrogs other

content discovery methods, with studies showing regular
use among aware viewers. Young viewers who have not
grown up with traditional remotes as the only option, can
find voice interaction much more intuitive than using

a TV remote to search for content.

For content providers, optimising metadata can
enhance voice interface performance:

« Contextual Metadata: Robust metadata aids
understanding of nuanced or abstract queries, like
searching by character or scene. Linking to IMDDb,
TMDB, reviews, or fan sites enriches context for smarter
responses.

« Aliases: Incorporating popular short-forms (e.g., GOT
for Game Of Thrones) as metadata aliases improves

search accuracy.

Personalisation

Personalisation algorithms aim to simplify content
discovery by recommending content based on a viewer's
taste profile—previous viewing history, genre preferences,
collaborative filtering, and contextual factors predicting
current preferences.

For content providers, comprehensive and accurate
metadata significantly enhances the likelihood of their
content being recommended. Contextual metadata with
detailed descriptors allows algorithms to identify nuanced
relationships between content items. This benefits the
platform by showcasing the breadth of available content,
enhancing the effective catalogue size, and improves
viewer satisfaction by preventing content fatigue and

repetitive suggestions.
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Bingeability in FAST Channels

Long after production ended, shows like Friends remained
popular on Netflix due to their comforting familiarity.

With single-genre and single-IP channels on FAST, binge-
watching is inherent, with the primary challenge being
viewer awareness of the content in the first place.

For seamless sequential episode scheduling, accurate
metadata including series, season, and episode numbers
is crucial. Unlike traditional TV's fragmented licensing and
episode numbering, which can confuse viewers, adhering
to original production numbering (e.g., SO1/EO3) ensures
clarity. This standardised metadata not only facilitates
proper episode sequencing but also enhances features
like auto-play on VOD services, ensuring a smooth viewing

experience.

Programmatic Ad Placement

Traditionally, ad inventory in linear TV was traded in bulk to
reach a broad audience with the same ads. Digital media,
including programmatic private marketplaces, often sell
inventory in packages, though there's growing interest in
real-time spot-by-spot decisions to maximise revenue in
FAST environments.

For single-source IP or single-genre channels, the entire
channel aligns with one genre (e.g., Sport, News, Music).
Multi-genre channels require per-programme genre data to
ensure ads are placed appropriately around content.

Accurate genre and age rating assignment is critical to
prevent ads from appearing in unintended programmes.
Targeting updates typically occur between programmes,
such as placing sports-related ads after news segments.

Programme format, distinct from genre, specifies
the content's presentation style (e.g., live sports,
documentary). However, industry standards for channel
and programme genres vary widely, with the |AB Content
Taxonomy attempting to standardise digital ad trading yet

lacking universal adoption.


https://iabtechlab.com/standards/content-taxonomy/
https://iabtechlab.com/standards/content-taxonomy/

Effective ad placement considers:

* Avoiding misalignment, like placing adult-targeted ads
during children's programming.

« Ensuring ads are inserted at suitable breaks, avoiding
disruptions mid-sequence.

« Maximising relevance to enhance viewer engagement

and ad value.

While FAST platforms show potential, particularly in ad
relevance, there remains room for improvement across

these critical areas.

Regulation

The recently passed UK Media Bill/Act represents the
first major update to media legislation in 20 years, with
implications for formats such as FAST that didn't exist
during the last updates in the early 2000s. Additionally,

the UK Government has recently consulted on regulating

Electronic Programme Cuides (EPGs), and the inputs to

this consultation are under review at the time of writing®.
Currently, only channels appearing on regulated EPGs
(Freeview, Freesat, Sky, Virgin Media, and YouView) are
subject to UK regulation. Consequently, channels on
other EPGs, potentially including FAST channels, remain

unregulated or self-regulated.

e —— ¥

y L
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Regulated EPGs and the licensed channels on them
must adhere to requirements covering areas such as
audience protection (e.g. rules to protect under-18s from
harmful or offensive material), accessibility support (e.g.
within 10 years of becoming licensed, 80% of programmes
must be subtitled), and processes for handling complaints.

FAST channels and platforms may find themselves
subject to new legislative requirements via the Media Act
or potential EPG regulation. They might have to meet the
same obligations as PSBs and licensed channels. Accurate
metadata will be crucial in supporting compliance with
new requirements, such as age ratings and content

guidance.


https://www.gov.uk/government/consultations/consultation-on-the-regulation-of-additional-electronic-programme-guides
https://www.gov.uk/government/consultations/consultation-on-the-regulation-of-additional-electronic-programme-guides

The Metadata Challenge
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The DTG FAST Forum's "Essential FAST TV Industry Handbook" (Nov 2023)

emphasised that high-quality metadata is crucial for driving engagement,
discovery, and monetisation of FAST channels. However, several
challenges hinder the realisation of this potential, leading to poor viewer
experiences, higher churn rates, and additional costs for content providers

and platforms.

Enrichment Challenges

Metadata vendor Gracenote's analysis of 1000+ global FAST channels
reveals significant data gaps between the raw data received from partners
and the enriched data ultimately delivered to platforms. Below is a
description of some key metadata categories, along with Table 1, which
shows the delta between the number of data points in content when
Gracenote receives it from partners and the number of data pointsin
content when Gracenote delivers it to platforms (%). This illustrates the
extent of enrichment required across different programme types to meet
today's platform requirements.

It is important to note that this analysis primarily indicates data
presence (e.g., any images) rather than data quality (e.g., number, quality,
types of images) or normalisation/correction of underlying data.

e Genre - A primary attribution for discovery and ad serving

* Images - The most essential component of content merchandising

e Age Rating — Relevant for ensuring content and ads are appropriate

o Original Air Date/Release year — Used for thematic bucketing and
merchandising new content

e Production Country — Relevant for localisation

Metadata category All Programme Feature Serial
Types Films Content

Genre 31% 13% 32%

Images 10% 44% 7%

Age Rating 25% 25% 25%

Release Year/Air Date | 56% 93% 57%

Production Country 66% 84% 73%

Table 1 Gracenote statistics on metadata enrichment deltas

Metadata Processing

While better processing of metadata is crucial to resolving these issues,
applying solutions piecemeal is less cost-effective than implementing a
comprehensive metadata governance policy. A typical broadcaster uses
metadata from five different sources, with 30% of it being duplicated, such
as repeating content metadata without a common unique identifier. This
necessitates matching metadata, incurring both machine and human
effort costs.

This matching is a continuous process as new content arrives or old
content is rescheduled. In the absence of uniquely identified entities,
metadata matching relies on various match fields. Even with sophisticated
Al, simple spelling mistakes in content titles or contributor names, or
inconsistent application of content duration can cause mismatches that

must be manually resolved repeatedly.

10
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Metadata Types

Most platforms have a designated specification they prefer channels

to fulfil. Many content providers produce their own metadata, typically
focused on the descriptive and visual merchandising of their content.
Specialist metadata vendors (such as Gracenote, Red Bee Media, Media
Press, Simply TV, or Metabroadcast) are often employed by either the
channel owner or the platform to further enrich metadata to meet
platform specifications. The goals are to standardise the customer
experience, improve content discovery opportunities (e.g., voice search,
recommendations), accelerate the onboarding process, and maximise

channel engagement.

@D’I’G

Images

Images are one of the primary methods by which audiences discover and
engage with new content and channels. Having a diverse array of high-
quality images across various ratios (16:9, 4:3, 1:1, 2:3, 3:4) and types (iconics,
banners, posters, logos, stills) that include relevant title treatments,
complementary celebrity and ensemble shots, and season or episode
relevance drives engagement and ensures compliance with FAST platform
requirements. This is particularly effective when these images are sourced
from authoritative sources and presented in the highest resolutions.
Images must be usable across a wide range of form factors and Ul styles.
While this paper focuses on CTV, it is prudent to consider the entire
spectrum of UXs, from mobile devices, where portrait orientation images
may be needed, to 4K or larger TVs, where full-screen landscape images

may be required.

n



Entity Image type
Series Showcard
Definition Example

The graphics used by content providers to promote TV
programmes and movies typically include a background
image with an overlaid title. This "showcard" is arguably
the most important image for a TV show, as it represents
all seasons and episodes and can serve as a default
image in their absence.

The showecard visually encapsulates the branding of
the content more effectively than words alone can:

« Mood and Setting: Colours can convey the mood of
the content, and a backdrop of a recognisable scene
from the series may be used to set the context.

« Title Recognition: A logo or consistently styled title
can be immediately recognisable, such as GOT vs.
Game of Thrones.

« Channel Identity: For single-IP channels, the title or
logo will likely also serve as the channel logo.

* Character and Genre Representation: The main
character or cast is likely to be recognisable, and
contextual elements such as clothing or expressions
can provide insights into the content's genre and
tone. For example, a chef's jacket or apron clearly

indicates culinary content.

Images courtesy of ITV
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Entity Image type
Season Key art
Definition Example

Some series run for many years and span multiple
seasons. Friends is a prime example, where the principal
cast remains the same, but fashions and styles change
over the seasons. A season-specific showcard provides a
clear indication of the time period in which a particular
season was produced. Reality shows are another
example, where the cast, other than the host(s), changes
each season. A season showcard gives viewers a clear

visual cue about which season they are about to watch.

Images courtesy of ITV
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Entity Image type
Episode Key art
Definition Example

Episode images are either stills from the episode content
or photographs taken during recording by a professional
photographer. The latter are typically part of the marketing
materials distributed to media outlets to promote
upcoming episodes. These professional images are often
higher resolution and better represent the theme or topics
of the episode than a captured video frame.

Episode images play a crucial role in visually
distinguishing different episodes from one another when
browsing a series, navigating the season and episode
hierarchy, or reviewing search results. Without these
images, the UX may default to using the series showcard
repeatedly, resulting in a visually monotonous and
disorienting experience.

When creating or selecting episode images, consider
the following:

1. Specificity Without Spoilers: The image should depict
something unigque to the episode but must avoid
spoilers that could diminish the viewer's excitement.

2. Appropriate Content: Since the UX, including the EPG
and content pages, is viewable by audiences of all
ages, even images for adult-rated content should be
appropriate for general viewing.

Additionally, the quantity of episode images required can

be substantial. While one series showcard typically suffices

for a series, there might be 10 seasons with 20 episodes
each, necessitating a significant effort to select, edit, and
prepare images in various formats. This often leads to

poor image selection, reduced quality, or the absence of

episode images altogether, negatively impacting the UX.

Automation options for streamlining this process will be

explored later in the report.

Images courtesy of ITV
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Entity Image type
Contributor Head Shot
Definition Example

A contributor headshot is essential for displaying the cast
and crew of a piece of content or within search results.
The ability to search and navigate content via contributors
is crucial for viewers who wish to discover more content
related to their favourite actors, directors, and other

crew members. Having a clear, recognisable image

significantly enhances this discovery process.

What Makes a Good Contributor Image?

1. Out of Character: The image should portray the
person in their real-life appearance, not in character.
For example, an actor known for playing Spider-Man
should be shown out of costume to avoid confusion
and misrepresentation in the context of other roles
they have played.

2. Clean Background: Ideally, the image should have
a simple, clean background that doesn't distract
from the person’s face. Since headshots often come
from red carpet events with sponsorship logos in the
background, these images may need to be cropped
to focus on the face. Many Uls prefer circular crops for
this purpose.

3. Current and Updated: Headshot images should
be up-to-date. As contributors' appearances can
change significantly over their careers, it's important
to periodically update these images to ensure they

accurately represent the individual.

By adhering to these guidelines, contributor images can
effectively support content discovery and enhance the

overall user experience.

Images courtesy of ITV

FAST FACTS - YOUR GUIDE TO FAST METADATA
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Entity Image type
Sports Match Team vs Team Show Card
Definition Example

Finding live sporting events is one of the most complex
content discovery challenges. Sports teams are instantly
recognisable by their club logos, especially to their fans,
who are the primary audience for this content. Sports
show cards have adopted a relatively consistent format
and have become essential for effectively representing a

sports match in a user interface (UX).

Ingredients of a Successful Sports Show Card

1. Background Image: This should be consistent with
the sport. For football, it could be a generic image of
a football pitch, possibly a top-down view showing
recognisable features like the centre circle. Other
options include images of goal posts, the home
team's stadium, or similar.

2. Competition Logo: Include the logo of the
competition, such as the EPL, EFL, or UEFA logo.

3. Team Logos: Display the logos of the teams playing
in the match. The convention is to show the home
team's logo first—on the left for left-to-right
languages, and on the right for right-to-left languages
such as Arabic. Other Considerations

« Overlaying Information: While overlaying team
names, match date, and time might seem useful, it
can be redundant if this metadata is already displayed
elsewhere in the UX. Additionally, it can clutter the
image and make it less visually appealing.

« Distinguishing Teams: With the rise in popularity
of women's sports, distinguishing between men's
and women's teams with the same name (e.g,,
Liverpool Men and Liverpool Women) is crucial. Using

a background image from a recent match featuring

FAST FACTS - YOUR GUIDE TO FAST METADATA

the teams can provide an immediate visual cue to

differentiate between the men's and women's teams.

While there are many sports with specific needs, this
explanation of the team vs. team image should provide

useful guidelines for sourcing sports images effectively.
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Image Localisation

Images have the power to communicate a complex set of
information about content: its genre, time period, mood,
characters, celebrities and more. These attributes can
vary by country and culture quite significantly. Therefore
ensuring that the highest impact images are created or
sourced is vital to engage viewers and give them a reason
to start watching content they're likely to enjoy.

The series The Loch presents a good example of
localisation considerations.

It has an original title of The Loch, however, in other
international English-speaking territories the series is
known as Loch Ness. This means that the correct poster
for the movie must be used in different countries even
when those countries are using the same language.

TV shows that are successful in their originating
country which are then franchised and recreated as local
versions are another complex case. For instance, Love
Island originated in the UK but has US, Australian, and
other local franchises. When the original UK series is
made available internationally, 'UK' is added to the title
to distinguish it from local franchise versions.

Another complication arises when the original title
of a show is not translated into the local language. For
instance, Friends is often known as Friends even in
non-English speaking countries. Where the show title
is translated, the show card with the translated title
treatment must be used in that market.

Additionally, cultural and marketing considerations
further contribute to image variation. The showcard
image may differ from country to country, reflecting local
preferences for themes, emphasis on different characters,

or the avoidance of certain visuals.

In summary, tagging images correctly requires careful
consideration. Images must be sourced to resonate with
the local market, as re-using images across markets can

lead to an inaccurate representation of the content.

Other Image Metadata

In one sense, images are metadata—they provide visual
information about the content. Show cards, for example,
combine visual and textual elements to represent the
content effectively. Beyond their visual impact, images
themselves contain metadata. When a comprehensive set
of images is prepared for content, metadata associated
with these images aids in determining the most suitable
image for each part of the interface, enhancing user

experience (UX).

i
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Additionally, in UX design, conducting multivariate
experiments to test image effectiveness on relevant
metrics is crucial. Detailed image metadata enables
algorithms—and those optimising them—to understand
why certain images succeed or fail in experiments.

Table 2 on the next page shows a set of image
metadata that facilitates automated image operations,
usage, and experimentation. While some metadata can
be generated dynamically, preparing it in advance as part
of the content's metadata package reduces repetitive

machine processing across workflows.

oo Uy A
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h
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Image Metadata Description

Image dimensions (pixels)

The height and width dimensions in pixels. This allows the Ul to know if an image will fit or needs adjusting to fit the relevant part of
the UL

Image orientation

Portrait or Landscape. This can be determined from the image dimensions but categorising it in this way can make processing the

image more efficient.

Image type

Key art, show card, contributor head shot. Combined with the entity - Series, Season, Episode, Movie, Contributor - enables the right

image to be used in the right place in the UX.

Contributor UIDs

Identifying cast, presenters, or contributors in images clarifies their relevance, influencing click-through rates. This data also informs
UX decisions by indicating the number of individuals depicted, aiding in the selection of impactful images. For instance, featuring
preferred contributors can optimise viewer engagement not only for current content but also across related contributions, thereby

expanding the catalogue and boosting viewing hours.

Focal point

The focal point of an image is its main area that contains the crucial subject matter, attracting the viewer's attention. While humans
intuitively recognise this, algorithms often struggle without guidance. Though Al can typically identify an image's focal point,
processing images repeatedly to determine such metadata is time-consuming and expensive.

Storing coordinates or designated areas of the focal point enables automated image processing tasks like cropping, fading, and

text overlay without the need for extensive pre-processing

Text

Is there text in the image? What does it say, and why is it there? These questions are crucial for algorithms to adjust images
effectively without risking unsuitability. For instance, if the content title is already overlaid on the image, redundant text should
not be added. If additional labels like '"New' or 'Original' are necessary, they should be placed in clear areas of the image that do not

obscure faces or existing text.

Language

If there is text within the image then the image can only be used where the language of that text is applicable. Storing the

language(s) of the text within the image helps the right image appear in front of the right audience.

Colour

There are many aspects of the colours in an image that may influence how effective that image is within the UX. A simple example is
showing light images on a light background or dark images on a dark background. Will these blend into the background and cause

the UX not to appear as intended?

Tags

The content metadata does not need to be repeated for each of its images e.g. tagging the images with the content genre is simple
duplication. Each image created for content may have a more nuanced mood, tone, appearance, style etc and providing these as

part of the image metadata provides important context.

Table 2 Image metadata that facilitates automated image operations, usage, and experimentation

18



Why Does This Matter?

Gracenote's analysis of over 1000+ FAST channels (pre-
enrichment) revealed that 10% of all programmes and 40%
of all feature films had no associated images. Even when
images were present, many did not match the complexity
required for optimal placement in the UI/UX or appropriate
localisation. Addressing this is a significant area for
enhancing the FAST experience.

Images serve as the storefront of content. Missing or
low-quality images can severely impact user experience
(UX), giving the impression of a subpar FAST channel or
platform.

Furthermore, using images that are not carefully
localised, or worse, contain incorrect metadata such as
incorrect language titles, can create friction with viewers.
This can impede their ability to quickly assess whether
they would enjoy the content. In a UX where users
navigate through potentially hundreds or thousands of

content options, these details are critical.

What Should | do About It?

« Create or source all required images at the time of
production. There is no substitute for generating
several episode images while the content is being
produced. These images can serve multiple purposes:
« Marketing: Promote the content before its release.
« Platform Use: Provide visuals for platforms where

the content is available.
« Archiving: Preserve images for future use when re-
licensing the content.
In short, the return on this modest effort will be
considerable.
« Create images in standard aspect ratios used in CTV

and app UXs. These are:

Orientation Aspect ratio

Landscape 16:9
Landscape 4:3
Square 11
Portrait 2:3
Portrait 34

Table 3 Standard aspect ratios
« Store component images for flexibility and
localisation: Key art should be stored separately
from title treatments and other overlays. This allows
maximum flexibility for various uses, such as series
show cards and full-screen backdrops on content
details pages. This separation ensures the key
art can be adapted for different user experiences
(UXs), typically displayed on the side of a content
details page, alongside the title, synopsis, and other
metadata.

« Record locale information for images with text:

If an image contains text or content that limits

its use to specific countries or regions, record the
corresponding locales with the image. This practice
simplifies selecting the appropriate image for each
audience and reduces the downstream effort
needed to process images for international use.

« Utilise Specialty Providers: Engage specialty
providers with dedicated teams, advanced tooling,
and extensive image archives that align with
existing programming. This ensures high-quality

image management and streamlined workflows.

Factual Data

Factual data, such as cast and crew, genre, language,
ratings, and duration, are foundational pieces of
information that complete a FAST programme and
channel. While their impact might not be immediately

recognised in the discovery experience, these attributes
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play a crucial role in recommendation algorithms. Using
a common taxonomy and format for these basics ensures
consistency as programming moves through the FAST
value chain, enabling more advanced search and discovery
capabilities.
Factual data can be further subdivided into two main
categories:
1. Abstract programme concept metadata
This metadata remains consistent across all available
versions of the same program. For instance, a video
file encoded and secured for a mobile app will have
the same unique ID, series and episode titles, cast, and
genre as the video file prepared for a 4K TV. However,
if there is an editorially different asset, such as a
director’s cut of a movie or a sports highlights program,
these are considered distinct from the original
programme concept and will have different descriptive
and identifying metadata.
2. Physical version metadata
Physically different video files (e.g., mobile and 4K TV
versions) may have varying video codecs, audio formats,
aspect ratios, etc. Consequently, these physical versions
will have different metadata to ensure the platform can
correctly deliver/stream the video file while retaining the

same identifying and descriptive metadata.

Series, seasons, and episodes
The majority of TV content is produced in series, which are
divided into seasons, each containing multiple episodes.
However, some programmes, such as soaps, news, or
factual programmes, may run continuously for years
without defined seasons.

Certain series are part of larger franchises or brands.
For example, the Star Trek franchise includes spin-off series
such as Star Trek: The Next Generation and Star Trek: Deep
Space Ning, all linked under the Star Trek umbrella. Similarly,

movies can either be standalone or part of a franchise.
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Why Does This Matter?

If the UX entry point is at a brand level, then all series
within that brand can be discovered. For example,
selecting Star Trek may reveal Star Trek (original series),
Star Trek: The Next Generation, and other Star Trek spin-off
series.

This is beneficial for viewers as it helps them find
more content they enjoy. However, the sheer volume of
episodes can be overwhelming. Imagine four series within
a franchise, each with eight seasons, and each season
containing 20 episodes. Navigating such a large number
of episodes can be challenging without appropriate
categorisation using metadata.

Although specific Ul presentation methods may vary
based on the platform's UX and A/B testing results, having
accurate series, season, and episode titles, as well as
season and episode numbers in numeric format, is crucial.
This accuracy allows for sequential presentation, offering
the platform maximum flexibility.

For FAST content included in a platform's universal
discovery service, clear season and episode structuring is
crucial. If viewers cannot easily understand the structure
of FAST content, they may opt for other options, bypassing
FAST content entirely. Additionally, well-defined seasons
and episodes help viewers quickly identify new content

and track what they've already watched.

What Should | Do About It?

As the content provider, the originated metadata should
be clearly structured accordingly to a consistent policy.
How are the first seasons numbered? What is the policy
of numbering pilots and are they included in the first
season? Registering the content with the Entertainment
Identity Register (EIDR) will allow other partners to easily

understand the content structure and relationships.

Titles

The content title may seem like a simple piece of
metadata, but as seen with series, seasons, and episodes,
the structure of content collections requires careful
management. The title is a key piece of metadata for
viewers to identify the content.

For content in a series structure, the main title
recognised by viewers is often the series title, such as
Friends or Hell’s Kitchen. In the case of Hell's Kitchen,
there is both an original UK series and a US series that
started shortly after. Both versions ran in parallel, each
with distinct seasons and episodes. In this instance, it is
important for viewers to understand which version of Hell’s
Kitchen is available. Including the country in the title is
helpful for viewers. But which country should be included?

For example, in the UK, it would be unusual and
potentially confusing to add "UK" to the original Hell’s
Kitchen title. Similarly, for the US version, adding "US"
would be unnecessary. Therefore, country or region-
specific titles must be created when the version of the
series or one-off content may not be obvious to the local
viewer. This is separate from creating title translations.
Ultimately, it is up to the content provider’s local team in
each country or region to decide what works best for their
market. This may involve keeping the original language
title unchanged, simply translating it into the local
language, or localising it to make it more understandable
to the local market.

Another factor related to any textual metadata is
length, i.e., the number of characters. In traditional
broadcast, EPG bandwidth was limited and clearly defined.
For example, the title and synopsis might be limited to 250
bytes. FAST channels are not restricted by such bandwidth
limitations, but other factors must be considered:

1.  UX Design: Any platform needs a clear and appealing

UX that balances form with function and is optimised

to achieve the platform's business objectives. Defining
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a length for each textual metadata element ensures
the UX design is predictable and optimised.

2. Usability: If titles exceed the available space within
the UX, they either need to be truncated or flow into
another UX element, usually the synopsis. While few
programmes have very long titles, when series, season,
and episode titles are combined, the resulting long title
may overflow the UX. Truncation should be avoided as
it provides a poor UX, looks unprofessional, and may
give the impression that the platform is broken or the
content is unavailable.

3. Understandability: Consider the example of Star
Trek. One episode’s full title could easily exceed fifty
characters: Star Trek: Deep Space Nine - In the Hands
of the Prophets. In such cases, does removing Star Trek
from the title reduce the understandability of what the

viewer is navigating?

Why Does This Matter?

TV is a lean-back experience. If viewers have to struggle to
navigate the UX or comprehend their options, they may
simply switch to an app with less friction. The key is to
ensure metadata is well-structured, well-populated, and
consistent, while the UX should accommmodate varying
levels of metadata quality and gracefully degrade when

metadata is incomplete.

What Should | Do About It?

Providing metadata such as series, season and episode
information in a structured format, with season and
episode numbers in numeric format allows the UX to
apply the best presentation of the content. Additionally,
providing multiple lengths of textual metadata to suit
different UX use cases - content rails, search results,
programme detail pages, season/episode navigation, will
avoid truncation and present the content in the best way

possible.
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Synopses (Programme Descriptions)

A concise and descriptive synopsis ensures that there is

always relevant information associated with a channel's

content. Viewers can access your channel or content
through various discovery paths, so it's especially
important in the FAST context to ensure each programme
accurately conveys the programming and channel brand.

While we've already addressed character length
considerations for textual metadata, synopses have
specific points to note:

o Lifetime: Much FAST content comes from archives.
Revisiting and updating content metadata is costly and
should be avoided. Synopses should avoid references
to current, past, or future events. Temporal references
make the synopsis useful only for a specific airing and
will require updating for future use.

« Marketing: Highlighting new content or premieres
is desirable from a marketing perspective. However,
including this information in the title or synopsis
renders it unusable in the future. Good practice is to
separate marketing information from core factual
content metadata and link it to the scheduled event
(airing) so it doesn't appear at a later date.

* Symbols: Traditionally, TVs and set-top boxes used
limited character sets, and including characters like
currency symbols could corrupt the textual content.
Even today, it makes sense to exercise restraint when
creating textual data, catering to the lowest common
denominator. Be cautious with emoaojis!

e Plot: The synopsis should inform viewers of the main
themes and topics of the content, helping them decide
whether to watch. Strike a balance between revealing
key plot points and providing enough information for
an informed decision. Avoid a 'clickbait' approach to
maintain a positive UX.

e Priority: When creating synopses of different lengths,

prioritise essential information. Construct the synopsis

with the most important information at the beginning
and secondary details later. This allows viewers to

quickly grasp the main reason to watch.

Why Does This Matter?

Reworking editorial metadata such as the synopsis is
costly even via automation. There is also the issue of
knowing if content synopses are fit for purpose to be used
in different contexts on differing platforms. The cost of
checking that synopses are accurate is significant, even if

no re-work is required.

What Should | Do About It?

Getting the metadata correct early on pays off significantly
over the lifetime of the content. Adopting a systematic
approach as part of an overall metadata governance
process ensures the creation or sourcing of textual
metadata that is not tied to specific contexts, allowing for
long-term use.

In cases where a contextually aware synopsis is
appropriate, such as for a live sporting event where
mentioning the date or recent matches is relevant, it
should be clear that the synopsis is linked to the specific
scheduled event. A separate synopsis should be created

for long-term use.

Genres
Genres are the cornerstone of content categorisation,
crucial for helping viewers quickly understand and decide
what to watch. Typically, a Ul offers a basic set of genres,
usually no more than eight, as they are fundamental to
decision-making. For example, a viewer seeking a comedy
can filter by the comedy genre.

Effective content classification significantly enhances
content discovery. Providing detailed genre information
equips search and recommendation algorithms with the

metadata needed to suggest relevant content. This can be
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further enriched with additional contextual data.

One major challenge in genre selection is the lack of
widely adopted standards, leading to inconsistent genre
definitions among content providers. Metadata may
be enriched by third-party companies that apply their
own genre definitions, which are then used by different
platforms with their own genre standards. This results in
genre mapping across organisations, often defaulting to
the least nuanced, most generic definitions.

The largest platforms may invest in developing their
own genre standards, but this is resource-intensive and
not universally adopted.

Defining what constitutes a genre adds another
layer of complexity. It is easy to clutter the genre list with
classifications that might be better separated, such as
content format. For example, comedy (a genre) can include
sitcoms, movies, animations, panel shows, or reality shows.
These formats might be better categorised separately in a
distinct taxonomy. More structured and granular metadata
provides better semantic understanding for algorithms
and UX.

The goal in genre classification or any sophisticated
classification is to record a level of granularity that is
both accurate and recognisable across different systems.
Hierarchical taxonomies serve this purpose well. TV
Anytime, a widely adopted metadata standard, offers a
Content Genre Classification Scheme that allows for very

granular genre classification. For example:

Sports> Athletics> Field> High Jump

Fiction/Drama> Action> Adventure> Super-Hero Fiction

Classifying the content as Super-Hero Fiction still allows

the content to be recognised as Fiction, Action and

Adventure, or High jump to be recognised as Sport.
From the FAST content platform perspective, care

should be taken to place the correct content in the right
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parts of the Ul. It's easy to find examples of Hell's Kitchen
for example on UK FAST platforms with significantly

different genres:

e Platform 1: Game Show, Reality, Food

o Platform 2: Special interest, unscripted
e Platform 3: Game Show

e Platform 4: Entertainment

« Platform 5: Cooking

In this small example, only two of the platforms show
multiple genres and only one of those has genres which
are likely to be useful to both viewers and content
discovery services. Platform 5 has the series genre as
Cooking, but the Hell’s Kitchen single IP channel is
grouped under Entertainment in their menu, not under

their Food & Drink menu.

Why Is This Important?

Gracenote reports that 32% of programming in FAST
channels it receives has no specified genre. This means
that any Ul that leverages this attribute for any sort of
recommendation or organisation is simply not picking up
these channels if they haven't been enriched.

Providing even a single level genre to content will
meet the very basic requirements to perform matching
during the content workflow and present the content in a
Ul. Providing no genre could mean the content metadata
simply doesn’t appear at all in the Ul. Consistent and
intuitive usage of genres along with classifying content to
a granular level and using multiple classification schemes
provides the richest set of information to content discovery

services.

What Should | Do About It?
As a content provider, assign genres and other

classification to the content at the earliest possible stage.

Consider how to capture as much detail as possible to
ensure the content performs well in content discovery
services and ad targeting. Aligning with an industry
standard or using an external party with expertise in these
areas should simplify the process.

As a content platform, distinguish between genres
and classifications that power content discovery services
and ones that are used and visible in the UX. The latter
necessarily needs to be a shorter, simpler, non-hierarchical
taxonomy but this should not become the lowest common
denominator that also feeds into content discovery

services.

Age Ratings and Advisories

Age ratings are crucial for creating a user-friendly
experience for children. Traditional age ratings typically
categorise content broadly by age groups, but refining
these into more specific bands can greatly enhance
content discovery.

For very young children (0-3 years), content focuses
more on visuals due to their developmental stage. As
children grow older, their content needs evolve with their
social and educational development. Broadly labelling all
this content as "Children’'s" is overly simplistic.

Platforms with dedicated children's user experiences
simplify navigation by offering fewer options and more
targeted browsing categories like "Funny" and "Cartoons"
rather than traditional genres. Character-based discovery
is also emphasised, as children often relate more to
characters than titles.

Age ratings serve dual roles: indicating minimum
viewing age and guiding viewers to suitable content to
enhance user satisfaction. They are integral to maintaining
the safety of content platforms, traditionally seen as safe
havens for children and vulnerable audiences.

FAST channels, while not traditionally regulated like

TV, are increasingly subject to similar standards, including
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age ratings, to ensure viewer protection and trust. These
ratings also inform content-based recommmendations,
preventing unsuitable suggestions.

Alternatively, advisories or guidance warnings describe
sensitive or inappropriate content details, common in
Ofcom-regulated UK content. For genres like comedy,
which span all age groups, age ratings are essential for
distinguishing suitable content.

Content contributors also influence discovery
algorithms; identifying contributors liked by viewers
helps recommend similar content effectively. However,
inconsistent application of age ratings can lead to
confusing recommendations. If we look at the age ratings
applied to Hell’s Kitchen (USA) we can see that different

platforms have a different perspective on the content:

Freevee/Prime video 18
Plex 14
Rakuten 12
Pluto TV 15
ITVX Guidance text

Table 4 Age ratings for Hell's Kitchen by platform

The age ratings have been simplified to only show the
numeric age - for ease of comparison e.g. TV-14 become 14.
Across all of the episodes of this series, the content ratings
vary but platforms tend to apply the same age rating

across all episodes.

Age Rating Localisation

When it comes to localisation of content metadata,
age ratings have to be treated carefully. Age ratings are
based on the cultural values of each country. It is easy

to generalise but it is safe to say that some countries are
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more tolerant of swearing and nudity than others. If we
stay with the example of Hell's Kitchen (USA) the age
ratings vary per episode but, looking at the highest given
rating across the series as assigned per country, shows

significant differences (data from IMDDb):

Country Age Rating

Sweden 12
Australia 15
Canada 16
Philippines 16
United Kingdom 16
United States 16
Germany 18
South Korea 18
Thailand 18
Singapore 21

Table 5 Age ratings for Hell's Kitchen by country

The difference between the lowest and highest rating

is nine years effectively spanning children and adults. If

a content provider or platform inadvertently used the
Swedish rating in Singapore, South Korea or Thailand -
even by mapping to the corresponding age rating in those
countries, they would have made an error that would

mean the episode(s) are incorrectly rated.

Why Does This Matter?

If a content provider doesn't provide age ratings then
other partners may have to, which will incur added
expense. In addition, the implication of setting the content
age rating too high is that less content is available to be
watched by teenagers, assuming the parental controls are
turned on. Setting the rating too low means that sensitive

content may be easily accessible to younger viewers. This

could cause reputational damage to the FAST channel
and platform.

Ad placement must be age appropriate. Showing
advertising aimed at children to adults and vice versa is
poor targeting and bad practice at best and at worse,
could attract the attention of regulators if and when FAST
regulations tighten. Ad-targeting on FAST is largely done
at the channel level but where age ratings are available
at the content title level, this offers an opportunity for
improved demographic targeting.

Gracenote finds that 25% of the channels are lacking
in an age rating with even more missing any specified
advisories. If these attributes are not in place it could lead
to specific features in both content restrictions and ad

delivery not working properly.

What Should | Do About It?

Age ratings are one of the more complex metadata topics.
As a content provider, put in place a process to ensure
content age appropriateness is understood, ideally at an
episode level. Carefully manage the mapping of those age
ratings across countries and regions. If your organisation
doesn’'t have someone to localise the age ratings in

each market your content is appearing in, seek external

assistance.

Contributors (Cast and Crew)
As FAST channels are often made up of archive content,
contributors are a key link between content and viewers.
Additionally, where contributors appear in other forms of
media such as podcasts, music and audiobooks, having a
mechanism to link through to that media (where it exists
on the same platform) can be a powerful way to keep the
user engaged.

If different content simply lists contributor names
without uniquely identifying them, the results within the

UX can be misleading and frustrating for the viewer. As
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an illustration, try typing a common name such as “John
Williams” into IMDb and see how many different people

with the same name appear in the search result.

Contributor Schema

A typical metadata schema for contributors includes:

e UID -a unique identifier for the individual

e Family name - Depending on region, family names
may appear first or last in someone’s name

* Given name(s)

There are many additional pieces of personal information

such as date of birth, nationality, sex which help to

uniquely identify the person.
When that person appears in content (they make a

contribution) then the following apply:

e Contribution —e.g. actor, director, writer

« Character name —where relevant. Characters
themselves can be unique entities which appear in
content from many content providers, think Superman
or James Bond for example, but that level of metadata
normalisation is exceptional and unlikely to impact
FAST in the near future.

o Content ID - the series/episodes they contributed to

Why Does This Matter?

Content discovery by contributor is a meaningful use case,
especially when you consider how easy it is to support
using voice search for example. The crossover between live
sports and sports documentaries is a good illustration of
where accurate and unique identification of contributors
can help the UX, recommmendation engine or search
function to navigate viewers to more content featuring
people they're interested in. This will lead to increased
viewing hours as well as a larger effective catalogue size

- the amount of the platform’s content that a viewer is

aware of.
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What Should | Do About It?

As a content provider, ensure all content has at least the
main contributors recorded. Assign a unique identifier
to each contributor. There are systems emerging for this
but as with all identifiers (see next section), aligning with
ID schemes that already exist and are common in the
industry is a shortcut to success.

As a platform, enabling contributor-based discovery
can be a powerful tool to extend viewing. The platform
needs to implement these features and require that
contributor metadata sourced from content providers or
elsewhere is compliant with the platform’s spec so the UX

can operate effectively.

Identifiers
A common identifier for key elements of the content -
programmes, series, contributors, and of course channels
- plays an important role in rapidly onboarding of content
into the search and discovery infrastructure of all FAST
platforms. Similarly, those IDs can be used to retrieve key
information about the programme from other metadata
enrichment sources.

To be useful, identifiers must be unique and persistent.
Once a programme has been allocated a unique ID,
that ID must not change nor be duplicated, i.e. used for
another programme. There are many sets of identifiers
used throughout the TV and streaming industry. EIDR
is an independent industry body that manages a robust
and well adopted ID scheme. However, no one source of
IDs covers all content, although crowdsourced platforms
such as IMDb and TMDB have very broad and international
coverage.

When content is produced it will be assigned an ID
by the production company. As the content progresses
through DAMs, CMSs, scheduling systems, ad-insertion
platforms, marketing platforms, CRMs, analytics platforms,

and third-party metadata is added from metadata

aggregators or other external sources - each of these
systems may allocate its own unique ID to a piece of

content.

Why Does This Matter?

Poor allocation and management of identifiers lead

to slower and more costly processing of content and
metadata throughout the FAST workflow, especially
when content needs to be matched to existing datasets.
Enriching content metadata for discovery services, such
as personalisation and universal search, relies on unique,
non-duplicative metadata.

Consider a content rail where a show card appears
multiple times because it is listed in different content
provider catalogues. This duplication makes the algorithm
seem flawed and may erode viewer trust in the platform.
While early-stage FAST EPGs might tolerate some
level of duplication or inaccuracy, these issues become
significant obstacles as platforms mature and aim to
increase revenues, hindering the delivery of the platform’s
roadmap.

A consistent ID space also enhances measurability.
For instance, in 2025, Gracenote will provide IDs to BARB
to reconcile ratings between catch-up and live airings
of the same programme. Using consistent identifiers for
FAST programs and other programming can simplify the

integration of these programmes into rating systems.

What Should | Do About It?
The most value and efficiency can be achieved by
including publicly available identifiers with extensive
international and historical coverage. Since no single ID
scheme covers all use cases, supporting multiple IDs from
various organisations (authorities) is essential.

As a content provider, take early control of managing
IDs for all key entities—series, episodes, contributors,

etc.—and conduct regular audits to identify and address
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any duplication. While unigue IDs can be enforced, it is less
obvious when the same content record is created twice
with different IDs.

As a content platform, clearly specify which entities
need unique IDs and which industry-supported ID

scheme(s) you require from content providers.

Contextual Data

Search and recommmendation engines are only as good
as the data they have to work with. One side of that is
behavioural data from the viewer, which for FAST may be
limited. The other is contextual data that describes the
content and enables a significantly more personalised
UX through more relevant recommendations and a
significantly better performing search through adding
structured metadata.

In a few TV or streaming services there are
sophisticated rails entitled, for example, “Military 20th
century period pieces”. This is an example of meaningful
personalisation, where the underlying concepts of
the content are understood and therefore intelligent
recommendations can be made.

Contextual data on the mood, setting, theme,
scenario, source, characters, and subject can be applied
to programmes or series to power connections with other
programming that drive recommendation engines and
taste profiles on platforms that support FAST channels.
These same attributes can be used to deliver contextual
advertising capabilities where programmes are identified
by the nature of the content rather than the audience

targeting.

Contextual data is created mainly via two methods:

. Editorially - people add enhanced descriptive tags
to content based on their own expert knowledge or
specific knowledge of the programme. This is typically

done either by professional editors employed by
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platforms, by metadata aggregators, or by enthusiasts
on open-source platforms such as IMDb and TMDB.
Al - Al can be used to process source content to
predict how to describe the content. The input for

the Al is either long-form descriptive text that already
exists about the programme such as a Wikipedia
page, programme reviews and articles. Alternatively, a
different type of Al (Computer Vision) can be applied
to the content to analyse the video and audio and

generate contextual metadata.

Each method has pros and cons:

Long form articles don't exist until the programme has
been created and watched so are not useful for helping
initial content discovery. However, for FAST channels
where more archive content may be scheduled, this is
not a problem.

Computer vision can be very granular, understanding
the content down to the individual frame, but requires
processing time and cost. It also hasn't always been
applied at scale to archives and therefore the coverage
of the generated contextual metadata for any given

FAST platform may be sparse.

Recording contextual data needs to be donein a

structured way. Just labelling content with text descriptors

will lead to issues where those descriptors need to

be visualised in different languages. A taxonomy of

descriptors with unigque IDs and local versions of the

labels will overcome this issue. Additionally, classification

schemes are a robust and flexible way to handle detailed

taxonomies — (see Genres section).

Why Does This Matter?

Understanding what is in a piece of content is not trivial.
At the same time, creating this understanding is one of the
most valuable activities that a content provider or platform
can invest in as it has several applications in improving the

UX and also in ad targeting.

What Should | Do About It?

Contextual metadata has many use cases. As a content
provider it makes sense to capture as much contextual
metadata at the point of creation or acquisition as possible
as this is the most efficient point in the content lifecycle

to create metadata. There is more on the methods of

generating contextual metadata in later sections.

Localisation
Many aspects of localisation have been covered already.
So, let's take an example of where the metadata isn't
localised to illustrate the impact on the viewer.

This is taken from a FAST platform available in the UK.
The Ul isin English yet a French synopsis is shown.

Aside from localisation of the metadata, this is a good
example of how metadata incompleteness and the lack
of obvious Ul navigation hinders engagement with new

content.
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Imagine you're an English-speaking viewer trying to

decide whether to watch a show based on its metadata

Here's what you can deduce:

Genre: The channel is categorised under drama (as
indicated by the channel name, though not shown in
the screenshot).

Setting: The show is set in France.

Era and Theme: Visual hints suggest a historical
theme, likely related to World War II.

Event Length: The timeslot suggests it is too short for
a movie but too long for a soap episode, indicating it
might be a series.

Series Progression: Knowing how far into the series
you are is crucial. If it's the first episode, you might
start watching. If it's the fifth episode of a ten-episode
series, you'll need to know how to navigate back to the
beginning.

Language: It's unclear if the audio is in English or if

English subtitles are available.

To summarise, while some information is clear, other

crucial details like language options and series progression

need to be easily accessible to enhance the viewer's

decision-making process

Un Village Francais

5:26 PM - 6:25 PM

Le pont connectant Villeneuve aureste de la France devient une pléce maitresse
stratégique. La résistance doit s'en emparer a tout prix et l'occuper
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Why Does This Matter?

Rather than work hard to decide what to watch, the viewer
is likely to move to another, lower friction provider. Not only
are potential viewing hours lost alongside the associated
ad revenues, the viewer may never come back to that
channel (or platform) having found the channel too hard to

engage with.

What Should | Do About It?
As the content provider, the metadata needs to be
localised for the market it's being used in. In the example
above, it's possible this was done and the wrong metadata
was delivered, but the impact is the same. It is worth
noting that the image used gives some instant context to
the content and demonstrates the value of well created
images.

As the content platform, ensuring that content
providers deliver accurate metadata is vital. Putting in
place upstream metadata validation procedures should

catch this kind of issue.

Live Events
When broadcasting live events such as sports, enhanced
metadata fields can significantly improve cross-event
content discovery. These fields enable viewers to easily
understand the relationship between the broadcast event
and relevant details such as leagues, teams, and players.
Sports enthusiasts are well-acquainted with event
formats and schedules. However, finding where a live
sporting event is televised can be challenging. Consider
a typical scenario: a football fan knows their team's
upcoming match details, but the availability of that
specific event on TV varies depending on the competition.
Locating the correct service, channel, and start time for
watching the event live can be quite complex.
Figure 3 illustrates the relationship between live

sporting events and their corresponding TV broadcasts.

Sports Competitions

FAST FACTS - YOUR GUIDE TO FAST METADATA

TV Schedules

Competition Show (Brand)
Channel
Edition Series
(Season)
Event
Programme
T
eam Match (Asset)
Athlete

Figure 3 Live sporting event information vs TV schedule metadata

As we can see, complexities arise starting with the
brand name of the competition itself. The English Premier
League (EPL) becomes:
¢ On Sky: Live SNF: <Team A> vs <Team B>

¢ OnNTNT: Live <Team A> vs <Team B>

The content title does not include terms like "Premier
League" or "EPL." Searching by team name on a TV Ul can
be cumbersome. Even after entering a team name like
"Manchester United," users may encounter numerous
on-demand matches and unrelated content with
"Manchester" in the title.

A crucial metadata field in this scenario is the "Live"
attribute. The appeal of top sports lies in fulfilling the
experiential need to watch live events, often in the

company of others. Simplifying the process of finding the

live broadcast corresponding to a real-life sporting event is
paramount, yet it remains a challenge.

Using structured sports data allows viewers to
discover the live broadcast event via league schedules
and calendars and to drill down on the watch options as
shown.

This not only addresses the challenge of discovering
live sports content but also enables the inclusion
of additional content types such as preview shows,
highlights, and post-game analyses. When competitions,
teams, and athletes are structured as metadata entities,
it opens up further functionalities like following favourite
teams and receiving notifications for upcoming live
matches.

In the context of FAST, two emerging trends

underscore the importance of sports metadata and
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images:

e Local content performs exceptionally well on FAST
platforms.

+« Niche sports, characterised by lower licensing fees,

are gaining traction on FAST

These trends suggest a growing presence of sports
content ranging from top-tier leagues to niche sports on
FAST platforms. This presents numerous opportunities
for enhancing recommendations and implementing

strategies to increase viewing hours and revenues.

Sports Data

LIVERPOOL
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Liverpool

matchid: GNOJPBH6ACS633Q

<)

o)

o, W
TTENHR

Horspu®

Tottenham Hotspur

Matchday 34

2022/2023

Premier League

Premier
League
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Where to watch

Sky Sports Main Event UHD  sky @i main event|

Sky Sports Premier League sky B &

Related/Shoulder Programs

Super Sunday Matchday sky @I main event |

Super Sunday Matchday B LFCTV

Match of the Day 2
one

Figure 4 Example of using structured sports data for content discovery. Image courtesy of Gracenote.
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FAST Future Vs Failing FAST

@D’I’G

FAST has seen rapid growth in recent years, but what does the future
hold? One of the significant challenges for FAST monetisation is the lack
of clarity regarding the performance of ads compared to general online
ads. Online ads can be precisely targeted (assuming the publisher has
first-party user data and their distribution platform supports it), and

the outcomes, such as sign-ups or product purchases, can be directly
attributed to the ad. This makes it possible to calculate a brand or agency’s
return on ad spend (ROAS).

CTV, being a lean-back experience, differs significantly. FAST, as a low-
friction, non-sign-in tier of CTV, makes defining the viewer and inferring
their buying intentions even more challenging. Whether this difference
will confine CTV to being a platform only for general brand awareness ads
— where reaching a large, broad audience is the goal and no immediate
action is required — depends on how the CTV and FAST industry
innovates in the near future.

Other challenges with FAST monetisation include avoiding repetitive

ads, showing relevant ads, and enhancing the UX to increase viewing hours.

FAST V2.0
Let's look ahead to how FAST may evolve in the near future, explore the
metadata required to enable that evolution, and discuss how to manage
metadata creation at scale.

As mentioned, pure-play FAST platforms generally don't require
viewers to register and set up an account. This differs from hybrid SVOD/
FAST platforms, which often do. Requiring registration is beneficial as it

allows the platform to gain consent for tracking, enabling personalised UX,

including targeted ads.
However, even with limited tracking through legitimate interest, a
useful degree of personalisation is possible. This opens up the potential for

offering personalised FAST channels.

Automated and Personalised FAST Channels
If FAST is primarily about monetising archive content, automating
workflows, UX, and analytics becomes crucial. With comprehensive
metadata about a content provider's archive, business rules and content
provider restrictions can be applied to automatically schedule channels.
These channels can be simple genre-based or behaviourally clustered to
target specific viewer segments.

Additionally, creating personalised channels for each viewer is possible,
provided the content metadata is structured, comprehensive, and
richly descriptive. This metadata informs the algorithms responsible for
personalisation.

Automation of FAST channel scheduling offers several benefits
beyond efficiency and personalisation. The time to launch channels
can be reduced, allowing for multiple channels to be tested
simultaneously. Business rules can generate these channels based on
conventional audience demographics familiar to today's TV advertising.
Underperforming channels can be quickly dropped, with their content
recomposed into alternative mixes, while successful channels can
undergo continuous optimisation to improve their KPlIs. This approach
enables FAST to move towards high-scale, performance-based

optimisation common in other online businesses.
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Improving Ad Relevance

Improving ad relevance enhances the value of those ads
to advertisers and improves the viewer's experience by
showing them ads they are more likely to find interesting.
Given FAST's limited or non-existent viewer behavioural
data, understanding the content being watched is crucial
since the content defines the audience.

Generating descriptors to label the content allows ad
decision systems to better match ads to the appropriate
content. The IAB content taxonomy, an evolving standard,
provides a valuable link between content and ads.
Metadata aggregators like Gracenote, Simply TV, Media
Press, and Katch offer deep descriptors that go beyond
genre to describe the content in detail. By leveraging
existing taxonomies, the process of mapping to the
IAB taxonomy can be more standardised and faster to

implement.

Repetitive Ads
When an ad request is made, even if ads can be accurately
targeted, there is still the problem of showing repetitive
ads due to the lack of ads on the supply side. Adstorm
is a company experimenting with Generative Al to use
existing assets - images, copy and reviews of products
to create multiple versions of ads for the same product.
These ads can be tuned to match the scene level context
of the content, for example a high intensity scene could
have an equivalent high intensity ad placed alongside it.
Additionally, user reviews can be analysed to generate ads
that focus on different aspects of shopper feedback.
Assuming this type of innovation proves valuable, it will
go a long way towards addressing the repetitive ads issue.
The wider concern about the transparency of industry-
wide CTV advertising also needs to be addressed in order

to bring more ad spend to the industry as a whole.

Scaling Metadata Creation and Management

Al vs Human Metadata Generation

While leveraging Al for content metadata isn't new,

recent advancements in generative Al have propelled its

integration across content workflows, UX, and analytics,
addressing a wider array of use cases.

Al algorithms are primarily predictive, with accuracy
improving as they process more data, though caution is
needed to avoid overfitting.

At a high level, Al employs various inputs to generate

metadata for different purposes:

« Video Content: Utilising computer vision, Al analyses
videos to detect objects, people, genres, and scene
changes. While comprehensive, it can sometimes
produce false positives, like mistaking a poster of a
famous person for their actual appearance.

« Audio Content: Natural language processing extracts
spoken words from audio, providing accurate
context. It identifies music and silence, crucial for
understanding scene transitions.

« Linked Material: Online data such as reviews, ratings,
and availability on streaming platforms enriches
content context. For example, when a user voice
searches "Gordon Ramsay," Al uses linked data to

predict the most relevant TV show or episode.

Al processes video to generate metadata either at the
content level (EIDR Abstraction) or time-coded within the
video file (EIDR Manifestation):

« Content Level Metadata: Applies universally to all
edits and versions of content, often created before the
content itself.

« Time-Coded Metadata: Specific to physical versions, it

supports precise ad placement but lacks portability.

FAST FACTS - YOUR GUIDE TO FAST METADATA

Al's role extends beyond one-time metadata creation; it's
cost-effective for persistent content-level metadata. Early
creation of essential metadata like title and synopsis aligns
with branding and is managed under the Authenticated
Data Specification.

Significant value emerges from Al's ability to automate
age ratings and compliance metadata, crucial for
navigating regional regulations and audience sensitivities.
Spherex is a company that automates this process,
ensuring consistency and speeding up content launches
while enhancing ad placement compliance.

Local age ratings bodies, such as the BBFC in London,
explore Al to extend local ratings to new territories,
fostering standardised compliance aligned with local

content standards and regulations.

Metadata Adaptation

Once content metadata is established, it must be adapted
for various form factors, Ul designs, and tailored for each
country and language (localisation).

Basic image manipulation, like overlaying titles on key
art, has long been feasible. More advanced tasks, such as
resizing images to different aspect ratios with high quality,
are now achievable using Generative Al.

Synopses editing and translation, traditionally
labour-intensive, can now be largely automated with
Generative Al. It can adjust synopses to fit different length
requirements effectively.

Generative Al enables extensive experimentation on a
large scale. Automated generation of images, synopses,
and trailers allows for multivariate testing to optimise
metadata performance in driving content consumption.

Despite its capabilities, Generative Al is not infallible
and may introduce errors, potentially causing reputational
harm. Human editors, however, also carry a risk of error.
Therefore, a balanced approach that combines Al and

human oversight is recommended.

29



FAST Channel Discovery (DVB-I)
Content providers that want to monetise their content
through FAST have the option of launching their own
channels via apps they've built which can be made
available on TVs and mobile, launching on a content
platform that aggregates FAST channels or a mix of
the two. Creating and managing their own apps allows
content providers more control but content platforms are
where the most viewers are. That comes at the expense of
control over how the content is discovered and the UX on
the platform.

DVB-l is an emerging standard that may offer an
alternative way forward. By collating service lists (list
of channels) that are discoverable by any device - CTV,
laptop or mobile - FAST channels could grow their
reach considerably, on a standards-based service layer,

independent of content platform’s business processes.

FAST FACTS - YOUR GUIDE TO FAST METADATA
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Recommended Best Practice

@D’I’G

Establish a Metadata Governance Framework

To maximise the benefits of high-quality metadata on FAST platforms,

aspiring players should invest upfront in thoughtful planning and

management. This task is manageable with the right approach. Consider
metadata as a valuable asset that enhances content discovery, platform

UX, marketing, ad sales, and analytics. Investing modest time and effort

upfront to develop strategies on managing metadata can yield significant

long-term benefits.

With readily available resources and expertise in the marketplace,
companies need not navigate the challenges of FAST alone. Key
considerations for content providers include:

« What metadata is required across our workflows, and how does it
support downstream functions like marketing, ad sales, platform UX,
and analytics?

e Where does this metadata originate, and are we capturing it
effectively?

« Do we have a centralised metadata repository structured for easy
identification and reuse of unique records?

e Which industry standards (IDs, genres) should we adopt to ensure
seamless ingestion, matching, and understanding of metadata by
downstream systems and partners?

 How efficient are our processes for ingesting and aligning external
metadata sources?

« What are our content creation/acquisition plans and international

expansion goals?

The objective is to establish a single source of truth with an initial, modest
investment in creating comprehensive content metadata. This approach
ensures content is highly discoverable across platforms, driving traffic,
engagement, viewing hours, and ad revenues. Whether managing ad
inventory or relying on platformm-managed ad sales, content discoverability
remains crucial for success, especially as premium FAST channels become

predominant.

For content platforms, additional considerations include:

* Are content providers delivering sufficient metadata to optimise
our EPGs, programme pages, content discovery services, and ad
placements?

e How can we educate and support content providers, particularly those
new to the TV industry, in sourcing accurate and comprehensive
metadata?

« Isour platform equipped to manage varying levels of metadata
coverage from different sources without compromising user

experience?

Identifying and addressing potential metadata challenges early in the
product roadmap is crucial to avoiding obstacles in platform evolution.

By anticipating where inadequate metadata could hinder innovation,
platforms can maintain momentum and drive continuous improvement.
These proactive measures ensure that metadata not only supports
current operations but also facilitates future growth and adaptation in the

dynamic landscape of FAST platforms.
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Pick a Strategy

Once a metadata governance framework is established,

the next critical decision is the level of involvement

your organisation intends to have in creating, sourcing,

managing, and distributing metadata.

As a content provider, consider the following questions:

What is the size of our content catalogue or archive?
Is metadata management a core aspect of our
business strategy?

Should we develop our own metadata management
system or opt for a licensed solution?

Is outsourcing metadata management a viable option
for us?

Which approach will best enable us to capitalise

on new industry and technological advancements,

particularly in terms of monetisation opportunities?

FAST Forward - Your Essential FAST TV

Industry Handbook

FAST FACTS - YOUR GUIDE TO FAST METADATA

Each organisation's perspective on these matters may
vary, and there are no universally correct answers. By
carefully considering these questions, establishing

a robust governance framework, and effectively
implementing it, your organisation can position itself
for success in the rapidly evolving landscape of FAST

platforms.

If you missed the DTG FAST Forum's first report -
FAST Forward - Your Essential FAST TV Industry
Handbook - you can download it here

DOWNLOAD
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The DTG FAST Forum meets monthly
and those interested Iin joining can contact
info@dtg.org.uk




