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Overview 

• The BBC in Context

• BBC plans 

• Adapting to on demand
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BBC services in the UK

Eight UK-wide television networks:

10 UK wide radio networks 
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Interactive

Interactive services through the web and digital TV:
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How popular is the BBC in the UK?

BBC Television
• 87% of the UK’s population watches BBC TV each week;
• About 35% of all viewing is to BBC channels.
BBC Radio
• 67% of the UK’s population listens to BBC radio each week;
• About 55% of all listening is to BBC stations.
BBC Online
• Over half of UK internet users visits bbc.co.uk;
• Page impressions have increased by 50% in the past year.

Total BBC reach is 95%
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Four key tasks for BBC investment over the next funding 
period

New digital services

Quality contentLocal relevance

Digital Infrastructure  

Local relevance Quality content

Digital Services

*
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Quality has become an issue for TV broadcasters in 
recent years

Opinions about UK television programmes in 
general: 1970-2004

1999: Digital TV 
launched

Source: Ofcom residential tracker 2004 (Base: All respondents, 2073)
Note: ‘Don’t knows’ not shown 
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However, reducing repeats & moving to high value 
output costs more

BBC television cost per hour

£3,000

£200,000

£350,000

£474,000

£534,000

Repeats BBC1 Changing
Rooms

BBC1 Specialist
Factual

BBC2 Comedy BBC1 Drama

Source: BBC Finance;
2005/06 budget 
figures

http://images.google.co.uk/imgres?imgurl=http://news.bbc.co.uk/olmedia/1215000/images/_1219668_fools.jpg&imgrefurl=http://news.bbc.co.uk/1/hi/entertainment/tv_and_radio/1219668.stm&h=180&w=150&sz=9&tbnid=WnCy6MvDa4wJ:&tbnh=96&tbnw=80&hl=en&start=6&prev=/images%3Fq%3Donly%2Bfools%2Band%2Bhorses%26svnum%3D10%26hl%3Den%26lr%3D%26sa%3DG
http://images.google.co.uk/imgres?imgurl=http://www.cybersoftware.co.uk/abbcd/changing.jpg&imgrefurl=http://www.cybersoftware.co.uk/reference.shtml&h=220&w=219&sz=5&tbnid=ZSAeof2KyX4J:&tbnh=102&tbnw=101&hl=en&start=1&prev=/images%3Fq%3Dchanging%2Brooms%26svnum%3D10%26hl%3Den%26lr%3D%26sa%3DG
http://www.allen-unwin.com.au/images/CoverImages/0297843710.jpg
http://www.facets.org/Images/THE OFFICE.jpg
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Digital services drive value
(i) Making existing content available in new ways

7 day catch-up

Open archive

Ubiquitous BBC
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Digital services drive value 
(ii) Helping people play a part in their media and interact 
more

Action Network

User engagement
and content

Participation

Creative
archive Sport ActionMusic For All
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Why On demand: Problems for Broadcasters

• Audience expectations of quality are increasing 

• But fragmentation is hitting peak TV audience

– 2005 Xmas BBC ONE top shows
• Eastenders 11m, Dr Who 9.4m, Little Britain 8.3m

– 10 years ago top Xmas show – 17.8m 

– 20 years ago 20m plus was common.

• And some viewers are looking elsewhere for their content 

• File sharing & piracy are increasing
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VIDEO
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What is the Integrated Media player (imp).

• PC application enabling UK internet to download BBC TV and radio
programmes up to 7 days after broadcast

• Via a programme guide available for next/last week 

• Programmes in trial all protected by DRM wrapper and generally can 
only watch for next seven days

• Also ability to subscribe to automatic series downloads 

• TV Programmes are viewable full screen
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The trials (iMP & VOD)

• Summer 2004 – 3 month, 1,000 user technical trial

• Winter 2006/6  - 5,000 registered users in UK wide demographic 
sample and more substantial content

• Aims: 
– Increase technical learning 
– Assess the likely take up of iMP across a varied demographic 

sample, 
– Understand the demand for particular types of content
– Generate information > assessment for approval process

• Plus VoD trials
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TV content

• Up to 140 hours of programmes a week taken 
from BBC ONE, TWO, THREE, FOUR, CBBC, 
Cbeebies & BBC Parliament

• Up to 40 hours a week of regional programmes

• Series Stacking i.e. for a 13 week run, up to 5 
weeks of previous episodes available until 7 days 
after final episode. 

• Regular News, Sport and Weather Bulletins
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Radio content

• 300 Shows a week from Radio 1, Radio 2, 
Radio 3, Radio 4, 5 Live, 6 Music, BBC 7, 
Asian Network & 1Xtra

• Programmes transferable to a mobile device for 
listening on the move
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Key findings from the IMP trial  

• Very strong positive reaction – after 4 months of usage 74% of 
would recommend iMP to a friend

• Strong majority support for BBC provision, increased control & 
flexibility

• More than 150,000 downloads throughout the trial 

• User led exploration: No evidence of narrowing of choice, 
continuous interest for all programmes, not only top big titles 

• Long tail effect > 85% of available titles were downloaded & viewed

• Negatives – download speeds, 7 day limit
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Next steps

• Evaluate results of the iMP trial 

• Developing “MyBBCPlayer” 7 days + live TV delivered by multicast

• Prepare Public Value Assessment for “MyBBCPlayer”

• Discussion 
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