
Beyond Content to Consumer

After an extended period of manual asset processing, it was time to remake MGM Studios using the best modern content 
technology available.

Executive summary

As one of the oldest industries in the economy, movie studios have a lot of 
entrenched practices. But the era of a host of new broadcast and exhibition 
partners including theatre chains, TV and streaming services means players 
need to digitise storage and distribution or be left behind. Here’s how one 
lauded name in Hollywood did it

Now coming up on its 100th anniversary as a company, MGM is one of the most iconic 

names in the most iconic of industries, with some of the most beloved movies and TV series 

ever made.

	 The company has over 7,000 theatrical titles in its library and casts a very long shadow 

over show business, but MGM is actually a small company with only 800-850 employees.

	 It’s only really been a licensing business thus far (not holding any data files itself) with 

content needs handled by what senior technology staff describe as ‘dozens of spreadsheets’.

	 But in its effort to modernize, CTO Doug Rousso describes it as ‘a 90 year old startup’. 

The program had to be as lean as it was sweeping and as cost effective as it was 

transformative, because as Rousso says, ‘like in any studio environment, capital is best 

spent on content, not infrastructure’.

The challenge

	 The need Rousso and his team identified was to accelerate the ability of the company 

to produce and distribute more content faster on a global basis between hundreds of 

suppliers and media partners.

	 It was also a need identified on the ground in operations, not some grand IT scheme 

enacted for its own sake. “Our business partners knew they had a lot of pain, they 

understood the issues and how difficult it was for them to operate on a daily basis,” 

Rousso says.

	 Step one was to augment MGM’s own technology talent pool, hiring additional people 

and working with external partners who had such talent already.

	 But a critical goal of the new content management program wasn’t to displace current 

vendors who performed specific functions in the MGM content supply chain. The studio 

was spending an enormous amount of money with external suppliers and partners – 

everyone from post houses and lab services down to distributors, but the aim was to save 

money by working better internally where possible and leveraging the systems offered by 

partners where appropriate.

	 With such a long history, MGM has one of the most important partner ecosystems 

in the industry, and getting content out the door faster than ever was the primary goal.
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Cloud first

	 The plan was always to stick with current cloud provider AWS, so a partner who could 

work in it natively was non negotiable. They appointed technology partner Ateliere to take 

them on the journey because of our power to leverage the full technology stack on AWS, 

with all the product and platform integrations it offers.

	 A cloud-first approach was necessary because MGM wanted to take into account not 

just content and asset management under its own roof but affect application deep into 

the upstream business too, spreading their new platforming capacity across the entire 

management, packaging and delivery infrastructure.

	 Rather than a content to consumer model, Rousso coined the term ‘concept to 

consumer’. Rather than just ingest, encode or transcode and deliver, MGM’s goal – 

and the reason Ateliere made so much sense – was extending the principles they 

were building further into upstream functions.

	 A big part of that was automation – eventing, triggering and processing on the fly and in 

the background. If the studio has a contract for a title, for instance, it’s going to have attributes 

like rights and contract durations associated with it. When the window for that license opens 

IT staff didn’t want to start a host of manual processes to prepare it for delivery.

	 The systems from business services needed to talk to content services, not just 

automating the preparation and delivery of content but giving content staff an end- 

to-end view of the process as it happens.

	 It also needed the ability for partners who were already onboarded into the requisite 

systems to tap into pre-made services templates and make content distribution easier 

from every end of the supply chain.

Wants and needs

	 Moving to the cloud and deploying a more automated workflow wasn’t something MGM 

did off the cuff. The company had been working on its wish list for two years, and by the time 

they approached five asset management vendors the PRF document contained no less than 

400 items.

	 After choosing us and completing the Statement of Work MGM and Ateliere worked 

hand in glove to advance the roadmap every step. It was far from a traditional Media Asset 

Management build because it had to not only fit into the workflows MGM and its partners 

needed to use, but anticipate new systems and requirements that would come up.

	 After all, there wasn’t just the vast library of existing content to onboard, it had to all be 

in-process while MGM worked on new and current titles with vendors and partners too.

	 Ateliere has a strong philosophy of componentization that allows for high level extensibility. 

Elements of our systems like our QC Workbench along with our entire UI and UX need to be 

not just stable but adaptable.

	 And while partnership is an overused term in the industry, it very much applied. When both 

Ateliere and MGM road tested features, they revealed further efficiencies and adaptations we 

knew we needed to systematize to make things better for our entire client base. Likewise, 

the collaboration revealed capabilities we thought would work for MGM that staff hadn’t 

anticipated, giving us the opportunity to over-deliver.

Moving mountains

	 It was no small feat, and the milestones the collaboration achieved are still impressive. 

First of all, MGM had over 15 petabytes of data they needed to bring in house for the first 

time – as a company it had never hosted its own files on physical storage, it was all with third 

parties.

	 Doing so took almost three months, a monumental effort but a vivid demonstration of the 

technical capabilities of Ateliere’s platforming technology.

	 Alongside the mass ingest of content in process, we had to set up a new workflow to 

handle ongoing bulk ingest. As a licensor of content, MGM often receives drops of hundreds 

or thousands of files all at once, to say nothing of work coming back from VFX vendors, etc, 

and it all has to go seamlessly into processing.

	 After the first major data ingest, metadata needed to be extracted and properly 

catalogued, then content had to go through Quality Control engineering to verify standards 

and data fidelity. Extra assets varied from artwork to supplemental editorial material, and it 

all had to be matched up and indexed so it was searchable.

	 But data ingest was only the beginning. The ability to integrate with partners was even 

more important, something without which the whole process would be moot. Ateliere 

Connect became the studio’s cloud backbone, connecting with all the other vendors 

and systems MGM needed via a broad API ecosystem.

	 Whether it’s watermark systems for early window releasing, Quality Control protocol 

providers, IPM or rights management, automated connections were the lynchpin of 

the project.

Freedom to move

	 Our service is modular, not monolithic. The reality about modern cloud native architectures 

is for customers to enter into them over the long term naturally, not forced into a narrow on 

boarding pathway. Lock-in, both us customers are increasingly finding, is an archaic term. 

Like MGM, they’re understanding it’s a set of capabilities and services that connects where 

you need it to, not a black box.

	 An example of such an approach is that fact that MGM installed our codebase on their 

own data repository. It gave them to means to approach us to develop enhancements that 

remained proprietary to them and their systems.

	 MGM didn’t want to concentrate on technology because they’re a media and not an IT 

company. It was a means to a very specific end – optimizing its partner relationships and 

making the receipt, preparation and delivery of content smoother and more automated 

– and it’s set this century old business onto the best path to manage the future. n
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