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Cracking the Video Code:         
Unlocking the Secrets of Business Streaming at Scale

When it comes to video in the enterprise, beauty truly seems to be in the eye of the beholder. 
How else can one explain the divergent outlooks regarding the implementation of technologies 
that facilitate the use of one-to-many streaming behind the corporate firewall?

Simply put, individuals at organizations that use video frequently are much more likely (than those 
who do not use video) to regard the technology as a tool that is essential for enhancing business 
communications. Consider the following conclusion from a Wainhouse survey of 2,101 end users 
fielded in the fourth quarter of 2020: the highest level of interest in expanding the use of video 
technologies resided in the organizations that already use video extensively. 

As illustrated in Figure 1, 87% of all survey respondents working at companies that use live video in 
online events 100 or more times annually agree with the statement that “Our organization should 
do more to capitalize on currently available video technologies.” Only 43% of respondents from 
organizations that do not use live streaming video have a similar appetite for expanding the use 
of video. 

The bottom line is that those using video most frequently are the most eager to double-down 
on their investments in video-enabling technologies. It’s almost as if the executives who have 
sampled online video significantly at work have uncovered some basic truths about the 
technology – and its impact on enhancing business outcomes – that remains mysteriously hidden 
from those working at companies that have yet to embrace video in a major way. 

FIGURE 1 AGREE/DISAGREE: OUR ORGANIZATION SHOULD DO MORE TO CAPITALIZE ON CURRENTLY AVAILABLE 
VIDEO TECHNOLOGIES – SEGMENTED BY ORGANIZATIONS’ FREQUENCY OF LIVE VIDEO USE

Number of Times 
Per Year that 
Organization 

Uses Live Video in 
Online Events

100 or more

50 to 99

10 to 49

1 to 9

% of Respondents from Organizations Using Live Online Video at Specified Frequency who Agree that “Our 
organization should do more to capitalize on currently available video technologies”

27%60%

44% 40%

36% 42%

33% 35%

Strongly Agree                             Somewhat Agree                             

Zero 16% 27%
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In this report, Wainhouse shines a spotlight on the techniques and priorities of those organizations 
that are most aggressive in implementing technologies enabling one-to-many video business 
communications. This analysis will focus on how approaches to enterprise streaming can vary 
between experienced and inexperienced video users in four key assessment categories:  
Content Creation, Video Content Management, Network Administration, and Video Intelligence 
and Measurement. 

The goal is to give organizations just starting on their own video journey a roadmap for forging 
a mature enterprise streaming strategy informed by the experiences of those companies 
where video use is commonplace and already viewed as a tool for enhancing business 
communications and performance.

Streaming Strategy Assessment Category #1: 
Content Creation

The most visible elements of any enterprise streaming solution are 
the tools that enable the production of video. Content creation 
capabilities dictate how presentations are produced and  
distributed on a one-to-many basis. By extension, they also 
determine the quality of content that is viewed by individuals  
within an organization.

Those formulating a corporate streaming strategy must begin with 
an analysis of the video production tools available to workers. 
Cameras embedded in mobile phones and laptops have put video 
production within the reach of a broader range of workers than ever 
before. Nevertheless, the expanded ability for individuals to record 
videos on a purely “do-it-yourself” basis should not be confused with 
a well-executed strategy for enterprise streaming. 

Rather, it should be noted that organizations that are furthest along the enterprise streaming 
adoption curve have implemented platforms that simplify and standardize the process of 
creating and sharing video content with co-workers. 

Consider the process that workers might engage in when recording and sharing video with others 
in their organization. Organizations that have not established a strong video culture may have 
no means for enabling video upload or might simply direct users to post the content on a public 
YouTube channel. 

Those more serious about video implementation, however, will implement platforms that allow 
videos to be uploaded to a protected video library on the corporate network. More advanced 
solutions offer tools for recording video along with the capability to enhance the content with 
PowerPoint slides and other add-on materials. 

Among top executives 
surveyed, 69% say 
they “strongly agree” 
that “managers using 
video more frequently 
are more effective in 
communicating their 
vision to workers than 
those who do not  
use video.”

69%



5
©2021 Wainhouse Research, LLC

When grading an organization’s in-house content creation mindset, also consider the extent  
to which enterprise streaming platforms are being used to enhance the value of video  
meetings. This has become an increasingly important topic following a 2020 that saw the  
usage of video collaboration solutions skyrocket among individuals working remotely due to 
COVID quarantine restrictions.

For companies further along the video maturity curve, the expanded adoption of video 
collaboration offers an opportunity to generate greater value from meetings already taking 
place. For these advanced online video adopters, it’s already commonplace to use streaming 
platforms to distribute live video in a way that enables hundreds – or even thousands – of 
individuals to watch simultaneously.

As illustrated in Figure 2, those organizations that are investing the most in streaming solutions 
appear to be the most interested in extending the reach of video meetings in this manner. 
Among those working at organizations with anticipated budgets for streaming technology in 
2021 that exceed $100,000, 71% say they agree with the statement that “In the next year I want 
to make more video meeting content available to larger audiences via one-to-many webcasts.” 
Among those with no plans for streaming investment in 2021, only 38% agree with this sentiment.

Some organizations that are more advanced in their video adoption journey have already 
moved beyond the concept of simply using video conferencing platforms as the origination 
point for large-scale webcasts. They also embrace the idea of leveraging video conferencing 
solutions as sources of content that can be captured and archived for later reference.

Enhanced video content management capabilities – to be discussed in the next section of this 
report – make it easier for users to find specific content passages even when they are buried 
in proliferating archives of recorded video. As a result, organizations that are most advanced 

FIGURE 2 AGREE/DISAGREE: I WANT TO MAKE MORE VIDEO MEETING CONTENT AVAILABLE TO LARGER 
AUDIENCES VIA ONE-TO-MANY WEBCASTS – SEGMENTED BY ORGANIZATION’S ANTICIPATED 2021 

STREAMING TECHNOLOGY BUDGET

Organization’s 
Anticipated Budget 

for 2021 Streaming 
Technology 

Implementations

More than $100,000

$50,000 to $100,000

$10,000 to $49,000

Less than $10,000

% of Respondents Working at Organizations with Anticipated 2021 Budget for Streaming Technology who Agree that 
“In the next year, I want more video meeting content available to larger audiences via one-to-many webcasts”

39% 32%

33% 41%

35% 36%

26% 36%

Strongly Agree                             Somewhat Agree                             

Zero 15% 23%
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in their implementation of streaming solutions literally are using technology to enlarge the 
storehouse of institutional knowledge available to their workforce.

In short, more video drives larger video archives and greater business impact. It’s a virtuous cycle 
of adoption that all starts with content creation. As video production tools become easier to use 
and more commonplace within an organization, video’s impact on business communications 
can only grow.

Streaming Strategy Assessment Category #2: 
Video Content Management

As the creation of videos increases, so too does the need for tools that 
help organizations to better manage their swelling archives of content. 
Without solid content management, expanding archives of video can 
become the equivalent of a library with books scattered across the 
floor: You can have mountains of content, but it has no value if it’s  
not well-organized for quick retrieval. 

Organizations with limited experience in implementing video typically 
have done little to centralize the management of video content. In 
some cases, companies make no effort to capture video content for 
later access. In other instances, a handful of video files might be  
stored on an ad hoc basis on the computer of an employee who 
happens to be passionate about leveraging the power of video in 
business communications.

While not as visible to end users as content creation tools, content 
management solutions represent a key element of any mature enterprise streaming strategy. 
While many organizations embrace one-to-many streaming initially as a tool to expand the  
reach of live online video events, most invariably wind up with archives of video content that 
need tending.

Among those organizations that use streaming video, 86% report archiving some video at least 
monthly. Much of this archived content actually comes from video not originally created for 
on-demand retrieval. More than four-out-of-five organizations in the Wainhouse survey that have 
video archives report that more than half of their recorded content is captured and repurposed 
from live video events.

No matter where the video originates, it remains vitally important to formulate a solid strategy 
for managing on-demand archives. Organizations that view online video as a technical novelty 
unworthy of attention or investment are falling behind the times. Increasingly, video is being 
perceived as a tool that enhances business communications and enhances performance. 

At companies with 
more than 100 hours 
of archived video, 
73% of respondents 
“agree” with the 
statement that “when 
searching for content 
that I need, relevant 
on-demand videos are 
harder to find than text 
documents.”

73%
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As illustrated in Figure 3, seven-out-of-10 Wainhouse survey respondents agree with the statement 
that “On-demand video archives offer a valuable storehouse of institutional knowledge.” And 
the intensity of support for this statement grows in step with the size of an organization’s video 
library. At organizations with 100 or more hours of video content in their cumulative archives, 47% 
say they “strongly agree” with the idea that on-demand videos can serve as a storehouse of 
information. At companies that do not use archives, only 19% strongly agree with the statement.

Content management solutions can help video information bubble to the surface in a variety of 
ways. One of the most commonplace features of content management platforms is the ability to 
package and present content in tailored video portals. In many cases, streaming platforms can 
be integrated with corporate directory information in ways that enable these portals to present 
users with the corporate videos most relevant to their work tasks. 

Organizations working their way towards a mature streaming strategy must recognize that 
content management is a key component to any viable long-term game plan for getting the 
most from video. Among companies with the most experience in using online video, it truly can 
be said that video no longer is only a media of communications, it evolves into a data type that 
becomes part of the fabric of an organization’s overall workflow.

Previously in this report, Wainhouse identified how organizations with a well-established video 
implementation strategy have developed ways to leverage streaming platforms to extend  
the reach and relevance of video meeting solutions. Similar integrations of streaming solutions 
with other applications can be put into place to further capitalize on streaming video 
management capabilities.

FIGURE 3 “ON-DEMAND VIDEO ARCHIVES OFFER A VALUABLE STOREHOUSE OF 
INSTITUTIONAL KNOWLEDGE” – OVERALL RESPONDENTS

Strongly  
Agree, 

31%

Somewhat Agree, 
39%

Neutral,
 25%

Disagree,
5%

Agree/Disagree: 
On-demand video archives 
offer a valuable storehouse 

of institutional knowledge 
– Overall Respondents
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Links to archived video, for instance, can be embedded directly into learning management 
systems, allowing corporate trainers to share videos that employees have seen in previous 
training sessions. Similarly, on-demand videos can be embedded in customer relationship 
management solutions, giving sales reps easy access to the videos that have been shown 
to specific customers and prospects. Over time, viewership trends can be analyzed in the 
context of business outcomes tracked by the learning management and customer relationship 
management solutions. The resulting data provides insight on the impact that video can have on 
business performance.

Today’s content management solutions are only scratching the surface of their long-term 
potential. The emergence of automated speech-to-text conversion capabilities is opening new 
frontiers in how video content is catalogued – a change that creates a fundamental shift in how 
video content is searched and retrieved.

By creating a transcript of every word spoken during a video presentation, these systems create 
a pool of data that makes it much easier for traditional search solutions to sort through video 
files and direct users to passages that address their specific query terms. Such specific search 
capabilities allow users to search through videos in a manner equivalent to finding the needle in 
the digital haystack.

The applications of speech-to-text technologies (which typically are implemented by those 
organizations most experienced in using video) extend beyond simplified search. Some content 
management systems make it possible to use this text for video closed captioning. Others 
leverage automated systems to translate transcripts into foreign languages, creating subtitles for 
videos that multi-national corporations can use to communicate with workers around the globe.

Streaming Strategy Assessment Category #3: 
Network Administration  

For some organizations with little experience in using video, the capabilities of corporate networks 
are only considered as an afterthought. After all, if video viewership is low, the chances of 
crashing the corporate network are minimal. 

That calculus changes, however, as an organization’s volume of video viewership grows. Videos 
are made up of big chunks of data that can clog corporate networks, particularly at times when 
many workers are watching video at the same time. 

Consider the following: Of the 385 information technology executives participating in the 
Wainhouse Fourth Quarter 2020 survey, 74% say they agree with the statement that “our 
organization needs to add network capacity in 2021 to address likely increases in video demand 
as workers return to the office.” 
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The first impulse for some IT departments would be to simply add network capacity in order to 
address the burgeoning video demand. Others might try to off-load some video traffic to outside 
service providers, such as Akamai or other content distribution networks, to haul video traffic to 
remote offices via the public Internet.

Neither option is ideal. The real networking challenges come from shuttling video traffic on  
more limited corporate networks that historically have not been designed to handle the heavy 
loads of video. It’s not always a simple issue to confront. But those organizations that deal with 
video in volume recognize that the best way to tackle video networking concerns is to deploy 
task-specific solutions tailored to address the unique demands of moving video data from Point A 
to Point B behind the corporate firewall.

While corporate networks perpetually remain a work in progress, those 
organizations that are furthest along their enterprise video journey 
typically aspire to build networking infrastructure that delivers a high-
quality video experience in a reliable manner to all employees, whether 
they are working from the corporate headquarters, a regional office, or 
their homes.  

In the world of video networking, however, no one-size-fits-all solution 
exists to deliver on this vision. In some cases, networking architectures 
are well-suited to leverage multicast capabilities already embedded 
in their corporate networking infrastructures. Others benefit most from 
implementing caching solutions at the gateway of local area networks, 
addressing network snafus in a way that minimizes data clogging 
at critical junctures. Still others find value in embracing peer-to-peer 
options that leverage existing devices on the corporate network to 
lighten the traffic load due to video.

Organizations that are most advanced in their video journey typically 
have cobbled together several of these technologies, implementing 
the specific tool best-suited for addressing the unique challenges that arise at different points of 
the corporate network. 

Even when network administrators solve the issue of video network capacity, though, their job 
is not complete. Many want better tools to keep tabs on how video traffic is impacting the 
performance of their corporate networks. As illustrated in Figure 4, more than four-in-10 of the 
IT executives surveyed by Wainhouse (42%) say they “strongly agree” with the statement that 
“Our organization is interested in implementing technologies that allow us to better monitor the 
performance of our internal network.”

The idea is that network analytics solutions provide administrators the tools needed to find 
the weakest links of a network. Monitoring network performance is a crucial tool in driving 
incremental improvements in network reliability. As a result, those organizations that have the 
most experience in using video are uncommonly vigilant about implementing monitoring tools 
that help them detect points of network vulnerability.

Half of all IT 
Respondents surveyed 
“strongly agree” that 
“It is important for 
all of our employees 
to receive the same 
level of video quality 
service, regardless of 
their location.”

50%
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Underpinning all networking implementation issues, of course, is the need to adhere to the prime 
enterprise directive of maintaining corporate network security. Table stakes for any streaming 
implementation are to first ensure that the adoption of a network distribution solution will not 
expose an organization to any unnecessary security risks. 

Good security encompasses everything from making sure that unauthorized users do not gain 
access to corporate content to safeguarding the network so that no outsider can exploit 
vulnerabilities introduced by the implementation of video networking solutions.

When asked to cite the issues that are very important to administering streaming video platforms, 
63% of IT respondents participating in the Wainhouse survey cited “network security” as “very 
important” when considering future investments in streaming video solutions. That level of 
response puts security at the top of the list of 10 potential IT concerns addressed in the survey.

Certainly, the process of building the infrastructure to enable reliable video distribution in the 
enterprise is a thankless job. Like a baseball umpire that is only noticed after blowing a call, 
network issues only get noticed when users are unable to watch a video they want to see or 
wind up being exposed to an unwanted security threat. Those organizations that are most 
experienced with video in the enterprise recognize that nothing else matters in developing a 
video strategy if corporate networks are not up to the task of distributing video to the workers 
who need to watch it. Rather than treating networking as the final piece of the streaming 
puzzle, many savvy administrators recognize that streaming success hinges on addressing video 
infrastructure issues before anything else.

FIGURE 4 “OUR ORGANIZATION IS INTERESTED IN IMPLEMENTING TECHNOLOGIES THAT ALLOW US TO 
BETTER MONITOR THE PERFORMANCE OF OUR INTERNAL NETWORK” – IT RESPONDENTS

Strongly  
Agree, 

42%

Somewhat  
Agree, 

37%

Neutral,
 14%

Disagree,
4%

Agree/Disagree:  
Our organization is 

interested in implementing 
technologies that allow 
us to better monitor the 

performance of our 
internal network  
– IT Respondents
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Streaming Strategy Assessment Category #4:                                    
Video Intelligence and Measurement  

Video can help organizations that deploy the right streaming 
technologies to grow more efficient in their day-to-day operations. 
A raft of business intelligence is embedded within video, accessible 
to those willing to take the time to look for it. Indeed, for the most 
advanced users, video is more than just a medium that enriches 
one-to-many communications. It can become an engine 
generating data that helps businesses run smarter. 

The most commonplace use of analytics comes from the adoption 
of video in outbound online marketing events and lead-generation 
webinars. After all, what online presenter hasn’t asked “How 
many people attended my webcast?” But analytics – and video 
intelligence – can do much more than simply count heads in an 
online audience. 

Streaming platforms can identify the individuals who attend 
an online event and track what they do once they are there. Data on how long individuals 
participated in a presentation and the questions they asked while viewing can all be analyzed to 
identify the prospects demonstrating the highest level of interest in a company’s products.

For companies most aggressive in squeezing business information from their video applications, 
this data can be integrated into other solutions that track business performance. Once imported 
into customer relationship management solutions, such as Salesforce, the data can be merged 
with other customer information to develop more robust profiles of the needs and priorities of 
sales prospects. Likewise, video viewership data can be imported into learning management 
systems to better assess the impact of video training on business performance.

Better data also plays a key role in helping individuals to be more productive by accessing the 
right piece of video at the right time. At its most basic level, knowledge about a user’s role within 
an organization can be leveraged to help direct their attention to relevant videos. Video portals 
designed for use by workers in the finance department, for instance, can be tailored to present 
videos featuring accounting procedures, regulatory changes, and other topics most relevant to 
those working in finance. 

Over time, automated solutions powered by machine intelligence can do even more to help 
useful information bubble to the surface. Face recognition technologies can be used to identify 
speakers featured in a particular video. The aforementioned speech-to-text capabilities, likewise, 
lend themselves to the creation of video libraries that become increasingly easy to search. Each 
technology creates a richer set of data that improves the accuracy and reliability of end user 
searches for specific video passages.

More than six-in-10 
of all Wainhouse 
survey respondents 
agree that “We 
have high interest in 
detailed online event 
viewership data that 
can help us to identify 
customer prospects 
and prioritize our sales 
leads.”

61%
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FIGURE 5 AGREE/DISAGREE: SPEECH-TO-TEXT FEATURES THAT MAKE IT POSSIBLE FOR ME TO SEARCH FOR – AND 
JUMP DIRECTLY TO – SPECIFIC VIDEO PASSAGES WOULD ENCOURAGE ME TO MORE FREQUENTLY USE 

ON-DEMAND LIBRARIES FOR REFERENCE – SEGMENTED BY SIZE OF VIDEO CONTENT ARCHIVES

Size of Organization’s 
Cumulative Video 

Archive

100 or More Hours

No Archive

% of Respondents Working at Organizations with Specified Size of Video Archive who Agree that “Speech-to-text 
features that make it possible for me to search for – and jump directly to – specific video passages would encourage 

me to more frequently use on on-demand libraries for reference”

41% 37%

14% 33%

Strongly Agree                             Somewhat Agree                             

For organizations seeking to embrace a more mature strategy for getting the most from streaming 
video, it is critical to recognize the potential role that machine intelligence can play in unlocking 
more value from business video content. For years, business users have had to deal with unwieldy 
content archives where it becomes more and more difficult to find relevant videos.

Among survey respondents working at companies with more than 100 hours of video in their 
content archives, 55% say they “strongly agree” that “Using current search tools, it is hard for me 
to find the information I need from video archives.” At organizations with fewer than 10 hours of 
video content in their archives, only 36% of respondents share a similar sentiment. Essentially, it 
gets tougher and tougher to find relevant videos as archives increase in size.

It should be no surprise, then, that interest in machine intelligence solutions that help to sift through 
all that video data will grow in importance as the volume of video content in these archives 
swells. As illustrated in Figure 5, interest in leveraging machine intelligence solutions that simplify 
video search is significant among those at companies with lots of recorded content to track.

At organizations with 100 or more hours of recorded video content, 78% say they agree that 
“Speech-to-text features that make it possible for me to search for – and jump to – specific video 
passages would encourage me to more frequently use on-demand libraries for reference.” At 
organizations without any video libraries, only 47% stand in agreement with the statement.

The survey results illustrate that those at organizations without video archives are slower than 
active video users to recognize the challenges of video search. As organizations make progress 
in charting their own video course, it should be expected that machine intelligence – along 
with other forms of enhanced data generation – will play an increasingly important role as 
organizations graduate to more extensive levels of video adoption.
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CHARTING YOUR ORGANIZATION’S PATH 
TO BUSINESS VIDEO MATURITY      
Transforming your organization into a robust adopter of video communications is not a one-time event. 
Executives simply cannot snap their fingers and suddenly expect to have all the technologies in place to 
fully capitalize on video’s benefits. 

Instead, it’s best to regard the development of a corporate video strategy as an ongoing process that will 
succeed in the long-term only if your organization starts taking the right steps now to put itself on the path to 
video maturity. 

Every company’s video journey happens at a different pace. Your organization may or may not be ready 
today to begin archiving video meetings on a regular basis. It may or may not be willing to implement 
speech-to-text solutions that enhance content search. Executives may or may not see the value that  
comes in integrating video content with customer relationship management solutions or learning 
management systems.

But the experiences of “mature” video organizations teach us that your interests in these technologies will 
bloom at some point. The inevitable pull of business video will transform video curiosity into video ubiquity. 
The only question is whether you will be ready for this transformation. Strategically savvy organizations 
should be looking to the experiences of experienced video users as a North Star guiding their own long-term 
implementation game plan.

No matter where an organization stands on its implementation of video today, it can embrace certain 
guiding principles that enhance video capabilities now and accelerate the journey to achieving full 
“maturity” over time. Here are some basic steps that any organization can take that mirror approaches by 
those furthest along the video adoption curve:

• Demonstrate Leadership’s Commitment to Video: Executives can allocate the resources needed to  
 implement necessary technologies and set an example by using video extensively in their own business  
 communications. Workers that see top managers putting online video to work are more likely to embrace  
 the technology for their own business communications needs.

• Implement Solutions on a Centralized Basis: All workers should have access to video communications  
 capabilities, with organizations managing video implementations on a centralized basis. A centralized  
 approach eliminates waste and redundancy, enabling companies to focus their investment on   
 advanced solutions with a greater potential to impact business operations.

• Foster Video Ubiquity: For companies further along the adoption path, video becomes a pervasive  
 communications tool. While few have reached this level of video maturity to date, those that continue  
 to push in this direction are most likely to reap the competitive advantages that come with savvy   
 implementation of video capabilities.
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ABOUT VBRICK
Vbrick enables organizations to leverage the power of video to engage, empower, and transform. Our 
industry-leading Rev enterprise video platform is a complete solution for businesses to capture, manage, 
and securely distribute live and on-demand video globally at scale to any device. The world’s most 
widely recognized brands adopt Vbrick solutions to overcome network complexity and risk to meet 
critical live video needs from CEO all-hands meetings to team broadcasts and to support innovative uses 
of on-demand recorded videos for sales, marketing, training, compliance, security, and user-generated 
content. Vbrick solutions integrate with and complement unified communications systems and provide the 
analytics and intelligence to maximize return on video investments. To learn more, visit www.vbrick.com.
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