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2 From publishing to multimedia

The digital media landscape 
is undergoing huge 
disruption as the forces of 
convergence break down 
industry barriers and create 
new market opportunities 
that agile players can 
rapidly exploit.

To cope with this changed world, publishers need to 
transform their business models and their IT systems. 
They need to learn how to use new technology to leverage 
their content, skills and brands, and embrace the latest 
developments that are shaping new media markets in areas 
such as social, mobile, cloud and big data. 
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In this white paper we present the Atos 
vision for publishers and also lay out specific 
recommendations for technologies that 
can transform publishers into multimedia 
companies better equipped to compete in a 
converged content industry. 
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Some publishers are already well advanced 
in their digital transformation strategies, but 
many are still struggling to implement cohesive 
multiplatform media businesses. Traditional 
publishers are understandable preoccupied 
with protecting what they already have – prod-
ucts, market share, and customers. But digital 
technology is sweeping away these barriers 
and so transformational strategies are needed 
that look beyond near-term preoccupations and 
take a long view. 

One big challenge for legacy publishers is that 
digital advertising is very different from the 
world of print advertising. The relationships 
between publishers, agencies and brands have 
changed, and so too has the vocabulary: native 
advertising, programmatic trading, ad viewabil-
ity, audience targeting, and so on. 

It is becoming increasingly apparent that digital 
ad revenue is not going to grow enough to sus-
tain the majority of news publishers in the digi-
tal age. So, can these publishers make money 
without advertising? Once the idea would have 
seemed unthinkable but publishers are now dis-
covering new ways to monetize digital content 
and so diversify their revenues to reduce the 
excessive dependence on advertising. 

For many media companies, mobile traffic now 
exceeds desktop traffic and 30 percent or more 
of their monthly audiences consist exclusively 
of mobile users. That creates a golden opportu-
nity for publishers to get closer to their custom-
ers by leveraging the intimacy and immediacy 
of the mobile channel. 

The changing 
publishing landscape
Reports of the death of the publishing industry 
have been greatly exaggerated, to paraphrase 
Mark Twain. More publishers are choosing to 
ignore the predictions of doom and are keen to 
embrace the same digital technologies that the 
“digital upstarts” are using to disrupt the publish-
ing industry. 

Publishers of newspapers and other printed 
media have a big advantage over digital-only 
start-ups because of their content libraries, 
their experience, and their strong and trusted 
brands. But incumbent publishers will need to 
move faster and more decisively because digital 
technology is rapidly sweeping away their long-
established business models and their custom-
ers are going elsewhere.

Traditional publishers must prove not only their 
relevance to young “digital native” consumers 
but also their value to advertisers. Digital ad 
revenue is growing fast but traditional publish-
ers are missing out on that growth as the main 
beneficiaries continue to be social media and 
internet companies like Google.
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Transformational strategies for 
publishers in the multimedia age

Atos believes that publishers that wish to suc-
cessfully transform themselves into multimedia 
companies must learn to leverage their existing 
brand and customer relationship strengths 
across new digital channels, and to reduce their 
traditionally heavy dependence on advertising 
and circulation revenues.

It is clear that there is no “one size fits all” 
solution for digital transformation. Each pub-
lisher faces a unique set of market conditions, 
commercial challenges and strategic choices. 
Nevertheless, our extensive experience working 
with publishers in the field of digital transfor-
mation enables us to identify some key areas 
where publishers need to focus their strategic 
initiatives:

 ` Business transformation 

 ` Multimedia content creation

 ` Customer intimacy

 ` New revenue generation

 ` Innovation

 ` Cost reduction

Atos has developed a range of solutions to help 
publishers implement their new media strate-
gies. These are grouped into three broad action 
categories:

 ` Delivering content to consumers (publishing, 
content management and advertising)

 ` Refining content through better understand-
ing of customer needs (big data and social 
media)

 ` Reducing the costs of new and existing pro-
cesses (cloud and IT-as-a-service) 

Below we discuss some specific strategies that 
publishers should consider. The Atos technolo-
gies that enable publishers to deliver on these 
strategies are described in more detail in Chap-
ter 4. For readers interested in exploring these 
topics further, we would recommend the Ascent 
paper Media Metamorphosis.

Multichannel Publishing
Traditional publishers often have difficulty tran-
sitioning to a multichannel world because their 
content management systems were designed 
for a simpler era when print dominated. Even 
when these systems have been modified to 
allow content to be repurposed for digital chan-
nels, the result is often unsatisfactory and too 
many modifications result in disjointed business 
processes and an unwieldy system architecture 
that creates more problems than it solves. 

 What is needed is a content management 
platform that is truly “channel agnostic”, mean-
ing it supports the creation, management and 
distribution of editorial content for multiple 
digital channels, including web sites, syndica-
tion, mobile apps and other end-user platforms 
as well as traditional print media.

The platform should combine advanced editing 
and production workflow management features 
with social network and SEO tools, and it should 
perform reliably under high traffic volumes. 
Robust interfaces to third-party systems are 
needed along with feeds for the acquisition of 
external content. Interfaces to CRM and big data 
solutions are vital for modern media companies 
if they are to understand today’s complex and 
fast-changing markets and to better predict 
customer needs. 

Content consumption is no longer based purely 
on what users request. Large publishers may 
have too much content for users to discover 
themselves, so recommendation services can 
help surface hidden content and improve sticki-
ness. Media companies can also leverage their 
existing relationships with customers through 
content curation -- assembling and select-
ing content– and not just distributing original 
content. 

This topic is described in more detail in Digital 
Publishing in Section 4 of this paper

Content Management and Libraries
Content management is a multifaceted topic 
and a content management system can be 
understood to have various meanings, but it 
will typically cover some or all of the following 
functional needs:

 ` A centralized solution for gathering or creat-
ing content

 ` A workflow engine to manage users editing, 
repurposing, approving and publishing 
content

 ` A library to allow content to be retrieved and 
reused internally for new content

 ` An archive to support publication and, 
potentially, monetization of ‘long tail’ historic 
content

Based on the experience we have acquired 
working on CMS implementations for publish-
ers, Atos believes at least two systems are 
required:
1. A ‘work in progress’ solution to support the 

creation, repurposing and approval of content

2. An archive that allows long-term storage and 
retrieval of content.

Metadata 
To get the most from digital content, it is es-
sential that a standard metadata model is used. 
The model has to be associated with a lifecycle 
for the content: some content will be captured 
at content creation, more will be added as the 
content is edited and approved and, finally, some 
transient metadata may be removed as the 
content is consigned to the archive.

Atos has considerable expertise in creating 
metadata schemas and the associated systems 
to manage them, most notably through its role 
as long-standing supplier of data services to the 
Olympics. In this case, the metadata is exposed 
to the public in the Atos Smart Player, which is 
a service which allows users to view real-time 
event data during the Olympics combined with 
video of users’ favorite events.

http://atos.net/en-us/home/we-are/ascent-thought-leadership/ascent-white-papers-form/media-metamorphosis.html
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Ad Sales
Building and maintaining a robust and consistent 
system for pricing, selling, delivering, tracking 
and billing ads in the digital world is a lot more 
complex than managing print advertising.

The only way to manage this complexity is 
through an integrated solution that provides 
a single view of all ad inventory across all 
platforms. That way, publishers ensure not only 
that they optimize the use of their entire ad 
inventory but, more importantly, they extract 
the greatest value from it. 

Adding to the complexity of the ad sales 
function is the mutation of the selling process 
with the emergence of programmatic 
advertising. 

Marketing spending on this type of advertising 
is increasing year on year, which demonstrates 
the growing importance of the digital channel. 
For publishers, the challenge is not only to 
optimize the use of their entire ad inventory, 
but more importantly to extract the best value 
from it. 

Programmatic advertising for publishers can 
be divided in different types such as Direct Sell 
or Real-Time Bidding, and involves multiple 
players, such as the Supply-Side Platform, 
which manages the relationship with the ad 
networks, the Audience Networks and the Data 
Management Platform. The challenges include 
not only one of up- and cross-selling in order to 
get best value for the client, but also managing 
the value promotion of each audience segment 
while extracting the most appropriate demand 
from a complex buyer population across 
multiple platforms.

Video content
Online news video is growing at between 5 and 
10 percent a year and many news organizations 
are expanding the resources dedicated to 
creating or repackaging video content, partly 
because video content commands higher 
advertising premiums than textual content. 

But the growth of video creates a particular 
challenge for print publishers whose skill sets 
and technologies are grounded in the world of 
text and static images. To compete for viewers 
and advertisers, publishers will need to get 
much better at managing video content. 

This topic is described in more detail in Video 
Management in Section 4 of this paper.

Social Media
Publishing companies need to embrace 
social media more and they have a good 
reference model in broadcast media. The 
broadcasting industry was quick to spot 
the potential of social media to not only 
engage the viewing public during live 
broadcasts but also to provide feedback 
and Influence editorial contents. 

Social analytics are being used by 
schedulers and advertisers, and the 
wisdom of the crowds is influencing not 
only broadcast services, but the entire 
video value chain, enabling audiences to 
create their own content services that blur 
the boundaries between conventional 
linear narrative video content and 
immersive video games.

As publishers transform themselves into 
multimedia companies, they will also need 
to become more adept at using social 
technologies to influence not just strategic 
direction but also the contents they 
publish.

Atos R&D has been working with social 
media sentiment analysis solutions to 
understand what consumers think about 
the action in sports and to feature special 
highlights. Social mass media is here today. 
Media companies and publishers just have 
to decide how far they want to go with it. 

Production

Social audience data influ-
ences live editorial decisions in 
real time

Editorial 
decisions

Social data creating new op-
portunities for automation, 
such as highlight publishing

Editorial
decisions

Social data and behavior ana-
lytics influences stories end 
their priority

Editorial
decisions

Audience has new levels of 
choice over wich perspective 
they have on an event, who 
they share this experience 
with and when they view
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The Cloud
It is clear that cloud computing is a truly 
transformational technology that offers 
businesses multiple benefits including 
agility, scalability and cost effectiveness. It is 
particularly relevant to publishers as many firms 
are in a race against time to quickly grow online 
revenues and so counter the rapid declines 
from print advertising revenues. 

To do that, they need new systems that 
can be deployed quickly to support digital 
transformation and with sufficient scalability 
and flexibility to support strategy changes and 
rapid growth in digital users.

Building that type of infrastructure in-house 
exposes a publisher not just to execution 
risks but the high upfront capital cost of new 
equipment at a time when publishers are 
seeking to reduce capital expenditure. 

Using the cloud is a risk-free, “capex-lite” option 
that offers the scalability to support rapid 
growth in online traffic, and the necessary 
agility to rapidly change tack if a strategy needs 
revising.

This topic is described in more detail in Canopy 
Cloud in Section 4 of this paper, and in the 
Ascent paper Cloud Orchestration.

Big Data
Through the use of big data technologies, 
publishing companies finally have the chance 
to develop truly personalized relationships with 
their clients and create new opportunities in 
every area of the business. 

Using big data technologies allows publishers to: 
 ` understand how, where and when people are 

enjoying your services;

 ` know exactly who is consuming which 
content; 

 ` open new channels for personal interaction 
and profitable dialogue;

 ` extend influence far beyond existing 
geographies and target audiences;

 ` aggregate individual data for insight 
and intelligence across the entire media 
landscape. 

But the use of big data to influence editorial 
involves new challenges for publishers. Should 
the decision as to what content gets published 
rest solely on a software program that shows 
how often particular target groups click on 
specific articles? Or should human editors make 
the final decision?

This topic is described in more detail in 
Analytics in Section 4 of this paper, 

IT-as-a-Service – “Atos Liquid IT”
The publishing industry is going through 
a process of profound upheaval and rapid 
transformation, with new competitors and 
innovative business models emerging almost 
overnight. Traditional publishers with legacy 
IT systems, need to find ways to respond to 
the new dynamics of the marketplace while 
protecting their existing investments in systems, 
skills and people.

Liquid IT describes a concept of flexible 
and cost-effective IT services that can be 
provisioned, built and configured in real time, 
allowing end-to-end financial transparency. The 
main drivers for this major evolution include 
business agility, investment-free charging 
models, flexibility and ease of use. Liquid IT 
leverages our Cloud foundation technologies as 
well as other advances in mobility, security and 
network management.

This topic is described in more detail in the 
Ascent paper on Liquid IT.

Flexible Architecture
Historically, many publishers have adopted 
integrated end-to-end solutions from a single 
supplier. As the publishing business transforms 
into a multimedia business, it becomes 
impossible for a single supplier to properly 
support the increasingly complex set of 
functionalities. 

Atos recommends a flexible architecture where 
best-of-breed components are selected for 
different areas of the business. The components 
should be loosely coupled using a service 
bus and service oriented architecture (SOA) 
with orchestration using a business process 
management engine.

For more detail on this topic check out the Atos 
Ascent white paper on Cloud Messaging.

Omni-Channel Monetization
If publishers want to achieve a significant 
diversification of revenue streams, they need 
to adopt omni-channel customer engagement 
strategies that simplify monetization and 
provide a 360-degree view of the customer and 
their subscriptions, payment methods and so 
on. These strategies could include:

 ` Unique cross-channel payment gateway for 
physical and digital sales

 ` Unified secure platform for both the end user 
and the publisher

 ` Cross-channel data collection & processing 

 ` Focus on a convenient, homogeneous, quick 
and secure customer experience 

By creating a unified and seamless shopping 
experience, publishers can more easily leverage 
customers’ loyalty to their brand and content 
through an enhanced experience based on a 
device-agnostic interface, one-click payment, 
personal data tracking and so on.

See Worldline Monetization Solutions in 
Section 4 and read the Ascent paper Economy 
of Internet Applications for a comprehensive 
discussion of business models and 
monetization strategies.

http://atos.net/en-us/home/we-are/ascent-thought-leadership/ascent-white-papers-form/cloud-orchestration-a-real-business-need.html
http://atos.net/en-us/home/we-are/ascent-thought-leadership/ascent-white-papers-form/liquid-it.html
http://atos.net/en-us/home/we-are/ascent-thought-leadership/ascent-white-papers-form/cloud-messaging.html
http://atos.net/content/dam/global/ascent-whitepapers/ascent-whitepaper-economy-of-internet-applications.pdf
http://atos.net/content/dam/global/ascent-whitepapers/ascent-whitepaper-economy-of-internet-applications.pdf


Transformational 
strategies for publishers
Atos’ extensive experience working with 
publishers in the field of digital transformation 
enables us to identify key areas where 
publishers need to focus their strategic 
initiatives.
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Readership analytics
Near real-time analytics will underpin 
effective sales, advertising and 
development in the digital landscape. 

Server rationalization and 
cloud transformation
Individual departments can still get at-
tached to individual physical servers. It’s 
understandable – but it’s risky and ex-
pensive too. Fragmented data and under-
utilization are just part of the problem.

Optimizing ad sales 
Minimizing the gap between 
advertising sale cut-off and 
print production increases 
revenue opportunities.

Adaptive Workplace
Some publishing employees 
and freelancers are increasingly 
mobile while others still tend to 
be desk-based. Managing work-
place provision effectively boosts 
morale and reduces cost.
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Confidence in outsourcing 
Continuity of service, sustained quality and 
full confidence in the professional wellbe-
ing of any transferred employee are pre-req-
uisites in any publishing IT outsource.

Asset libraries 
Many publishers still store 40% or more 
of their assets offline. This has to change 
if they are to capitalize fully on both new 
and heritage content under ownership. 

Customer contact 
center services
As more and more experi-
ences invite active par-
ticipation from the audience, 
publishers need agile and 
cost-effective mechanisms 
to exploit the opportunity.

Social Network Analysis
The way in which online communities 
consume and react to content is now of 
critical interest to every publisher.

Managed business 
support services
Every publishing company needs to 
manage business and commercial 
administration with clinical efficiency. 

Data center management 
and consolidation
Many publishing companies 
choose to keep their data centers 
in house. This is not sustainable for 
all, however – especially as cloud 
delivery increases in importance.

Smart payment
Publishers need to manage increasingly com-
plex payment networks – both incoming and 
outgoing. Only massive automation can make 
high-volume micro payment worthwhile.
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Ad Sales
Atos offers consulting and systems integration 
skills to help publisher embrace a new gen-
eration of digital ad sales platforms. One such 
platform is that offered by ppi Media, an Atos 
specialized partner. 

An effective ad sales function is critical to mon-
etizing new media initiatives, so Atos believes in 
the tight integration of the ad workflow solution 
into other business processes. Atos has specific 
expertise in integrating ppi with SAP enterprise 
software. 

The functionality is characterized by the follow-
ing process steps: 

 ` Advertisement booking

 ` Position reservation & confirmation

 ` Cross-platform analysis

 ` Distribution planning

 ` Distribution of ad materials

 ` Contract

 ` Billing, settlements 

How Atos can help

Atos, as a global leader in digital services, has 
extensive experience designing, implementing 
and managing IT infrastructures, applications 
and services across a wide range of industries. 
In many aspects, the business and IT challenges 
of running a modern publishing or media group 
are not dissimilar from those facing organiza-
tions in other industries.

For these types of challenge we can offer a broad 
range of horizontal IT solutions in areas such as 
Application Management, Business Integration 
Solutions, Technology Transformation Services, 
and ERP Consolidation and Harmonization.

In addition, we offer a range of solutions 
that are specific to the publishing and media 
sectors, and leverage the expertise we have 
accumulated from working with some of 
the world’s leading publishers and media 
companies. 

Below we highlight some of the most relevant 
offerings for publishers from our horizontal and 
media portfolios.

Digital Publishing 
Atos offers consulting and systems integration 
skills for advanced content management 
systems (CMS) designed for news publishing. 

We apply our implementation skills and project 
management methodologies to deliver innovative 
digital CMS platforms that are selected by 
international and large national publishers for their 
advanced multichannel and multiproduct content 
management capabilities.

These systems include advanced editing and 
production workflow management features with 
editing tools designed to support social media 
engagement and SEO optimization.

A key requirement in today’s multichannel world is 
the ability to  publish a single story across multiple 
digital distribution channels (web, social networks, 
smartphones, tablets and TV). 

To do this, publishers need editing and workflow 
capabilities in a single system that is able to 
maximize the benefits of each single channel, 
while maintaining the master-level control over all 
the channels. 

In addition, these systems are expected to tightly 
integrate multimedia production into the content 
creation process, a capability that can be extended 
with an external Media Asset Management 
system. 

Publishing Outsorcing

Media Cloud

Technology 
Outsourcing

Applications 
Management

Canopy Cloud

ERP Consolidation & 
Harmonization

Digital Publishing

Video Management

eCommerce

Big Data

Multiplatform

Consulting

System Integration

Cost reduction Business transformation

Flexible 
Architecture

H
o

ri
zo

n
ta

l p
o

rt
fo

li
o

M
ed

ia
 p

o
rt

fo
li

o



11From publishing to multimedia

Worldline Monetization 
Solutions
Atos Worldline is an established European 
leader in the provision of the payments and 
transactional services, and so we can play a 
vital role in helping publishers monetize new 
channels and services. 

There are four main facets to Atos Worldline:

Sips:
Sips acts as an intermediary between 
merchants and acquirers. Its role is to provide 
merchants with the ability to accept all payment 
types: online or at the point of sale regardless of 
payment channel, collection method, currency 
or country. 

Cloud Wallet:
This is a complete end-to-end payment solution 
which allows the dematerialization of a bank 
credit or debit card in the cloud or in the mobile 
phone for contactless payments. 

Omni Commerce:
This solution provides vital information on 
how your customers interact with your brand 
and leverages this information to provide a 
seamless, personalized shopping experience. 

Cash Club:
Cash Club is Atos Worldline’s solution that 
enables a customer to set up and manage a 
bank-owned marketplace and all the related 
marketing services. 

Video Management & 
Digital Libraries
As the boundary lines between publishers and 
broadcasters blur, a robust and sophisticated 
video management platform is becoming 
increasingly important for publishing 
companies that wish to integrate video content 
across their digital communications channels. 
Such a system should be able to: 

 ` manage a library of existing video content;

 ` capture, manage and distribute video content 
with fast workflows for time-sensitive material;

 ` upload, review and publish user generated 
content;

 ` manage user access;

 ` monetize video content with in-video 
advertising.

Atos’ preferred approach is to offer online video 
management as a completely managed service 
and we work in partnership primarily with the 
vendor Kaltura, a recognized worldwide leading 
video platform.  Businesses can either purchase 
and re-badge the solution, or work in direct 
partnership with us.

CRM & E-commerce
Atos has one of the largest CRM consulting 
groups in the world and so we have extensive 
experience in implementing CRM solutions 
based on SAP platform. These solutions cover 
the following areas:

 ` Customer insight 

 ` Customer loyalty and brand

 ` Customer experience

 ` Multi-channel customer management 

 ` Sales force management and mobility

 ` Service and field service

 ` Marketing management

 ` Customer service management for contact 
centers

Electronic commerce:
Our business technologists have a long track 
record in e-commerce going back to the first 
generation of transaction-based systems. Since 
then, e-commerce has evolved considerably 
and so Atos has access to the widest range of 
skills and technologies to help you e-commerce 
initiatives, including:

 ` Cloud-based e-commerce 

 ` Mobile payments

 ` Contactless payment technologies such as 
NFC

 ` Strong partnerships with leading vendors 
including Intershop and Samsung
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Canopy Cloud
Canopy is a cloud computing initiative that has 
been set up between Atos and two of the best-
known names in cloud infrastructure, EMC and 
VMware. Canopy provides a mature and highly 
standardized service portfolio containing the 
best of our globally standardize cloud solutions 
for managed services, workplace, application 
operations and network communications. 

Canopy Cloud can help publishers and media 
companies in many ways. For example, Atos 
has developed a cloud-based media asset 
management system and media archival 
service around Canopy Cloud. As this is a 
prebuilt solution, it removes the risks of moving 
business-critical applications to the crowd and 
enables media companies to access virtual 
compute and storage IT services in a scalable 
and flexible fashion.

Big Data Analytics
Atos sees three main uses for business 
intelligence and big data analysis tools in media 
companies:

Consumer Management
Traditionally, media companies used to measure 
audiences statistically or by the revenues they 
generate. Now, they can build much more 
detailed profiles of final consumers based on 
enriched internal data and data gathered from 
on-line content delivery platforms and social 
networks. They can now put the consumer 
at the center, understanding what content 
consumers like and how it influences their 
behavior.

Content Supply Chain
With traditional analytics and reporting, media 
companies often have to wait days or weeks 
to understand exactly how their content is 
perceived by consumers.
Using real-time mining and analyzing data from 
on-line delivery platforms and social networks, 
media companies can considerably shorten 
that discover process and so dynamically tailor 
content based on the feedback. They can use 
the information to improve the content creation 
and provisioning processes and shape long-
term strategy.

Ad Operations
Content consumption data from on-line delivery 
platforms and social networks data can be used 
to boost loyalty, optimize marketing promotions, 
and monitor in real-time the performance of ad 
campaigns. Atos has direct experience of Social 
Network Analysis (SNA) with telecom operators 
such as QlikView and Telekom Austria.

Publishing Outsourcing
Traditionally, a newspaper would have three 
main application clusters: editorial (content); 
advertising (commercial) and distribution 
(logistics). These areas would likely be 
complemented by a CRM system and a 
separate on-line environment. 

The systems would typically have a 
replacement lifecycle of between eight and 
ten years, and because of their high cost and 
specialist nature, the vendors of these core 
systems might only have one or two reference 
customers in each country. 

As publishers’ needs have evolved, these 
systems often end up with a complex mixture 
of old and new application code, creating an 
IT environment that is difficult to manage and 
immature in its use of standardized middleware 
and so on. 

Such an environment is characterized by: 
 ` a high level of specialized knowledge is 

required to manage the IT infrastructure;

 ` the IT organization of the application and 
infrastructure landscape becomes heavily 
entwined; 

 ` very close collaboration between the two 
groups becomes essential to safeguard 
continuity.

Publishers are keen to reduce the high 
running costs of these legacy IT systems, and 
outsourcing is an attractive option. But It can be 
very risky to apply “one size fits all” outsourcing 
solutions to these types of IT environment 
because of the issues listed above. 

Atos has extensive experience successfully 
delivering managed technology solutions 
to some of the world’s biggest publishers, 
and so we have developed an approach that 
maximizes the value and minimizes the risk 
of handing over publishing technology and 
business processes to Atos. 

For example, we recognize the special 
characteristics of a newspaper in terms of 
culture and deadlines, so we would require all 
changes to working practices to be mutually 
agreed. Untangling the applications from the 
infrastructure can be particular challenge for a 
legacy publishing system, so we might have to 
work particularly closely with the application team 
and build in additional flexibility into the project.
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Why choose Atos 

Atos in a Nutshell 
Atos SE (Societas Europaea) is a leader in digital 
services with 2014 pro forma annual revenue 
of €11 billion and 93,000 employees in 72 
countries. 

The Group provides consulting & systems 
integration services, managed services & BPO, 
cloud operations, big data & security solutions, 
as well as transactional services through World-
line, the European leader in the payments and 
transactional services industry. 

Atos is focused on business technology that 
powers progress, translates between business 
requirements and technology solutions, and 
helps organizations design their own future. 

Atos Strengths in 
Publishing & Media 
Atos was first among the large ‘traditional’ IT 
partners to engage with the media industry, and 
it has since gained unique insights in transform-
ing media facilities from the ground up. We can 
demonstrate extensive experience in creating 
and operating state-of-the-art media facilities. 
More than an IT company, we are business 
technologists equally at home engaging at the 
media, IT, communication and other infrastruc-
ture layers. 

We work closely with clients across the media 
sector to deliver digital transformation, new 
channels to market and social networking. In all 
of our client engagements, we seek to leverage 
the experience acquired in one area and apply 
it to others. This ability to share knowledge, ex-
perience, and lessons learned reduces risk, cost, 
and time-to-air/time-to-market for our clients.

Atos is the only global IT services company that 
can provide full operational outsourcing to the 
media industry. We have been doing this since 
2004 and it means, for example, that we can 
delivery fully managed services to support the 
ongoing operation of Atos-designed broadcast 
media facilities.

Today, Atos has more than 50 media clients 
across the globe and we work with some of 
the world’s best-known media brands. You can 
read more about the transformational strategies 
we have developed and delivered for leading 
publishers, broadcasters and media companies 
in the following section.

Innovation at Atos 
Atos employs its own scientific community 
to drive innovation and works with industry 
analysts such as Forrester, Gartner and 
Ovum to define areas of innovation which 
are important to our customers.

We run a media R&D centre which works 
intensively with clients to trial innovative 
technology.

Our ‘scientific community’ shares ideas 
across different sectors and specialisations. 
They are showcased at the BTIC (Business 
Technology & Innovation Center) facility. 
We have a strong partner framework 
to share new concepts with global 
technology giants.
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Dutch Professional Publisher 
With operations in 26 countries, this publishing 
group operates in the field of professional pub-
lishing –legal, fiscal, medical, scientific, educa-
tional, training, etc. 

The group wanted to implement a global CRM 
system and also move to a more flexible and 
cost-effective IT infrastructure. The chosen 
solution was a global IT outsourcing contract in 
which Atos is subcontractor to Dell Services for 
the European operations. In the Netherlands, 
Atos is responsible for the company’s entire IT 
infrastructure, including workplaces, data cen-
ters, servers, storage, etc. It is intended that the 
remaining European operators will also move to 
full outsourcing. 

Dutch Newspaper Publisher
Atos has been IT outsourcing provider for a 
leading Dutch newspaper publisher since 2007. 
Atos is responsible for managing the full IT 
infrastructure, consisting of 400 servers, 1,800 
desktops and 600 laptops. The specific services 
we provide include desktop management, 
server management, database administration, 
WAN and LAN services,

Atos has delivered on the client’s goals of reduc-
ing IT costs, and improved the quality and flex-
ibility of IT services by moving to a standardized 
infrastructure and standard services catalog. We 
also hired 55 staff whose jobs transferred across 
to Atos as part of the outsourcing contract.

Atos success stories in 
publishing and digital media 
French Publishing Group
Atos provides consultancy services to a French 
publishing group that owns a leading daily 
newspaper and a wide range of other publica-
tions and websites. 

We helped this client design and deploy its ERP 
system and an associated CRM project. We also 
advised on the reengineering of the business 
processes for print production and recommend-
ed renewal of the associated IT system with a 
software package solution. Atos also implement 
a BI project for the group’s internal internet 
advertising agency.

UK-based Multinational Publisher
This leading multinational publisher has grown 
through acquisition as a set of semi-indepen-
dent divisions. There was a need to rationalize 
the collaboration systems in a way that was 
acceptable to a diverse multilingual business 
community.

The Atos solution used the cloud to provide 
messaging and collaboration  services to any 
device, including user-owned platforms, with a 
single sign on to ensure simple, secure authen-
tication. The users had the freedom to choose 
the devices and cloud provider they preferred 
to access the services; in this way the cultural 
barrier to enforcing adoption was removed.

Italian Publishing Group 
This Italian publisher owns one of the country’s 
leading national newspaper titles.

Atos has provided it with workplace manage-
ment services for many years. The services are 
deployed using a best-of-breed ITIL-aligned ser-
vice architecture. In conjunction with Telecom 
Italia, we also helped consolidate the company’s 
IT infrastructure related to both the enterprise 
and web environments.

Croatian Publisher
This Croatian publishing group is responsible for 
publishing Croatia’s official newspaper of record 
alongside its other publishing and printing 
interests. 

Atos provides the publisher with a wide range of 
services including data center services, desktop 
services, level 2 helpdesk, network monitoring, 
and Microsoft license delivery and support.

UK Broadcaster
In 2004, this UK broadcaster became the first 
media company to outsource broadcast and IT 
technology service provision, which until then 
had been seen as a core activity by traditional 
broadcasters. Atos was chosen because of its 
ability and scale, the breadth of its technical 
capability, and the strong cultural alignment.

During the past decade, the relationship has en-
abled the client to reduce its capital investment 
needs by a significant, multi-million sum, to cut 
operational costs year on year, and to focus 
much more strongly on what is truly its core 
business: the production and dissemination of 
world-class content. 

By leveraging Atos’ experience in video and 
multiplatform delivery, the client created a 
highly successful new service that lets web 
visitors watch live TV programs and web-only 
exclusive content.
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Document links

Ascent White Papers
http://ascent.atos.net/ascent-white-papers/

Media Metamorphosis
http://ascent.atos.net/ascent-white-papers/

Cloud Messaging
http://ascent.atos.net/ascent-white-papers/

Cloud Orchestration
http://ascent.atos.net/ascent-white-papers/

Economy of Internet Applications
http://ascent.atos.net/ascent-white-papers/

Liquid IT
http://ascent.atos.net/ascent-white-papers/

http://ascent.atos.net/ascent-white-papers/ 
http://ascent.atos.net/ascent-white-papers/ 
http://ascent.atos.net/ascent-white-papers/ 
http://ascent.atos.net/ascent-white-papers/ 
http://ascent.atos.net/ascent-white-papers/ 
http://ascent.atos.net/ascent-white-papers/ 
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About Atos
Atos SE (Societas Europaea) is a leader in digital 
services with 2014 pro forma annual revenue 
of circa € 11 billion and 93,000 employees in 
72 countries. Serving a global client base, the 
Group provides Consulting & Systems Inte-
gration services, Managed Services & BPO, 
Cloud operations, Big Data & Cyber-security 
solutions, as well as transactional services 
through Worldline, the European leader in the 
payments and transactional services industry. 
With its deep technology expertise and industry 
knowledge, the Group works with clients across 
different business sectors: Defense, Financial 
Services, Health, Manufacturing, Media, Utilities, 
Public sector, Retail, Telecommunications, and 
Transportation.

Atos is focused on business technology that 
powers progress and helps organizations to 
create their firm of the future. The Group is the 
Worldwide Information Technology Partner for 
the Olympic & Paralympic Games and is listed 
on the Euronext Paris market. Atos operates 
under the brands Atos, Atos Consulting, Atos 
Worldgrid, Bull, Canopy, and Worldline.

For more information, visit: atos.net

For more information:
Please contact dialogue@atos.net

http://www.atos.net
mailto:dialogue%40atos.net?subject=

	Introduction
	The changing publishing landscape
	Transformational strategies for publishers in the multimedia age
	Transformational strategies for publishers
	How Atos can help
	Digital Publishing 
	Ad Sales
	Video Management & Digital Libraries
	CRM & E-commerce
	Worldline Monetization Solutions
	Big Data Analytics
	Canopy Cloud
	Publishing Outsourcing

	Why choose Atos 
	Atos in a Nutshell 
	Atos Strengths in Publishing & Media 

	Atos success stories in publishing and digital media 
	Document links

