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Welcome to Media Masters, a series of one to one interviews with people at the 
top of the media game. Today I’m here in Burbank, Los Angeles, California at 
the offices of Ubiquiti, and joined by their chief executive Darcy Antonellis. 
Darcy is a well-known Hollywood executive, and has made her career in 
managing people and tech. Ubiquiti is a global video technology company 
which works with studios, ISPs and telcos to bring Hollywood blockbusters 
and TV to viewers on any device. Before joining Ubiquiti in 2014, Darcy worked 
in senior leadership positions at both CBS and Warner Bros. Her time at CBS 
included responsibility for three Olympic games and overseeing operations in 
Saudi Arabia and Kuwait during the first Gulf War. As president of technical 
operations at Warner Bros, she oversaw the creation of the world’s first 
corporate anti-piracy operation. She’s won numerous awards for leadership, 
and in 2003 was made a Fellow of the Society of Motion Picture and Television 
Engineers.  
 
Darcy, thank you for joining me.  
Paul, it’s great to see you.  
 
Darcy, Ubiquiti is one of the world’s largest multi-platform video service 
companies. What do you think the outlook is for video entertainment? 
I think for video entertainment, and specifically within media and entertainment, it’s a 
fascinating time. I mean, the amount of change is exponential, the fact that 
technology has really enabled the art form to look at distribution globally, 
instantaneously, across really any device has had a cultural and consumer impact 
already, and it’s only going to continue to do that. 
 
And where’s it’s all going, if that’s not too broad a question. 
Well, the where is it all going is… I think if we all had the answers to that, we’d 
probably all be doing much better in the stock market! I think taking a step back and 
thinking about consumers first, and behavioural changes with consumers as well as 
their expectations, gives us a glimpse into how the industry will continue to evolve to 
meet those needs. Certainly the ability to kind of – everyone uses these terms, right 
– get access any time anywhere to the content that you want, is kind of one of the 
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fundamental tenets. But I think new platforms and methods for consumption, 
supported by new types of commercial offers, is really going to create a very diverse 
set of options for consumers and I think that that’s going to going to be reflected in 
the market and market economics. 
 
And the market economics are certainly changing. Because I remember when I 
was growing up when what is now known as windowing was quite simple. 
There was a cinema release of a film, then it went to VHS, and then a few years 
later it was on television. But now, all hell seems to have broken loose really. 
You get films that debut online, or they are released in the cinema that are then 
premiered on DVD and online. Sometimes you can purchase them, and other 
times they’re part of libraries like Netflix and all these kind of things. It seems 
to me that there’s no rationale at the moment, that the industry hasn’t actually 
settled down to a new model. 
Yes, and I think you’re absolutely right. We would joke that the release strategy for a 
piece of content, premium content – we’ll be careful and speak about premium 
content let’s say versus cat videos, although some of those have become quite 
premium and quite valuable – you could set your watch by the predictability of how 
content kind of flowed from different business model, to your point, theatrical, 
ultimately all the way through to TV, and it was a handful of different distribution 
channels historically. But in the last five to 10 years, obviously those rules have 
changed and continue to change. The whole area of windowing and rights and the 
selling of rights and access to rights has gotten incredibly complex, in part because 
the windowing in the past was also established just by virtue of what it took to, for 
example, distribute a theatrical title globally. That may have included, and often 
included, dubbed languages and subtitles and so forth to localise for a market. All of 
those requirements have changed, and as is the world has become much more 
connected, the demand for and access to that content closer to what’s known in the 
industry as day-and-date, has continued to become more of a factor. That said, there 
are still, you know, the uniqueness of the theatrical experience, there is still the 
uniqueness of a widescreen in-home experience there’s still the uniqueness of 
consuming it on a mobile device or other type of screen. And I think that will just 
continue to get more complex. 
 
But it seems to me that Ubiquiti is in a position to ride this wave of disruption. 
Do you think of Ubiquiti as a disruptor in the marketplace? 
You know, I think of, and we think of, at the company, we think of Ubiquiti more as 
an enabler. And so where our business, we’ve always been a digital company, and 
we work very closely, you know, because we aggregate rights on behalf of the 
content community, we have well over 600 relationships, aggregating rights, from 
major studios and networks and MCNs and digital only and so forth, and now, more 
and more, premium content produced in market local language that has interest in 
being distributed to other areas around the globe. We work very closely with the 
content community, we work very closely with the video distributor community, and 
as a digital company our history is, you know, we started out in cable telco and 
satellite, principally focused in North America, and through a series of both 
acquisitions and organic growth, expanded our international footprint and have gone 
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from what was cable telco satellite centric to, not surprisingly, OTT, retail, consumer 
electronics. And we also have our first IOT customer to distribute content into, let’s 
call it, connected smart environments.  
 
What does IOT stand for? Forgive me, I don’t know.  
No, that’s fine. So IOT stands for Internet of Things, and it’s truly representative of 
kind of the next evolution of any device that you might have and/or physical object, is 
in fact connected, can access the web, can be interrogated, and can kind of 
participate and kind of be part of the online ecosystem, and that can be anything 
from smart clothing to a smart refrigerator. That’s IOT.  
 
What does Ubiquiti actually do? Pretend that we’ve just met at a cocktail party 
and I don’t have a clue what I’m talking about. Actually, you don’t have to 
pretend that much at all, but… 
Sure.  
 
… in a nutshell, how do you explain what Ubiquiti does to a layperson? 
Okay, did you have one cocktail or two? So… I’m happy to. So as is you mentioned 
before, Paul, Ubiquiti is a global premium content technology solutions and managed 
services provider. So what does that mean? Well, we focus principally, and play 
principally, within the media and entertainment space. As I mentioned earlier, we sit 
directly in between the content community and the video distributor community. So 
for those that have content and want it distributed, and those that need content and 
are looking to get access to those rights, we help to enable that, as well as providing 
a whole host of the back-end infrastructure and solutions that sit behind what are 
consumer-facing premium video services. We distribute content to 120 countries in 
80 languages. And, you know, sit behind services that touch more than a couple of 
billion people.  
 
I know you’ve got quite a big operation in London as well, on the South Bank,  
but we’re here in Burbank, right in the heart of Hollywood. Does it help that 
you have that close relationship with Hollywood? 
I think it’s fantastic. The people that work at the company love media, they love the 
entertainment space, certainly being, you know, and I may be somewhat biased, 
because I’ve been fortunate to work both in television as well as working at the 
network side, at CBS and at Fox, for a bit as well as working at a studio. So it’s a 
terrific environment. We’ve been in these offices now for about a year, and combined 
two facilities, and it’s a great location, and you can be heading out for some lunch 
and you’ll see colleagues from any one of the three studios that we’re close to, while 
you’re going to get your lunch.  
 
Your bagel, as it were. 
Or your bagel. Right. 
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Where do you think Ubiquiti itself will be going over the next few years? 
I think we certainly have continued to expand the business and add a lot of additional 
technology and access to platforms to help with distribution at scale, and rapid 
distribution at scale, which certainly is a trend, as we talked about the evolution of 
rights and access a minute ago. I think the other interesting and key areas are, at the 
end of the day you’re looking to monetise that content, and so how can we work with 
our partners to provide them with the data that helps to inform and improve the user 
experience for a consumer, whether they’re interested in intelligent curation, they’re 
interested in how to really personalise their experience, and to support a whole host 
of different… so we’re business model agnostic, whether it’s ad-supported or 
subscription, or free on demand, or transactional and so forth, or sell through, we are 
a business model agnostic. So on the advertising side, or other forms of 
monetisation, it’s also to provide tools that support additional and increased 
engagement by that consumer.  
 
You mentioned earlier that the theatrical experience is still quite valuable and 
you don’t envisage people stop going to the cinema, as it were. But do you 
think streaming services are going to start to kill off the traditional TV 
networks and the cable channels? Because I don’t really know anyone that 
comes home on a night after work to watch a television channel at eight 
o’clock. Everyone either streams or puts it on their Tivo – or what we have 
here in in the UK is Sky+ or Sky Q – no one seems to just watch television any 
more and that in the way that they used to do. Do you worry that that might 
actually kill off the networks? 
I don’t see it, if you will, killing off networks per se. I think what we’re seeing is the 
networks and many of the, both on the content provider side and on the video 
distributor side, creating a new access, or additional access, to the content that they 
programme to give you options – and that could be in the form of a direct-to-
consumer type of online offering, which is a terrific kind of adjacent business to, and 
offer to, their existing linear businesses. There have been some 500+ OTT services 
that have launched around the world, various different offers, many of which have 
gone into the market within the last 24 to 30 months. I think you’re going to continue 
to see lots of new services, branded services, come to market and many of them can 
be with very specific audiences in mind, very specific genres in mind, and attract 
specific communities that are really, really interested in that particular type of 
content. That’s the type of thing that I think you’ll see more of and offered more of by 
the networks and others. 
 
Does it work both ways in terms of the flow of information? So for example if 
I’m watching Batman vs. Superman, are you able to tell the studios where 
people either lose interest in the show or whether they like certain bits of the 
action and what they don’t? Because you are able to have meta data in 
aggregate about what’s working what’s not. Does that information flow back to 
the studios? 
Yes. You know we aggregate a lot of information. We don’t sell data, so I want to be 
clear about that, we support well over 1,000 video distributors around the world and 
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hundreds of content providers, so we so we take that data very seriously. It does 
provide us with interesting analytics and aggregated information that we provide 
back to our partners. That said, there’s other areas that we’re focusing on, and 
looking at… you hear a lot about machine learning and using AI to provide useful 
real time analytics that will help to maintain or extend engagement of a consumer at 
a very specific point time, or in some cases, to help you learn when that individual is 
more apt to, let’s say transact or buy something, or access a new service. Those are 
the types of things, and so in some cases they’re linked to extensive meta data and 
information about the content. There are other things that we’re very interested in 
that have to do with the actual image recognition around the content, and that’s 
where, as you think about evolution, technological evolution, what that means for me 
in entertainment, being able to understand the content. And all portions of it is going 
to continue to help inform how I can sell to you better as a consumer – and that’s 
data that we’re very interested in continuing to build upon and provide. 
 
Because if you own or run a movie theatre or Blockbuster video store – even 
though they don’t exist any more – you really just have a kind of blunt metric 
as to how many VHS tapes you have rented of the Superman movie that 
Thursday night, or how many people have bought a ticket to see the film. 
There’s not actually any deeper analysis other than that. You can’t really use it 
other than knowing how broadly popular something is. 
Well, you know, actually there are a lot of handles today. You have an online life. I 
have an online life. Everyone has an online life. Right? There is a ton of data 
collected about you that goes well beyond you purchased a theatre ticket. So I think 
the application of that type of learning and data mining to inform, again, how you 
engage with a video service, that’s all happening in real time. You mentioned some 
of some of the larger OTT players. They have a fair amount of data about how you 
behave and what you like, so for theatres – and for that matter, any other outlet – it’s 
completely reasonable to expect that they aren’t sitting in the background just simply 
adding up the number of tickets that they’ve sold. They’re working on and looking at 
a lot of other data and triangulating against it to figure out how to make the right offer 
to you. 
 
Actually I think Netflix must think I’m quite conflicted person. Because I can 
tell when my wife has been on it, because the suggestions that it thinks I might 
want to watch is nothing like the kind of films that I would like to watch. 
I think the most interesting thing about the whole issue of recommendation – which is 
a term, first off, that is so over used – the real town is to understand how and where 
you should be exposed to something that’s outside of your core and outside of your 
typical behaviour. Otherwise, how do you how ebb and flow?  
 
It’s too narrow.  
Right. That science is pretty interesting. 
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Do you regard companies like Netflix as a competitor? Because in one sense 
it’s great that you’re all forging this new online environment, but in another 
sense there is a finite number of films and TV that you can have in any one 
library – and if they’re buying everything up, that leaves a lot left for the 
competitors. 
So we don’t view them as a competitor. And I would say, being respectful of all of our 
relationships, again, we’re independent. We’re an enabler. So we work with a whole 
multitude of players who may be looking to us to help them aggregate rights on their 
behalf, or in other cases provide all of the content management at the back end 
services, or for that matter, provide a white label kind of user experience, that would 
be branded for them, that’s consumer facing. With regard to access to content, and 
you mentioned Netflix, obviously there’s a lot going on in the original programming 
front, and a lot of players getting into the game of finding the creative side, as well as 
the distribution side. They certainly happen to be a large player in that area. That’s 
taken a firm position. Some of the others are as well. 
 
Let me walk through your career, if we may. When you started out in your 
career, what did you want to do? Do you always think I want to be a Hollywood 
big shot? 
First of all, I’ve never thought of myself as a Hollywood big shot! But go ahead.  
 
Did you always want to go into the into the entertainment space?  
So my dad worked as a sales engineer in the broadcast space, so I spent… and he 
worked for a company that made production switchers, so I spent my earliest days 
actually at the National Association of Broadcaster (NAB) conferences, up on a stool, 
banging on productions switchers, so I saw it early on. That said, I actually went to 
school and started as a journalism major and I realised I was a terrible writer. 
Horrible. 
 
It’s never held me back, frankly. 
And then found that I kind of liked that maths and science thing, which seemed to 
work pretty well. So I made the change, and then shifted into engineering, which my 
father was thrilled about. And then worked in an internship at CBS while I was still in 
school, learning about the distribution and satellite systems. Way back when.  
 
So did you see yourself then as someone who was attracted to both the 
entertainment industry as well as engineering and the tech side? 
Yes. You know, my roots are in engineering and business, and certainly I’m a big fan 
of technology and how technology has impacted civilisations. It’s a fascinating area, 
and it’s an area that cuts across all types of disciplines to hopefully better people’s 
lives and create a better world. On the entertainment side, I think from my early roots 
in being exposed to television kind of pointed me in a direction, and then I had an 
internship there at CBS. And that’s where it started. 
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So what came next? What was your first proper job after the internship at 
CBS?  
I was hired when I graduated from school, from university, undergrad, and worked at 
CBS, and then worked at Fox for a bit, and worked I worked at CBS in New York and 
then in Washington DC, I worked at Fox for a bit in Washington DC.  
 
So you were East Coast at this point. 
I was, yes. If you can hear the New Jersey accent, there there’s certainly one there. 
So I grew up in New Jersey, went to school in Philadelphia, as I like to say worked 
the north east corridor before I moved west.  
 
And when did you move west, then? 
I was at CBS and working in New York, and it was 1998 after the Nagano Olympics. 
A colleague, and certainly someone that… I mean, I feel very strongly about, when 
you think about your professional career, anyone that doesn’t point to people that 
help them along the way I would be suspect of. So I was blessed to have a handful 
of people that really helped to provide some guidance to me, and mentored me. And 
one of them, his name was Chris Cookson, and he was the chief technology officer 
at Warner Bros and I had just come back from the Olympics and they needed 
someone to head up distribution. I knew nothing about theatrical; I had grown up in 
broadcast. And so he recruited me out here and I’m very grateful for that. 
 
Well, just before we get to when you when you came to LA, what were you 
doing for CBS? 
So at CBS I headed up tactical operations in New York City. And that was after a 
stint in DC, in Washington DC, I worked there for a few years at the news bureau, 
which was fantastic as well. But it’s hard news, so your life is not your own. When 
something happens in the world… 
 
You have to drop everything. It’s 24/7. 
Yes. But it was a fantastic experience. And then, as part of working in operations at 
the network, got the opportunity to work on the Olympics. 
 
Wow. So what did you do for the Olympics? Because operations is essential to 
any company but some would say it’s the least glamorous of the jobs, and 
sometimes thankless. 
Yes, you know, I’ve always worked on the technology side, I’ve always worked on 
the operations side, and linked very closely to commercial, so the commercial 
executives have always been business partners, which I had always valued a lot. 
And I learned a lot from that. Working in a technical operations when you do an 
Olympics, we always liked to describe it as you’d put together a core of 20 or 30 
people that you lived and worked with for two plus years, and then you bring over a 
couple of thousand of your closest friends, as I like to say, who come over for four 
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weeks, put on a show, and then they go home and then you tear down everything, 
you know?  
 
And you’re all running on adrenaline.  
Yes. But at the time, and certainly I’m sure things have continued to evolve, but at 
the time, you know, you’d live in a country for six months so you all become very 
close, and you really get to get to know the country, which is great. Then you put on 
this big show, and then everyone, again, who comes in for the show, four weeks 
later they leave, and then you take apart everything that you’ve spent months and 
months and years planning, and months to build. So emotionally, it’s a it’s a very… 
you know, I have a lot of respect for the individuals and colleagues that do event 
after event, because it’s a pretty big show. 
 
It’s almost like a computer game where the minute you’ve killed the worst 
wave of baddies, another wave of baddies comes to try and kill you.  
And every locale is different, every culture is different. You know, I was fortunate to 
be able to work in Albertville in ‘92 and Lillehammer in ’94, and then Nagano in ‘98. 
Each place radically different, but interesting.  
 
But you look back fondly on those years. 
I do. I do. They each have their challenges. Working in news – and again, I have a 
lot of respect for people that work in anything live – because I think it teaches you a 
discipline. You can’t put up a slide, so to speak, and say, “We’re not quite ready, 
we’ll be back,” especially if you’re doing large events. And so there’s a discipline I 
think that it teaches individuals on how to cut out the noise and focus on what really 
has to be accomplished. Because again, you have a goal live; you have an on-air 
time. 
 
So was it quite a culture shock when you moved from east coast to west? 
Because there you are, east coast born and bred, hard news 24/7 live, moving 
to Hollywood, USA. Is the cliché true? Have you become softer and more 
health focused? You know, doing more lunches? It’s quite a change.  
I think that question, regardless of how I answer it, I’m studying for an F, right?  
 
It’s also a deeply prejudiced and bigoted question, really, isn’t it? Based on 
stereotypes.  
You know what? I have lived out here now, God, 19 years. A long time. I don’t know. 
The east coast and the west coast each have completely different cultures, although 
less so now. There are many more people that are bi-coastal. But each location 
brings really kind of interesting, wonderful aspects to it, other than I don’t… look, I 
don’t miss scraping ice off the windshield.  
 
The weather here is better.  
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Yes, but the ground shakes here, so we have that going for us. 
 
I love New York, and whenever I’m there, and I’m there a lot, I always think LA 
is so far away, this is so near to the UK, everything’s here, New York’s the 
centre of the universe. And then I fly here to LA, and I’m here two or three 
times a month, and then I think I don’t need to be anywhere else, LA has got 
everything and it’s the best place in the world. So I’m quite fickle actually. The 
minute I land in LA I think, “Why am I even thinking about New York or 
London? This is where it’s at.” 
Well, I mean, look, London is one of my favourite cities. So it’s not a bad place to live 
either, if you’re fine with the economics. But the east coast and the west coast, they 
each bring their own special benefits. 
 
You said you spent 19 years here on the west coast. What did you do at 
Warner Bros? 
So when Chris called and I moved out here, I worked in the technology side of the 
studio, technology and the operations side of the studio. So the organisation that 
was created, that Chris had actually created at the time, was really a true shared 
services organisation, meaning it worked across all of the commercial business units 
- the theatrical group, the home entertainment group, as well as the television group. 
This was before the games acquisitions and different properties that had been 
acquired by Warner Bros. And so what was beneficial about that is you really get to 
understand, holistically, the business. It gave you a very interesting, unique 
perspective, working with your theatrical colleagues, and then understanding how 
that product kind of flowed into distribution, how it was monetised, what it meant in 
terms of creating value for the library for the studio, as well as the building of 
franchises and brands. And then came digital, and a fascinating time, you know, you 
had the physical DVD being created and that was a pretty pivotal moment in the 
industry, and then the introduction of digital. 
 
Which you created, right? You pioneered that first digital supply chain, didn’t 
you?  
No! (Laughs) That’s very kind, but I was very fortunate to work with a lot of people, 
we built some technology that helped to distribute, at scale, content in a in a digital 
way. 
 
But that changed the business. The whole business.  
Well, we did it because we needed to do it, because… I suppose you could throw 
enough people at it to try to manage the growth of digital, but when you looked at it, 
for the financial goals that we had as a studio, and for the growth of digital, there is 
no way that you could support kind of what the commercial goals were. So certainly 
there was a lot of kind of forward thinking and a view and support that to say, “Hey, 
let’s make some investments.” To position ourselves to be able to handle what we 
expect to be a pretty interesting growth curve. But you know, there’s… across lots of 
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studios in northern California, southern California, various places, lots of folks were 
innovating. You know, we did some cool things to support that. 
 
It must have felt quite an innovative time really, because no one had a route 
map for how this was going to end, or what worked and what didn’t – everyone 
was just trying everything.  
Right – and nor do they today, right? And nor do any of us. I mean, that’s what’s so 
exciting. The cycles are much faster. And whether it’s virtual reality, or augmented or 
mixed reality, or whether it’s just, you know, the next generation, you know, theatrical 
experience, or what we’re able to do in terms of an oral experience, right, even it’s… 
so the rate of change is so exponential. But I would say nascent. I mean, we are still 
very nascent in how we define entertainment. 
 
How commonplace will augmented reality and VR be generally, and do you 
think Ubiquiti will have a part in that? 
The ‘a-ha’ moment for me was a year ago this past holiday season, so call it about 
18 months ago, and it was – and again, no names – but there were a series of ads 
selling in the technology. They were produced in such a way that they really… first of 
all they were incredibly emotional. They connected with every demographic. And I 
thought, you know, that’s kind of the key sign of okay, this is this is going to go 
mainstream, this will resonate kind of cross demographics, it’s not just about gamers, 
it’s not just about millennials. It’s really a fantastic, unique experience. And that’s just 
media and entertainment, right? When you start to think about the applications, well 
beyond just what does it mean for overall civilizations in terms of medical, and how 
people are taken care of, is you know, when and how we use it to innovate 
ourselves. 
 
How we transact business. We don’t need to sit around a board table. 
No. It’s just it’s fantastic. So that’s a long-winded way of saying yes, we plan to 
participate.  
 
Is there an element though, where you can’t be sure which elements will be 
successful? So like, for example, we nearly bought a 3-D television last year 
and then we just decided against it, and it seems to be, particularly in the UK, 
on the wane. Is it a question of trying things out to see what works and 
whether the market desires them or not? 
Yes, I think a comfort with trial and error and the cadence around that is pretty 
important, but there also has to be a passion and a belief in the things that you’re 
doing. How are they going to improve whatever that might be? It could be the user 
experience, the ease of access, it could be some way the overall value. How are you 
changing the value that’s perceived by a person? To your example, on the 3-D side, 
if you think about the evolution, and the coming off of that, and there was there a 
long period of time of people explaining, you know, VR, it’s not 3-D, and explaining 
all of those differences. In parallel, you had really interesting innovation going on just 
around the ecosystem to support things like VR, and that’s the same as the case for 
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AR and mixed reality. And so sometimes you have to have all the right things come 
together. Timing does play a factor, it is relevant. And I think what you’re seeing is 
kind of the confluence of some very interesting and good technology, coming 
together with an ecosystem that just makes… and a compelling experience, that just 
makes it much more salient and scalable.  
 
Apologies in advance for asking what might be a very stupid question here, 
but these are big files that you’re dealing with. When you’ve got even just a 
normal film in 4K HD, these are gigabytes of information. And if you’re a 
cinema, you get rolls of film delivered to you in a van. If you are a Blockbuster 
a van will turn up with some tapes. But what’s the scalability issue in terms of 
if a movie is incredibly popular? How is that actually delivered? Once you’ve 
encoded the file, are they on your server, or are they on the ISP or client 
server? Are they cached more locally? The cloud is particularly vague, isn’t it? 
I actually don’t know how it works. 
So, yes to all of the above. I think the best way to think about it, certainly in terms of 
theatres, and there are still theatres that are getting some film distributed, but 
obviously much of that has moved to digital, and those in those files, in fact, yes, are 
hundreds of gigs. But part and parcel to those requirements, there’s lots of 
innovation that continues to take place across a network infrastructure. There’s lots 
of innovation that continues to take place in terms of encoding capabilities and new 
encoding protocols that take content and make it much more efficient, for delivery 
purposes, while rendering it on the other side in a very high quality and compelling 
way. And sometimes there’s a gap. Maybe the network infrastructure – not 
sometimes, often – there’s a gap between, especially as you look globally, with 
distribution capabilities, kind of relative to what you can… to with the content can 
potentially be made available at, but in other cases there are paths to distribution, 
and I think as an industry we’ve got much better at dealing with those overall 
challenges.  
 
And also the challenge of globalisation as well. I mean, we’ve just mentioned 
the tech there, but just in terms of culturally if you’ve got a film that you can 
release, then you’re in dozens and dozens of countries around the world. 
When you localise it, it’s not just a question of having subtitles or dubbing, 
you’ve also got to be aware of the cultural biases in terms of how you even 
describe it.  
Yes.  
 
Because if you’re going to sell Batman vs. Superman in Latin America, it’s not 
just a question of translating the UK description of it, or the English 
description of it. You might you might have to localise the translation of the 
way you present the film to get it to be sold better. 
Absolutely. And it’s something that certainly all the major studios and the content 
providers are very good at and very conscious of. It’s something that we do as part 
of our business, and we take on that burden for a lot of our customers and clients, 
where we’ll manage and ensure that standards and practices and compliance and 
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censorship and so forth are all met, and that the content is suitable to go into a given 
market. To your point, in some cases, it could be a very serious thing if you if you 
don’t pay attention to that stuff. 
 
And the consequences for getting it wrong, presumably, could be disastrous.  
Yes, in some places the consequences can be can be pretty severe. And in other 
places, things like localisation, if you’re not paying attention to, and highly culturally 
sensitive to, a proper dub or subbed version or what that would mean, you have a 
really good chance of probably alienating an audience, because they’ll look at it as 
low quality, they’ll look at it is not being appropriate, or accurate for their given 
language or dialect, and that’s the equally challenging. 
 
Well, presumably makes the difference between that piece of content 
succeeding in that marketplace or not being viewed at all, and therefore failing.  
You know, you have artists, you have a creative community, that has… and you 
have… it could be a studio, it could be another independent, that have put forth a lot, 
you know, and made an investment in a creative work, and I think the least those of 
us that support distribution can do, is to certainly ensure that we uphold and make 
sure that the content is distributed and it’s appropriate for a given market, while still 
maintaining the creative intent that the filmmaker wanted. 
 
So just go back to your career, how long were you at Warner for, and how did 
you come to move away from them? 
I was at Warner Bros for just 15 years.  
 
A long time.  
Yes. A long wonderful time, yes. And lots of fantastic very talented people there. 
 
Did you move from Warner to Ubiquiti at that point? 
Hmm-mm.  
 
So what attracted you to come to Ubiquiti? 
The company, you know, the place in which the company sits is very interesting, 
again, you know, we’re as functioning as an enabler and kind of independent, 
supporting both the content community and the video distributor side, I found very 
interesting and intriguing, and then thought about just how the market was evolving 
and the role that the company could play, and things that we could do to support 
growth within the media space. 
 
Because again, without sounding kind of trite or oversimplifying it, that the 
world is your oyster really, because it’s a technical business, you know, you 
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can deal with any ISP, any telco, around the world; you have the content and 
they have the platform, and you can act as a bridge between them both. So 
there’s a lot of opportunity. 
There’s lots of opportunity, and the market is certainly… you know, international has 
been an interesting place for growth for us. The evolution of the North American 
market, likewise, has been has been very interesting. As I mentioned before, as you 
think about new direct to consumer channels as adjacent revenue streams for many 
of our customers, and we’ve invested in and built a lot of technology and a lot of 
platforms to allow our customers to kind of plug and play where they need support. 
Everyone comes with different sets of expertise, or for that matter a different 
philosophy, on where they want to invest. Do they want to invest in infrastructure? 
Do they want us to provide the back end infrastructure? Do they want support on 
licencing? Do they need a full-on user experience that could be branded to suit them 
and offer a variety of different consumer facing offers? They kind of plug and play. 
We built our infrastructure that way intentionally, with the expectation that there 
would be no standards, and that many of these decisions, in fact, for one of our 
customers, is the basis for them being competitive. So we wanted to make sure that 
we created an environment that could be as agile as possible. 
 
So what’s a typical week for you in your role as CEO? And you’re not allowed 
to say there is no typical week, because everyone says that. It’s one of my 
regular questions. 
It is one of your regular questions! You know, my typical week… the team here, I 
don’t know if they would say they tease me, but I don’t get a lot of sleep. I don’t sleep 
a lot.  
 
Sleep is for losers. I don’t sleep either.  
Yes, so there’s… and you’re probably the same way. So there’s e-mails and notes 
going out at ungodly hours throughout the overnight. You know, I get up early, try to 
get in workouts on the weekends, and then typically have a series of different 
breakfasts or lunch… I try to keep dinners to a minimum. I think I’ve gotten a little 
better at that. 
 
So you can have a home life. 
Yes. You know, and it’s the summertime and so my kids are home so... and 
everyone probably says this to you, but there truly is no typical day. The demands 
are varied, and I think their biggest key is to try to stay laser focused on what are 
those half a dozen things that are going to move the needle. And that’s a discipline 
that we all try to share across the company. 
 
Have you had any kind of personal leadership lessons that you’ve learned 
along the way? You’re obviously chief executive now. What kind of advice 
would you give someone starting out in their career in terms of do’s and 
don’ts? 
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Probably one of the biggest lessons learned, it came to the forefront in talking to a 
board member, just casually, about lots of different things, but including leadership, 
is you can hire lots of talented people, lots of very smart people, and that’s all good. 
But probably one of the biggest qualities to maybe focus on is tenacity and 
perseverance. You can be incredibly smart, right? There are tons of incredibly smart 
people. But if they give up too early then they likely won’t see the results that they’d 
hoped for. If they simply don’t persevere through some of the toughest of moments – 
and I think our industry is changing so dramatically, so dynamically, with tons of 
opportunity, with challenges along the way, even for the most successful of 
companies – at any given moment, you have to pay attention to what the potential 
roadblocks are, and really… everyone always talks about the, you know, skate to 
where the puck’s going to be… 
 
Run toward the gunfire, as another guest said recently. 
Persevering, I think, through those challenges, you know, often kind of lead to the ‘a-
ha’ moments, and the paths to making something successful. So I think that’s one 
thing that I think not just myself but any executive has really thought about. 
 
It’s always a challenge to decide almost what to focus on. Because as CEO 
you’ve got an array of huge areas of the business that you could involve 
yourself in at any one time, and ultimately in that moment you have to choose 
what to focus on and where best to provide your energies. 
Yes. And it’s sometimes a rub, because you have the ability to set the priority. You 
may have a personal passion for something, and then there’s the other half of your 
brain that says you know this is not what you should be focusing on. And so the 
discipline around that is incredibly tricky. I think it’s great when you have a mix of 
talent, so you have the pragmatists, and that’s great, but you also have people that 
like to run after the shiny new bright thing. In the end, it’s good to combine those 
skills. My job, in part, is to kind of sort through all of that inbound, and then challenge 
the team kind of to ask the questions back to themselves of, okay, does this kind of 
this fit into the priority stack? And maybe it should. And maybe the priority stack 
needs to change a bit. But those questions have to be asked. 
 
Is Hollywood still quite male dominated in the upper echelons of 
management? Have you encountered any sexism along the way in your 
career? 
I think the only thing that I would say on that topic, and it’s certainly come up before, 
is having a diverse organisation, and having a diversity of thought, is just good 
business. Everything else, and putting everything else, not aside by any means, but 
just thinking about your question in its purest form, what are the things that 
contribute to good business? And it’s… you want to have just a broader base. A 
broader base of knowledge, again a diversity of thought. And that should be, to me, 
that should be the underlying tenet of creating a company, creating an organisation. 
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Last question. Are you able to just kind of kick back and watch a film without 
worrying about the technical and the cultural and the political and the 
business side of it? Are you able to kind of put on Despicable Me 2 at home 
and not think, you know, I know that producer, who’s got the contract for the 
OTT, I wonder how this has been delivered, and just watch the shiny cartoon 
and be entertained? 
So I will tell you a funny story. It’s a great question. I won’t tell you what film it was, 
although I was at Warner Bros at the time. Well, I might as well say it. I was at 
Warner Bros at the time, it was a Warner Brothers film. I was with the kids, and we 
were over on Catalina Island, which is a lovely place to go for the weekends, and 
very historic. In fact, the Chicago Cubs used to train there; the Wrigley’s owned it. It 
has an interesting history. Anyway, the casino is a famous structure there, which was 
actually a ballroom way back when, and dining in a ballroom during the days when 
the Cubs would have spring training, and it was converted in to a theatre. And in fact, 
it has a traditional organ, and they bring over an organ player from the mainland 
before any of the features. And we were over there and went to watch a film. And the 
projectionist didn’t set the masking right for the aspect ratio for the film, and it was a 
Warner film. So I got up and went to the projection booth, you know, knocked on the 
door, and just said, you know, “Hey, you need to fix this.” 
 
And were they like, “Who the hell are you?”  
They were like, “Who the hell are you?” and at the time I was CTO at the studio, and 
I felt so badly, this poor fellow, of all the people to have in the theatre, certainly 
worse only if it was the filmmaker or other studio executives, and I just apologised 
and said, “I’m sorry, but I work at the studio, and it’s our film, and it’s not set up 
properly.”  
 
Presumably it did the job though, and he then listened to you? 
Yes, and he fixed it and apologised. But to your question, I think you always have an 
eye towards, “How does that look?”  
 
Darcy, it’s been a huge pleasure. Thank you ever so much.  
Likewise! Thanks, Paul. 


