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We are working with the BBC to consider the implications of an extension of the TV catch-up window on iPlayer 

from 7-days to 30-days... 

� The BBC is seeking approval  to extend the catch-up window on iPlayer from 

7-days to 30-days after initial transmission and to abolish series stacking. This 

would bring the BBC into line with the catch-up offerings of other networks

� Mediatique is working with the BBC to determine the impact such a change in 

permissions would generate, both on the BBC and on other providers

� This report sets out our findings in relation to BBC impact and market impact

Key questions for analysis in this project

What is the impact over the next five years of a 
change in BBC catch-up availability from 7-days to 

30-days and the abolition of series stacking?

What are the key 
dynamics of catch-

up viewing – and TV 
viewing in adjacent 

windows/products –

What are the key 
relationships among 

video windows? 
Specifically, for 

which 

What is the impact 
of the intended 

changes in 
permissions on the 
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windows/products –
and how will this 

develop absent any 
change in BBC 
permissions?

which 
products/services 
does the iPlayer 

substitute?

permissions on the 
BBC’s own outcomes 

and those of third 
parties?



Project overview, approach & methodology

Market context & counter-factual forecasts

Key findings
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We have undertaken a range of analyses and reviews in the course of our work...

Key stages of our analysis

We have 
reviewed the 

market context 
for the BBC’s 

proposals

We have 
reviewed the 
BBC’s current 

windowing 
model

We have 
developed a 
model of the 

scale and 
composition of 

TV 
consumption 

across a 

We have 
reviewed 

evidence of 
substitution 

effects among 
windows

We have 
reviewed the 

regulatory 
landscape

We have 
assessed the 

implications of 
a shift to a 30-
day window on 

iPlayer 
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proposals model
across a 

number of 
windows

windows iPlayer 

Including detailed model of 

catch-up consumption 

market, with specific 

reference to  the BBC’s 

share

Including impact on BBC’s 

share of catch-up 

consumption

Including BBC’s public 

service and commercial 

windows

Including assessment of a 

full range of substitutable 

products

Including lessons from 

Ofcom’s 2006 MIA (iPlayer) 

and the Competition 

Commission’s ruling on 

Kangaroo



Market developments confirm that on-demand services are an increasingly important part of the media 

landscape...

� Viewers continue to embrace new opportunities to view content on a time- and place-shifted basis

� Increasingly wide distribution of content in on-demand windows is conditioning expectations of content availability, as viewers 

increasingly expect content to be easily and readily available on all connected devices following initial broadcast – the BBC is alone among 

the PSBs in offering 7-day catch-up , with the others all offering a 30-day window from initial broadcast

� Consumption outcomes across the range of release windows are increasingly inter-related, notably with the initial broadcast window 

driving consumption trends in multiple subsequent windows

� In line with changing audience behaviours and preferences, content aggregators are increasingly seeking new ways to engage with 

audiences*

Consumers’ 

expectations are 

converging 

Windows are 

increasingly connected

Contextual market dynamics for our analysis

5© Mediatique Ltd 2013 |

audiences*

� The PSB channels have all launched  on-demand players to distribute their TV content directly to internet and platform users (e.g., iPlayer, 

ITV Player, 4OD) on multiple devices including PCs, consoles, tablets, STBs, connected TVs, smartphones

� ...in addition, platform operators, TV manufacturers, new content aggregators and players from affiliated markets are all targeting the 

VOD market, while content owners (including independent production companies and studios) are seeking direct consumer access

� Content release frameworks must keep pace with industry developments (and with evolving licence fee payer expectations)

� The BBC faces a widening and deepening competitive cohort

� The parameters of the impact of the BBC are equally wider and deeper

The VOD space is 

increasingly crowded

Implications for the 

BBC

We note that Ofcom’s 2006 impact assessment for iPlayer 

recognised that “it is important that the BBC should take a 

proactive and forward-looking approach to reflect likely 

changes in audience behaviour and expectations... It is 

appropriate for the BBC to respond to the fact that licence fee-

payers are increasingly attracted to new on-demand markets”

* Content availability on PSB players is subject to rights clearance, such that not all 

broadcast programmes are necessarily available via catch-up or on-demand (e.g., US 

series). However, in broad terms, linear and non-linear schedules are roughly 

comparable and our analysis of catch-up viewing is informed by a read-across from 

linear viewing (and viewing shares) to non-linear



There is broad support among viewers for an extension of the iPlayer window to 30-days – reflecting 

developments in consumer preferences...

� Survey data confirms that the discovery and selection of content on iPlayer is 

not always consistent with viewers’ expectations and preferences

� In addition, a majority of recent survey respondents were not entirely clear 

what the limits of availability of iPlayer content were

� The BBC’s 7-day window is inconsistent with market practice among the other 

PSBs. We suggest that a 30-day window is a robust and consistent basis for 

the standard definition of the catch-up market 

� Furthermore, there is widespread support for the BBC extending its catch-up 

window to 30-days – with more than 90% of survey respondents either very 

Survey responses in relation to iPlayer content availability 

14%Very clear

How often do you find 

that the TV 

programme you were 

looking for on iPlayer 

is not there to watch?

How clear and easy to 

2%

17%

45%

18%

9%

4%

4%

Always

Often

Sometimes

Rarely

Hardly ever

Never

Don't know
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window to 30-days – with more than 90% of survey respondents either very 

or quite interested. These indications of consumer preference underpin our 

assessment of the market impact of any change to BBC permissions

14%

50%

24%

7%

6%

Very clear

Fairly clear

Not very clear

Not at all clear

Don't know

48%

43%

6%

1%

2%

Very interested

Quite interested

Not very interested

Not at all interested

Don't know

How clear and easy to 

understand are the 

BBC’s rules that 

define which TV 

programmes will be 

available to watch on 

iPlayer?

How interested would 

you be in having the 

BBC’s catch-up 

window extended to 

30-days?

Source: BBC Pulse survey (July 

2013, 1746 respondents – of 

which 1034 were iPlayer users)



The cornerstone of our analysis is a model of catch-up consumption and its relationship to other TV windows...

� Our analysis is rooted in an assessment of the 

scale and dynamics of catch-up consumption 

in the UK

� Our starting point is a model of catch-up 

consumption on a counter-factual basis where 

the BBC’s window remains at 7-days and the 

BBC retains series stacking

� We have extrapolated iPlayer behaviours in 

the 7-day window to the 30-day window 

(informed by the experience of operators 

Model size of catch-up 

consumption (counter-

factual)

Flow-chart illustration of model methodology

Determine BBC share of 

catch-up consumption at a 

7-day window (net of series 

stacking)

Determine dynamics of 

catch-up consumption, 

including split of 7-day vs. 

30-day viewing

Determine incremental 

viewing to BBC at a 30-day 

window**

Determine impact of 

abolishing series stacking 

on the counter-factual
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(informed by the experience of operators 

with an existing 30-day window) – we have 

then assessed the scale of substitution effects 

and allocated substituted hours to each 

relevant affected window*

� As a result, our counter-factual model also 

includes an assessment of the scale and 

dynamics of all products that involve the 

distribution and consumption of long-form TV 

content

Identify consumption 

where extended catch-up 

window has substitution 

effects***

Allocate substitution 

effects of incremental 

viewing on relevant 

consumption

Evaluate impact of 30-day 

window on 

adjacent/upstream markets 

(qualitative) Key output: determine BBC 

share of catch-up 

consumption at a 30-day 

window****

Determine impact of 30-

day window on total size of 

catch-up consumption

Key output: determine size 

of catch-up consumption 

and other relevant 

consumption at a 30-day 

window

Determine extent to which 

incremental BBC hours 

increase total TV 

consumption – or are 

substitutive

* In this sense our model is a combination of top-down (total incremental hours secured by iPlayer during day-8 to day-30) and bottom-up (what % of 

these hours are substitutive of overall TV viewing; what % of these substituted hours are derived from relevant windows)

** This incremental viewing is calculated initially on a gross basis, before accounting for the effect on overall scale of consumption

*** These categories of consumption are assumed to be linear TV (repeats), PVR viewing, catch-up, archive video-on-demand, pay-VOD and DVD

**** This market share is calculated on a net basis – namely, the BBC’s share at 30-days after accounting for cannibalisation of 7-day viewing and the 

potential for overall expansion in catch-up consumption



The framework of our analysis has been structured to avoid unnecessarily spurious outcomes (particularly given 

the nascent nature of some of the products under analysis), although a range of potential outcomes do exist...

� We have gathered and reviewed a significant amount of data, industry analyses and evidence, including proprietary data from the 

BBC and information supplied to us confidentially by non-BBC players. We have also interviewed executives at the BBC and 

commercial operators as part of our work. A list of sources is set out in the appendix

� Primarily this evidence has been used to populate the framework of our TV consumption models and to inform/test our hypotheses 

of substitution effects among windows/products. The assumptions underlying our analysis are based on our evaluation of multiple 

sources, allowing us to identify consistent trends across various operators – where possible, we have identified individual sources of 

evidence, although in most cases our assumptions are built on triangulation of multiple sources

� In structuring our analysis, we have sought to ensure that our approach is consistent with that of previous studies including those 

undertaken by Ofcom, the Competition Commission and the BBC itself

Our analysis is informed by 

a number of sources

Our findings are based on 

a number of key 

Clarifications and caveats to our approach
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� As always, our outputs are dependent on our underlying assumptions and data inputs. As a result, there are a range of potential 

outcomes in assessing the impact of a 30-day window. Our findings represent one view; other analysts may come to different 

conclusions

� In developing our assumptions, however, we have sought to ensure that they are rooted in available evidence. For example, we 

have developed a bottom-up model of catch-up consumption based on our assessment of enabled on-demand homes/devices and 

activity rates within these homes. Our outputs over the model period are  broadly in line with forecasts from a number of other 

industry analysts (including Oliver & Ohlbaum, Enders Analysis and 3 Reasons)

� We have assumed a central “base-case” scenario in our analysis, which is rooted in a core assumption of the BBC’s viewing share in 

the catch-up window between days 8-30.  To illustrate a broader picture of the range of potential outcomes, we have sentisitised

this crucial assumption and tracked the impact of changes in this assumption on the impact on the BBC and 3rd parties

a number of key 

assumptions

We have provided a range 

of sensitivities to illustrate 

the range of potential 

outcomes



Project overview, approach & methodology

Market context & counter-factual forecasts

Key findings
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We have built a model of catch-up consumption, structured on the key building blocks of technological 

enablement, consumer behaviour and greater availability of content in on-demand windows

� We have developed a model of TV catch-up consumption in the UK, extending 

to the distribution and consumption of long-form TV content on an on-

demand across all enabled platforms

– For clarification, we have excluded short-form content (e.g., clips, user-

generated content), adult/pornographic content, film/movie content and 

content consumed on an illegal or pirated basis

� The dynamics of on-demand consumption vary considerably among enabled 

platforms – for example, the frequency and duration of on-demand use on 

mobile devices is significantly less than that on connected TV sets and there 

are fewer viewers in each mobile viewing session compared to TV. As a result, 

Broadband homes

Connected mobile 

devices (inc 

tablets)

Connected games 

consoles

VOD-enabled homes

Connected TVs

Sky, Virgin Media, 

YouView, BT 

Vision, Samsung, 

Sony etc 

Catch-up consumption: analysis methodology
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are fewer viewers in each mobile viewing session compared to TV. As a result, 

we have structured our model on a platform-by-platform basis to account for 

these variations in consumption

� Our chosen metric is viewed hours, which confers a consistent basis on which 

to compare with the consumption of other TV services including broadcast 

channels and time-shifted viewing. This metric also allows us to compare 

consumption across public-service and commercial windows on a consistent 

basis

� Our analysis has been informed by a range of primary and secondary sources, 

including relevant benchmarks from on-demand operators in the UK, the US 

and key European territories (see appendix, for details)

Activity rates*

Frequency rates**

Source: Mediatique. See appendix for list of sources and detailed breakdown of key assumptions

Model excludes movie content except where it forms part of broadcast schedules and are part of catch-up 

services. * % of enabled homes that use VOD on a regular basis. **frequency with which active homes 

access VOD services. *** Content length (per video delivered) informed by BBC data: TV content = 27mins, 

online = 24mins, tablet = 18mins, mobile = 12 mins. **** The number of viewers assumed to be watching 

together on-demand  varies depending on device – this creates a distinction between delivered hours and 

viewed hours (see appendix for assumptions)

Session lengths***

Multiple 

viewership****

% spent watching 

BBC content

% spent watching 

non-BBC content

Total VOD viewed hours

1-7 day
8-30 

day

>31 

days This forms a subset of a 

broader analysis of VOD, 

including pay-VOD 

(including DTO and DTR)



Breakdown of FTA VOD viewed hours, by window 

post-broadcast (for non-BBC operators)

� The majority of viewing will take place in the catch-up 

windows…with only 10% of viewing classified as archive

We have forecast the expansion of on-demand capability across all enabled platforms, and determined the 

scale of catch-up viewing within overall on-demand consumption...

70%
0-7 day catch-up

Archive (>31 days)

8-30 day catch-up

10%

20%
i.e., 22% 

of catch-

up hours

i.e., 78% 

of catch-

up hours

Penetration of key enabling technologies & devices (%)

51%

64%

76%
79%

83% 85% 86%

49% 50% 52% 53% 55% 56% 57%

11%
16%

21%
26%

31%
35%

40%

31%

38%

45%

52%
57%

61%
66%

78%
83%

87%
91% 93% 94% 94%

20%

30%

40%

50%

60%

70%

80%

90%

100%

Trends in on-demand consumption, by time

Figures refer to average in the year
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windows…with only 10% of viewing classified as archive

� The correlation between linear and non-linear 

consumption will be significant; as a result, source TV 

programming for VOD will remain heavily influenced by 

the output/schedules of the PSBs, and the genre 

distribution of this programming will remain stable

� We have forecast VOD-enabled platforms and devices over time, including managed TV platforms, 

over-the-top services and mobile devices

� Our approach also reflects users’ access to multiple VOD devices (e.g., online, TV and mobile) and 

potential overlaps in usage (by device and by time/daypart spent watching VOD). On this basis, our total 

enabled-device universe is cumulatively greater than the total number of TV households

� For each platform, a proportion of enabled homes is assumed to be active users of VOD. These activity 

rates are generally higher for consumption on TV sets and computers compared to mobile devices and 

consoles

� VOD-enabled homes will undertake a range of VOD activities, including FTA-VOD (across catch-up and 

archive windows), pay-VOD (including DTO and DTR) and SVOD (from Netflix and others)

60%
Day 1

> day-7

Days 2-7

10%

30%

Breakdown of PVR viewed hours, by window post-

broadcast

11%

0%

10%

2012 2013 2014 2015 2016 2017 2018

3G mobile Consoles Tablets Connected TVs Broadband

PVR penetration 

currently at 54%, 

rising to 76% by 

2018

Time-shifting 

represents 15-20% 

of all viewing in a 

PVR home

Source: Mediatique. Breakdown of viewed hours by time is informed 

by primary sources (see appendix), corroborated by Pulse Survey data



The BBC currently secures a significant share of catch-up consumption, although this is set to decline as overall 

on-demand consumption grows and consumption shifts towards the TV set...

42%

9%14%
2%

33%

BBC

ITV

C4

C5

Other

Share of catch-up viewed hours (%)

36%
28%

BBC

ITV

C4
1.49 1.89 

3.24 
4.29 

5.49 
6.78 

8.26 

0.22 
0.29 

0.51 

0.68 

0.88 

1.10 

1.36 

0.19 
0.24 

0.42 

0.55 

0.71 

0.88 

1.07 Archive 

(>31 days)

8-30-days

0-7-days

CAGR: 33%

Total on-demand viewed hours (counter-factual, bn)

� We forecast significant growth in total 

on-demand viewed hours, driven by 

increasing penetration of enabled 

devices/services and increasing rates 

of activity within enabled homes

� By 2018, on-demand viewed hours are 

split 77%, 13% and 10% between 7-

day, 8-30-day and archive respectively 

– reflecting the current absence of the 

BBC from 8-30-day window

BBC’s series stacked viewing is 

2012

2018

Excludes pay-VOD
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� We have estimated current market shares of 

on-demand viewing, based on current usage 

statistics

� The BBC’s share of consumption reflects, in 

part, the strength of the iPlayer brand and 

also ITV’s restrained market share (reflecting 

a bias towards live/event programming on 

ITV)

� Over time we expect that market shares will 

converge to a closer read-across to linear 

shares

� “Other” represents a highly fragmented 

segment, including non-PSB content from 

Sky, BT, Netflix and independent content, US 

TV series

Share of catch-up viewed hours by enabled platform (counter-factual, %)

50% 48%
40% 37% 34% 32% 30%

44% 44%
51% 52% 52% 52% 51%

2% 2% 2% 2% 2% 2% 2%

5% 6% 7% 9% 11% 13%

3% 3% 4%

2012 2013 2014 2015 2016 2017 2018

Mobile

Tablet

Console

TV

PC

36%

16%14%
6%

C4

C5

Other

1.49 

2012 2013 2014 2015 2016 2017 2018

� The TV set is set to become the major 

delivery platform for long-form VOD 

content; reflecting both consumer 

preferences and the increased 

functionality of TV platforms

� As such, we forecast that VOD usage 

will shift away from the PC to the TV 

set, compounded by the increasing 

share of consumption  undertaken on 

mobile devices (both on-the-move and 

in-the-home via Wi-Fi)

� BBC’s series stacked viewing is 

included in days 0-7 for completeness

Source: Mediatique. Further details on key 

assumptions are set out in the appendix

Further detail on how our definitions and estimates 

compare to those of Ofcom and the BBC is set out in 

the appendix



We have tracked the scale and composition of consumption of long-form TV across key platforms/devices of 

engagement, with linear viewing generating the lion’s share of viewing over  the model period...

� Within our counter-factual scenario, we forecast 

that total TV viewed hours will grow, driven by 

increasing enablement among TV households that 

captures a greater share of leisure time

� Our forecast of total TV viewing involves an 

assumption that a proportion of time-shifted and 

on-demand consumption is substitutable for linear 

TV*

� Nevertheless, we forecast that the majority of 

long-form TV content will still be viewed on a 

7.5 8.3 9.3 10.1 10.6 10.9 11.2 

1.0 1.2 1.7 2.1 2.5 2.9 3.3 
2.3 3.1 4.0 4.9 5.9 

1.8 
0.7 

40.0 

50.0 

60.0 

70.0 

80.0 

90.0 

DVD

Mobile 

video

TV-VOD

PC-VOD

Total TV viewing, by consumption type (counter-factual, viewed hours, bn)

2018 %** CAGR***

<1%**** -1%

2% 69%

7% 36%
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long-form TV content will still be viewed on a 

scheduled linear basis over the next 5 years

� We do expect, however, an increasing proportion 

of TV viewing to take place on a time-shifted and 

on-demand basis – reaching 25% of total hours by 

the end of 2018

� We have also included consumption of TV content 

via mobile devices (including live streaming and on-

demand) and via DVDs (including rentals and 

purchases of TV series)

70.1 69.5 68.0 67.0 66.1 65.3 64.4 

-

10.0 

20.0 

30.0 

40.0 

2012 2013 2014 2015 2016 2017 2018

PC-VOD

PVR

Linear

4% 22%

13% 7%

74% -1%

Source: Mediatique. Some numbers have been excluded for ease of presentation. Further information on key assumptions is set out in the appendix

* These substitution effects vary by platform, with TV VOD likely to substitute somewhat for linear channels and mobile on-demand likely to be 

incremental (e.g., on-the-move). **Share of total TV viewing in 2018. *** CAGR: 2012-2018. **** TV series assumed to represent 30% of all DVD 

consumption (movies assumed at 70%) – sourced from Oxford Economics, Nielsen, Mediatique

Key to definition of viewed hours

Viewing of movies that form part of broadcast schedules are included  in our relevant calculations of linear, time-shifted 

and catch-up categories. On-demand movie services and movies on DVD are excluded from these viewing figures. VOD 

viewed hours include SVOD services that relate to TV (including bundled VOD offerings from managed platforms)



Our analysis is structured around some key principles, including the identification of relevant substitutes for 

any change in the BBC’s catch-up consumption...

� TV viewing, across all its windows, faces the ultimate time constraint of total leisure time that is available to TV households –

however, not all leisure activities are directly substitutable for TV viewing

� In seeking to determine which leisure activities are potential substitutes for catch-up viewing, we have considered those 

products that share similar dynamics in terms of enablement and consumer behaviour. We have isolated long-form TV viewing as 

the umbrella set of products that are directly affected by changes in the catch-up window (i.e., they are likely to experience 

direct substitution effects as a result of an extension to a 30-day window)

� We have therefore excluded a range of adjacent products from our analysis, including short-form audio-visual content, audio 

listening and social networking as these do not share key product characteristics. For completeness, we have assessed the 

potential impact of a 30-day window on pay-TV and SVOD in our discussion of upstream implications. Further information on our 

approach to identifying relevant substitutable products is set out overleaf and in the appendix

Some principles underlying our analysis

We have limited our 

assessment to areas of direct 

impact

We have sought to ensure that this 

crucial assumption is consistent 

with the approach of Ofcom and 

The Competition Commission in 

previous analyses of on-demand 

consumption (see overleaf and 

appendix)
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approach to identifying relevant substitutable products is set out overleaf and in the appendix

� Windowing frameworks enable/cause a number of categories of demand among viewers of BBC content: where windowing 

frameworks currently restrict access to content, some demand is compressed into the only available catch-up window, forced

into pay windows (or those free windows of other operators) or postponed into later free windows or sits as latent demand 

(that would be enabled by a change in windowing) – these choices are likely to be sub-optimal in all cases

� We have considered the following dynamics in our analysis:

– Some compressed demand for BBC iPlayer between day-1 and day-7 may be released between day-7 and day-30

– Some forced demand in pay windows (pay-VOD and DVD) between day-7 and day-30 may be substituted by 30-day viewing

– Some postponed demand in free windows (time-shifted and archive-VOD (>31 days)) post day-7 may also be substituted

– Some latent demand between day-7 and day-30 may be released, leading to potential market expansion

� Substitution effects caused by the greater availability of free catch-up content between day-7 and day-30 may be mitigated by 

unique factors such as portability, content ownership and the role of purchasing (including impulse purchase, recommended 

purchase and gifting in the case of DVDs)

� This partly explains consumption of pay content (pay-VOD and DVD) during a concurrent free catch-up window, for example

Our evaluation of 

substitution effects is 

determined by different 

categories of demand

We have considered 

consumer preferences in our 

assessment of 

substitutability



We have reviewed previous competition cases to ensure that our framework is consistent with the approaches 

used in these cases...

� Historically, the approach taken by competition authorities to assessing 

competitive constraints and product substitutes in broadcast competition 

cases relied on the view that there was a clear delineation between products 

and services based around free-to-air  content and products and services 

based around pay content

� Recent cases have recognised explicitly that due to changes in technology, 

distribution methodologies, and available products, these historic 

delineations may not capture the full story when assessing certain 

competition issues

� The Competition Commission found that “Our view, based on the evidence 

� An assessment of this kind must identify the range of possible substitute 

products/services that may be affected – including those that sit outside a 

relevant defined “market”

� By considering the full range of affected products, our approach allows for a 

full assessment of the aggregate impact resulting from the BBC’s proposed 

30-day change, as well as the aggregate impact on individual competitors to 

the BBC. This approach is also consistent with Ofcom’s methodology in its 

2006 MIA which stated that it would “seek to identify all of the ways in which 

other services are likely to be affected by the BBC proposal”

� However, it is important to recognise that at the limit any product/service can 

This is a summary of a discussion document on 

lessons from previous competition cases prepared 

for us by Nicola Floyd Consulting

Changes in approach to assessing competitive impact... Implications for our analysis
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� The Competition Commission found that “Our view, based on the evidence 

set out... is that FTA and pay services compete with one another within a 

market for ‘all-TV’, which includes VOD. The all-TV market is highly 

differentiated...” (2007)

� ...this confirms a “a shift in emphasis towards the direct assessment of effects 

on competition and away from a detailed assessment of market definition” 

(Competition Commission, Office of Fair Trading, 2010)  

� However, it is important to recognise that at the limit any product/service can 

be argued to be a substitute for an alternative (e.g., buying a mountain bike 

and buying a book can be argued at the limit to be substitutes in terms of 

usage of leisure time). As such, a key step in structuring our analysis is the 

identification of a sufficiently broad range of affected services such that all 

relevant impacts from the proposed 30-day change are captured, while at the 

same time ensuring that the analysis does not descend into an assessment of 

unnecessarily distant constraints

� ...this can best be achieved by identifying the specific features or 

product/demand characteristics of the proposed change (in terms of 

functionality, price, packaging, etc) and using these characteristics to identify 

a range of potential candidate substitute products/services with one or more 

overlapping product characteristics

Sources:

Competition Commission, Acquisition by BSkyB Group plc of 17.9% of the share in ITV plc (2007)

Competition Commission and Office of Fair Trading merger guidelines (2010)

Ofcom market impact assessment, BBC on-demand proposals (2006)



We have gathered evidence from a range of primary and secondary sources to identify the range of potentially 

substitutable products and to inform our hypotheses on market impact...

I check to see what is on broadcast TV 

first

I check to see what I have recorded 

on my PVR first

Not sure

I check to see what's available on on-

demand TV websites

I check to see what's available on on-

demand TV via the TV itself

2010

2011

2012

Primacy of linear viewing Mixed messages on substitutability of catch-up viewing

Behaviour among PVR owners when seeking out video 

content (2010-12 – Deloitte/GfK/YouGov survey)
� There is a growing body of 

evidence on consumption 

behaviours in nascent on-

demand windows, including 

survey results and 

consumption data

� We have collated findings 

from a number of studies that 

identify the potential 

substitution effects of catch-

up viewing on other windows

“...most of the substitution is likely to 

be away from other internet services, 

such as streamed and downloaded 

VOD, and from DVDs. Over time, as 

home hubs become more popular, 

there is likely to be a growing amount 

of substitution away from broadcast, 

cable and satellite TV services and 

from PVRs”

Ofcom MIA, BBC on-demand 

proposals, January 2006

“...PVRs are likely to be more effective 

substitutes for catch-up VOD than for 

archive VOD... 

It is unlikely that all UK TV VOD 

content will be released on DVDs. The 

significant expense of retail DVDs, 

relative to VOD services, limited their 

substitutability for VOD” 

“...[linear TV, PVRs and DVDs] are not 

sufficiently close substitutes 

collectively...to provide a strong 

competitive constraint to a provider of 

UK TV VOD content”
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I check to see what DVDs I have first
2012

4%

25%

40%

4%

27%

Mostly use catch-up to watch a TV 

programme later on the same day it 

was originally broadcast

Mostly use catch-up to watch a TV 

programme within 2 days of its 

original broadcast

Mostly use catch-up to watch a TV 

programme within a week of its 

original broadcast

Mostly use catch-up to watch a TV 

programme within a month of its 

original broadcast

No particular pattern / don't know

Timing of on-demand consumption

Usage patterns of catch-up viewing (2013 – Pulse Survey)

up viewing on other windows

� Evidence does allow us to 

confirm the existence of 

substitution effects; however, 

evidence is less consistent in 

pointing towards the scale of 

such effects

Confirms majority of 

consumption occurs 

within 7-days

Source: Pulse survey (July 2013, c1700 respondents), Deloitte/GfK/YouGov

(2010-11: c1000 respondents with PVRs)

“…for the right content, some people 

are happy to pay for a series even 

while it is running on terrestrial TV and 

even when it is available during the 

free 7-day catch-up period – and we 

consider it likely that the decision to 

buy in this scenario is frequently 

driven by the desire to be able to 

move the content to other, in 

particular portable, devices”

Olswang Convergence Survey 2009

“...free catch-up may actually serve as 

an important springboard for future 

industry growth [in paid-for video 

entertainment]” 

Oxford Economics, June 2011

Competition Commission, report on 

Project Kangaroo, 2009

“There'll still be collectors and gifters

who want high-quality, beautifully 

packaged DVDs. What is more 

challenging for us is those consumers 

who used to come to DVD in distress 

because they missed an episode and 

had to wait for the DVD. Now they are 

being satisfied by great on-demand 

services like iPlayer” 

Paul Dempsey, BBC, November 2011



Survey data from the BBC confirm a range of motivations among users of iPlayer – and confirm some 

substitutability between iPlayer and third-party on-demand operators...

� Survey data can help us understand the extent to which iPlayer is used as a 

destination portal to access specific content

– Recent BBC data suggests that approximately 60% of users go to iPlayer 

to access a specific programme

– ...roughly the same amount of iPlayer users confirm that iPlayer has 

introduced them to programmes that they might not otherwise have seen

– Furthermore, approximately 15% of activity on the iPlayer homepage is 

search-related, confirming that not all iPlayer activity is necessarily 

related to specific programme choices

0%

20%

40%

60%

80%

Q3 Q2 09 Q4 Q2 10 Q4 Q2 11 Q4 Q2 12 Q4

Latest quarter:  59%

Role of discoverability on iPlayer (% of respondents) 

Users who came 

to iPlayer to find 

a specific 

programme (%)
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related to specific programme choices

� In our view, this confirms two broad implications:

– Users wishing to access specific content will treat iPlayer as a destination 

portal, and are unlikely to replace additional iPlayer viewing from 

consumption of third-party portals (e.g., ITV Player) – instead, such 

consumption may come from the BBC’s linear channels or recorded 

shows

– However, some users (perhaps 40%) go to on-demand portals to search 

for non-specific programmes, suggesting that some iPlayer viewing will 

substitute for on-demand content on third-party channels

0

2

4

6

8

10

N 10 F M A N F M A N F M

Latest month:  6.4

Score out of 10 

for statement, 

“the BBC iPlayer 

has introduced 

me to 

programmes I 

might otherwise 

not have seen”

Source: BBC survey data (2012), Competition Commission

“... the results of [the CC’s] analysis...are broadly consistent with the view that the parties’ [i.e., BBC, 

ITV and Channel 4] VOD services are a substitute for one another”

Competition Commission report on Project Kangaroo, 2009 (Appendix H)



Our evaluation of previous competition assessments and of relevant available evidence has allowed us to 

identify a range of substitutable products among the various TV windows...

Drivers and dynamics of demand within key video release windows

Window Demand characteristics Assumption on substitutability Comments/sources

Linear TV � Broadcast channels remain the primary source of 

TV consumption

� Depth and breadth of choice in channel genres. 

+1 channels provide low-tech catch-up 

functionality 

� On-demand functionality provide substitutes for 

linear consumption – notably for the viewing of 

repeats on TV channels

� Mediatique assumptions informed by current trends 

in TV consumption (verified by primary sources, 

including from commercial broadcasters)

� Our counter-factual already assumes growth in total 

daily TV viewing as a result of enablement; further 

catch-up viewing is likely to be substitutive of linear 

and PVR viewing, particularly as on-demand services 

migrate to the TV set

� Consistent with Ofcom iPlayer market impact 

assessment (2006)*

PVR viewing � PVRs provide an effective planning tool for the

recording and playback of shows – either missed 

or conflicting with other programmes

� On-demand capability provides a substitute route 

for time-shifting – although some viewers prioritise 

PVR viewing over on-demand 

Catch-up � Catch-up services provide access to shows on-

demand, including missed content

� Strong correlation to initial broadcast

� Catch-up services compete with one another for 

market share (in addition to broader competition 

with PVRs, pay-VOD and DVDs for viewers seeking 

� Mediatique assumption informed by assessment of 

current market definition

� Consistent with Ofcom iPlayer market impact 

Further details on definitions are set 

out in the appendix (page 39 )
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� Strong correlation to initial broadcast with PVRs, pay-VOD and DVDs for viewers seeking 

access to content post-broadcast)

� Consistent with Ofcom iPlayer market impact 

assessment (2006)*

Archive VOD � VOD portals provide access to archive content 

some time after the linear broadcast

� Ability to source long-tail content when/where 

consumers demand

� Archive VOD consumption can reflect postponed 

demand, where content is not available on catch-

up services in early windows

� Mediatique assumption informed by assessment of 

current market definition

� Consistent with Ofcom iPlayer market impact 

assessment (2006)*

Pay-VOD � Pay-VOD enables purchase and ownership of 

content  with continuous availability and 

portability on mobile devices driving demand

� In practice, our definition includes download-to-

own (e.g., iTunes) and download-to-rent (e.g., 

micro-payments from ITV Player) 

� Pay-VOD provides a convenient and cheaper 

substitute for physical product, but is also 

substitutable by freely available on-demand 

content in catch-up and other windows – especially 

where content is concurrently available via catch-

up and DTO/DTR

� Assumption informed by secondary sources 

including Olswang and Value Partners 

� Consistent with Ofcom iPlayer market impact 

assessment (2006)*

DVD � DVD sales driven by physical ownership –

including gifting and purchase of box sets – also 

allowing continuous availability of content

� On-demand and pay-VOD capability provide 

substitute for DVDs. Prior to VOD/PVRs, DVDs were 

the only way to see certain content following 

broadcast (forced demand)

� Mediatique assumption informed by data from BBC 

Worldwide, BVA and Oxford Economics

� Consistent with Ofcom iPlayer market impact 

assessment (2006)*

In identifying all these windows as potentially substitutable by a 30-day window, our approach is arguably more conservative that that of the Competition 

Commission’s approach under Project Kangaroo. The CC’s findings on substitutability related to the ability to constrain a provider of UK TV VOD content, 

whereas our assessment of relevancy/substitutability refers to whether the greater availability of free on-demand content will have implications on other 

windows – namely a much broader definition of substitutability (see pages 15, 16 and appendix for further details on market definition)

Further details on 

sources are set out in 

the appendix

* See sections 4 and 5 

of the Ofcom MIA



We have excluded any impact to pay-TV retail subscriptions or  take-up of SVOD services from, e.g. Netflix –

either in the form of gross additions, churn or ARPU – as these markets operate on a different basis to FTA VOD

� We have excluded any substitution effects  of an 

extended 30-day window on demand for pay-TV 

channels or SVOD services such as Netflix 

� Our rationale is set out opposite, and rooted in 

an assumption that the product and demand 

characteristics are sufficiently different to catch-

up services, notably in relation to the 

nature/range of the content that they aggregate

� Sky and Virgin’s recent subscription growth 

show no correlation to the launch and 

� Total linear viewed hours includes viewing of channels within pay-TV bundles and a la carte 

subscription channels. Any impact between the 30-day window and total linear viewing will 

therefore be captured in our assumptions of overall linear viewing

� We do not believe that the extension of the iPlayer window to 30-days will cause pay-TV 

subscribers to cancel their underlying pay-TV bundles

� Indeed, the decision to subscribe to pay-TV is driven by a portfolio of services including access to 

more channels, premium content (sports and movies) and enablement (HD, on-demand 

capability, PVRs) – of which the BBC’s windowing changes are likely to be an secondary driver of 

decision making

Pay-TV 

channels

Limited substitutability between iPlayer and subscription services
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show no correlation to the launch and 

development of catch up services from 2006 

onward – indeed, it has arguably been sustained 

(in part) by the availability of catch-up services 

on their platforms 

� Similarly, there has been no sign of pricing 

brakes on Sky or Virgin – price increases have 

been put through by both operators, and ARPU 

has risen throughout the period since catch-up 

service were launched

� We believe the only impact on pay-TV operators 

of a change to catch-up permissions will be on 

the carriage fees offered by pay TV operators to 

the BBC’s commercial arm BBC Worldwide (or 

through pay-TV channels business UKTV) – this is 

ultimately a strategic trade-off for the BBC

� Standalone SVOD services such as Netflix, Roku or Lovefilm typically provide access to a range of 

domestic and international movies, US series and independent content. Consumers generally pay 

a monthly subscription to access this content on-demand

� We do not believe that a shift to a 30-day window will cause a noticeable increase in churn from 

these services or persuade potential subscribers not to subscribe

� This approach is also consistent with the Competition Commission’s findings on Kangaroo, which 

found that UK on-demand content was a separate distinct product from non-UK on-demand 

content – this suggests that in product characteristics terms there is unlikely to be material overlap 

between BBC catch-up content and the majority of content retailed by Netflix and others

Standalone 

SVOD 

services

“...mainstream users tended mostly to use their PVR, their TV package VOD service and catch-up services. 

They would often top this up with some online services, with a subscription to Lovefilm or Netflix, and 

some videos or programmes on YouTube... 

PVR content, TV VOD services...[are] considered the most obvious choices when looking for a reasonable 

substitute for linear TV. Netflix, Lovefilm and iTunes were chosen next, mainly because the content on 

these services can be accessed only by subscription or pay per view. In addition, feature films are not 

always top of mind as TV content”

On-demand services: understanding consumer choices, Essential Research (October 2012)

“...since most of the BBC 

content [on iPlayer] is likely 

to be non-premium, only 

non-premium services are 

likely to be impacted”

Ofcom MIA, BBC on-

demand proposals (2006, 

para 4.7)



We have developed a number of hypotheses – notably that a 30-day iPlayer window will migrate viewing from 

substitutable windows/services to increase iPlayer viewing between days 8-30...

� The BBC secures a significant share of catch-up viewing within 7-days of primary broadcast; however, its overall share of catch-up 

consumption is constrained by the absence of BBC content on iPlayer between day-8 and day-30 – in contrast to ITV, Channel 4 

and Channel 5 (among others) whose catch-up windows extend to 30-days

� Our hypothesis is that an extended catch-up window will allow the BBC to increase its on-demand viewed hours between days 8-

30, securing the same share of day 8-30 viewing as it currently does within the initial 7-day window. This is a gross assumption; in 

practice, some this viewing will be taken from the BBC’s own consumption in the 7-day window 

� The iPlayer is one of many portals through which viewers can access TV content on a non-linear basis; furthermore, total on-

demand represents a small – albeit growing – segment of total TV consumption in the UK. And total TV consumption is de facto 

subject to ultimate time constraints and the proportion of time that TV households can allocate to leisure

Key hypotheses informing our analysis

A 30-day window enables the 

BBC to increase it share of 

catch-up consumption

A change in the BBC’s on-

demand permissions does 

not change the total 

consumption of TV content
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� Our counter-factual forecasts already assume that increasing enablement leads to some increase in total TV consumption over 

time; we suggest that any change in windowing strategy by the BBC (or any VOD provider) will not lead to a change in the overall

consumption of TV viewing. We do suggest, however, that this zero-sum game assumption only holds at the macro level, and a 

shift to 30-days will cause multiple changes in the size and share of constituent products, including catch-up consumption

� Incremental catch-up viewing causes substitution effects on other windows that enable the consumption of long-form TV 

content. We suggest that incremental catch-up viewing secured by the BBC between day-7 and day-30 will lead to a migration of 

viewed hours away from linear TV, PVR viewing, iPlayer viewing in the 7-day catch-up window, non-BBC viewing in the 30-day 

catch up window, post-30-day VOD, pay-VOD and DVD consumption

� ...these substitution effects will lead to changes in (1) the total viewed hours that accrue to the BBC and other players in each 

window, and (2) the total scale of consumption in these affected windows. As a result, the ultimate share of viewing in these 

constituent products, split between the BBC and other players, will change as a result of a 30-day window

� In certain cases, the proposed shift to 30-days only substitutes for BBC viewing in certain windows (e.g., DVD viewing and catch-

up between days 1-7) with no impact on third-parties

Incremental viewed hours 

secured by the BBC cause 

substitution effects on other 

windows

These substitution effects 

cause changes in market 

share for the BBC itself and 

others

consumption of TV content



Project overview, approach & methodology

Market context & counter-factual forecasts

Key findings
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Conclusions

Appendices



Awareness and usage of series stacking on iPlayer are relatively limited, in part as the number of series 

available for series stacking is limited by service licence...

� Series stacking on iPlayer is currently limited by its service licence, with an 

annual quota of 15% of all titles available on iPlayer – in addition, for 

editorial reasons all stackable content must have a narrative arc or offer 

“exceptionally high impact”

� Awareness of series stacking on iPlayer is not universal, and usage of series 

stacking capability is relatively limited among recent survey respondents

� Almost 70% of iPlayer users do not use series stacking. However, among 

users of series stacking, there is stronger support with more than 50% of 

users suggesting they would miss it a lot were it to be removed

Awareness 

and use of 

series 

stacking on 

iPlayer

37%

30%

29%

4%

Not aware of series 

stacking

Aware of series 

stacking, but not used it

Aware of series 

stacking, and used it

Not sure/don't know

Current awareness and use of series stacking
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� Assessing the impact of a removal of series stacking on overall perceptions 

and usage of iPlayer is challenging given that such a move is likely to be 

concurrent with an extension of the catch-up window to 30-days (which 

secures significant support among the same group of respondents)

� It may also be the case that a removal of series stacking and an extended 

catch-up window – bringing the BBC’s windowing framework in line with 

the other PSBs – may provide greater clarity to iPlayer users on availability 

of content

Value of 

series 

stacking to 

those that 

have used it 

54%

39%

3%

3%

Miss it a lot

Miss it a little

Wouldn't miss it 

Not sure/don't now

Source: BBC Pulse survey (July 2013)



We suggest that viewing of series stacked programmes (outside the 7-day window) currently contributes 2% to 

total iPlayer viewing; conservatively, its removal might reduce the BBC’s share of overall catch-up viewing...

� Deriving a figure for consumption of series stacked programmes on iPlayer is 

confused by the existence of repeats, which effectively restart the catch-up 

window

� As a result, some iPlayer viewing currently takes place after day-7 (and 

indeed after day-30) and it is challenging to isolate series stacking within 

these numbers

� Primary sources at the BBC suggest that viewing outside the initial 7-day 

window for stackable titles represents between 11-20% of total iPlayer 

viewing for those titles – exaggerated by repeat broadcasts for those titles. 

We have estimated the total contribution of series stacking to iPlayer 

% of titles that are 

series stacked

% of total viewing (of 

these titles) outside 

the 7-day window

15%

% of total 

iPlayer 

viewing 

that is 

series 

stacking 

(post day-7)

15%

2%

Current contribution of series stacking (% of iPlayer viewed hours)

Of the 15% of viewing that takes place after the 7-day window, we estimate 

that 10% occurs between day 8-30 and the remaining 5% takes place after 
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We have estimated the total contribution of series stacking to iPlayer 

viewing assuming a contribution of 15% of viewing arising from series 

stacking post day-7

� We therefore estimate that series stacked viewing outside the 7-day window 

currently accounts for 2% of all iPlayer viewed hours – this is the percentage 

of total iPlayer viewing that is potentially at risk from an abolition of series 

stacking

� We have conservatively assumed that series stacked viewing on iPlayer will 

be lost and transfer to third-parties (e.g., ITV Player or 4OD) – and therefore 

decrease the BBC’s share of total catch-up viewing by this amount. In 

practice, the BBC might recapture this share via its 7-day window, or 

through its extension to 30-days

45% 44% 44% 43% 42% 41%
39% 38% 38% 37% 36% 36%

0%

10%

20%

30%

40%

50%

2013 2014 2015 2016 2017 2018

Share of 

7-day 

window

Share of 

catch-up 

market

Source: Mediatique, BBC data

* Percentages taken from Mediatique analysis of BBC iPlayer data

BBC share of catch-up consumption, net of series stacking (%)

These market shares – net of series 

stacking – form the basis of all 

subsequent calculations relating to an 

extended 30-day catch-up window

that 10% occurs between day 8-30 and the remaining 5% takes place after 

day-31*. This suggests that the removal of series stacking, when coupled 

with an extended catch-up window to day-30, will only have a limited effect 

on audiences, as a 30-day window will enable them to maintain the majority 

of their existing consumption patterns



A 30-day window will enable the BBC to extend its current share of 7-day catch-up viewing into to the 30-day 

window – enabling the BBC to secure on-demand viewing between day-8 and day-30...

� We forecast that the BBC’s share of catch-up consumption will decline in the 

counter-factual, as other operators secure greater traction and secure a 

closer read-across to their underlying shares in linear TV

� The BBC’s share of 7-day catch-up consumption is 45% in 2013 (and 41% by 

2018), and its equivalent share of overall catch-up consumption is 39% in 

2013 (falling to 36% in 2018)

� Our base-case assumption is that the BBC secures its share of catch-up 

consumption between days-0-7 within the 8-30-day window (i.e., the BBC 

achieves a 45% share of catch-up consumption between day-8 and day-30 in 

2013, in line with its 2013 share of catch-up in the first 7-days)

BBC share of catch-up consumption: counter-factual (window = 7-days)

45% 0%

7-day catch-up* 8-30-day catch-up** Total catch-up

39%
2013

2018
41% 0%

7-day catch-up 8-30-day catch-up Total catch-up

36%

BBC share of catch-up consumption: base-case (window = 30-days)

+ =

+ =

Market share outcomes here are stated assuming the abolition of 

series stacking, but before accounting for market expansion from the 

30-day window. As a result, the shares differ from the market shares 

in the appendix on page 45.

24© Mediatique Ltd 2013 |

2013, in line with its 2013 share of catch-up in the first 7-days)

� ...as a result, the BBC’s total share of catch-up consumption normalises to 

41% by 2018, compared to 36% under the counter-factual

– These share assumptions are static outputs, as some of the BBC’s 30-day 

viewing will be taken from other windows such as DVD viewing (implying 

some market expansion) and from the BBC’s own 7-day viewing – namely, 

the BBC’s ultimate market share will be determined by the interplay of 

these impacts

� Were the BBC to secure a 41% of the 30-day window, the BBC would 

generate an additional 563m viewed hours between day-7 and day-30 in 

2018 – this is equivalent to 6% of total catch-up consumption in 2018

45%

7-day catch-up 8-30-day catch-up Total catch-up

2013

2018
41%

7-day catch-up 8-30-day catch-up Total catch-up

45%

41%

45%

41%

+ =

+ =

Source: Mediatique

Market shares are stated assuming the abolition of series stacking

* Viewing of iPlayer within 7-days of broadcast as a percentage of all catch-up viewing within 7-days of 

broadcast; ** Viewing of iPlayer between day-8 and day-30 following broadcast as a percentage of all 

catch-up viewing between day-8 and day-30

Increase in BBC viewed hours to reach base-case % of 30-day window

2013 2014 2015 2016 2017 2018

131m 224m 296m 378m 465m 563m
i.e., increase in 

BBC viewed 

hours between 

day-8 and day-30



We have sought to determine the relative proportion of consumption generated by each product that is subject 

to substitution effects over time – this calculation informs their relative burden of impact of a 30-day window...

For each leisure time product, does 

an extended 30-day window cause 

direct substitution effects on 

consumption?

Yes No

What proportion of 
Excluded from 

� Consistent with our assumption that a 30-day catch-up window does not lead 

to an increase in total TV viewing, we have assessed where the BBC’s 

incremental viewed hours between days 8-30 come from

– Our zero-sum game approach is arguably a conservative assumption, as 

there may be scope for iPlayer viewers to increase their overall allocation 

of leisure time to TV viewing as a result of a longer catch-up window.

– However, while we think it credible that a 30-day iPlayer window may 

result in market expansion in catch-up consumption, we do not believe 

that it would cause an overall increase in TV viewing (and therefore 

substitute for other non-TV leisure activities)

Approach to identifying substitutable viewing 

Informed by assumptions on 

page 18 – as a result, viewing 

via linear channels, PVRs, 

catch-up, archive VOD, pay-

VOD and DVD are assumed to 

be substitutable by a 30-day 

window
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What proportion of 

consumption in this 

window is directly 

substitutable?

Excluded from 

analysis (e.g., short-

form content)

Namely, who and 

what does it affect?

For example: within 

the linear window, is 

viewing of BBC 

channels the only 

affected consumption 

– and within this, are 

all hours potentially 

substitutable, or only 

consumption of 

repeats?

When all relevant 

consumption is 

aggregated, this 

generates a total 

“pot” of 

substitutable 

viewed hours

� In seeking to identify the source of the BBC’s incremental viewed hours, we 

structured our analysis to determine which elements of TV consumption are 

potentially substitutable by additional catch-up viewing

� Our approach is set out opposite, and our assumptions are detailed in the 

following pages – informed by our evaluation of the evidence laid out in the 

earlier sections of this report

� In effect, we have sought to identify the total number of viewed hours that 

are potentially substitutable, and to determine their relative contribution 

over time



We have assessed how the additional viewed hours secured by the BBC will cause substitution effects on the 

BBC and other players in other TV windows...

� We have identified which windows (and 

which subsets of consumption within 

relevant windows) are potentially 

substitutable by incremental catch-up 

viewing in days 8-30

� This has been informed by the primary 

and secondary evidence we have 

reviewed and our approach to 

identifying relevant products (see pages 

14-15)

Substitutable windows for 30-day on-demand viewing

Service Proportion of consumption that is 

substitutable

Key assumptions

Linear viewing � Incremental BBC catch-up viewing 

substitutes for the viewing of broadcast 

repeats on BBC channels

� We estimate the BBC’s channel portfolio secures a 

viewing share of 33-34% of total linear viewed hours in 

the model period

� Repeats represent approximately 22% of the BBC’s 

viewed hours

Time-shifted

viewing

� Incremental BBC catch-up viewing 

substitutes for watching of recorded 

BBC content on PVRs

� BBC time-shifted viewing assumed to reflect BBC’s share 

of linear hours

Catch-up: days 

1-7

� Greater availability of BBC content 

between days 8-30 reduces iPlayer 

� BBC’s share of 7-day catch-up consumption (net of 

series stacking) is 41% in 2018, equivalent to 3.5bn 
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� We have assumed that certain 

substitution effects only affect the 

consumption of BBC content in certain 

windows, as set out in the table 

opposite

Catch-up: days 

1-7 between days 8-30 reduces iPlayer 

consumption during days 1-7

series stacking) is 41% in 2018, equivalent to 3.5bn 

viewed hours

Catch-up: days 

8-30

� New BBC viewing between days 8-30 

migrates share from non-BBC players to 

the BBC during this window

� Third-parties secure 100% of 30-day window under the 

counter-factual – securing 1.3bn viewed hours by 2018

Archive VOD 

(>30-days)

� Greater availability of free catch-up 

content sates demand for VOD content 

in later windows (among all players)

� Archive VOD generates 1bn viewed hours by 2018, split 

between BBC (36%) and other (64%)

Pay-VOD � Greater availability of free catch-up 

content reduces purchase of pay-VOD 

content among all players

� Pay-VOD viewing generates 413m viewed hours by 

2018, generating £530m of revenues, split between BBC 

(9%) and other (91%)

DVD � Greater availability of BBC content 

reduces purchase and consumption of 

BBC DVD content– i.e., sates some 

forced demand

� BBC assumed to secure 8.5% of total DVD viewed hours 

(TV series only) – DVDs played 3x year, average length at 

1.5hrs

� Only DVDs that coincide with the initial transmission are 

affected, assumed to 65% of DVD purchases

Source: Mediatique

Any consumption changes arising from a 30-day window will only affect those homes with access to on-demand services – as a result, non-VOD services (linear 

and DVD viewing) have been adjusted by the total number of VOD-enabled homes. We have assumed a universal overlap of PVR homes and access to VOD



We have allocated each relevant window’s share of substitution based on their contribution to overall viewed 

hours...

� Our identification of the products that are affected by a 30-day window 

allows us to isolate a total pot of substitutable viewed hours

� ...this identifies every viewing hour that is potentially substitutable by the 

BBC’s incremental catch-up hours – in effect, it identifies the inputs that each 

viewer might process in their decision to substitute catch-up between days 8-

30 for consumption in another window

� This also determines the proportion of such viewing by window type – for 

example, substitutable PVR viewing represents 32% of the total pie of 

substitutable viewing in 2013

Service Share of

substitution: 2013

Share of

substitution: 2018

Linear viewing 49% 31%

Time-shifted viewing 32% 26%

Catch-up: days 1-7 10% 24%

Catch-up: days 8-30 3% 9%

Archive VOD (>30-days) 3% 7%

Pay-VOD 2% 3%

DVD 1% <1%

Share of substitution effects, by window
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For example, each incremental hour of BBC catch-up viewing will take 5 minutes from 

other VOD portals in the 8-30-day window (i.e., 9%) and 15 minutes (i.e., 26%) from 

PVR viewing in 2018 – these are based on our aggregation of substitutable viewed 

hours on page 26

� This approach saves us from making individual micro assumptions on the 

specific impact of 30-day viewing on each window

� Indeed, available evidence can confirm the existence of substitution effects, 

but it remains challenging to isolate the scale of substitution effects to each of 

these windows, as there are few benchmarks that can inform the precise 

relationship between the catch-up window and other windows on a window-

by-window basis

� ...this is compounded by the relatively small-scale of on-demand consumption 

currently, coupled with the continuing bias of self-reporting in survey data

� As a result, we have determined the scale of substitution on each window 

according to their contribution to the total pie of substitutable viewing –

namely, that each incremental hour of BBC catch-up viewing will take 19 

minutes (i.e., 32%) from PVR viewing in 2013 (using the example above)

DVD 1% <1%

Total 100% 100%

Source: Mediatique

Share of substitution refers to the proportion of the BBC’s incremental hours are 

taken from each service. This varies over time in line with changing audience 

behaviour

These assumptions have the appearance of exactness, and therefore being potentially 

spurious in an analysis of this nature. However, by seeking to replicate an individual’s 

consumption pattern of substitutable products in this manner, we think our approach 

is relatively robust – indeed, these assumptions only seek to define the proportionate

burden of incremental catch-up viewing



We have determined the impact of a 30-day window on the viewed hours of each relevant substitutable 

product – with the impact on total TV viewing (across all windows) consistent with a zero-sum game approach...

� Our approach has assumed that the BBC’s 30-day 

viewing will not lead to an overall increase in total 

TV viewed hours

� As such, the BBC’s incremental viewed hours take 

viewed hours from other substitutable products, 

reducing the overall amount of hours accruing to 

consumption within the substitutable product 

category

� For example, the BBC takes 172m viewed hours 

from its own linear channels representing 0.3% of 

Impact of 30-day window on consumption of relevant substitutable product (2018, m viewed hrs)

Service Counter-factual

viewed hours: 

2018

Base-case viewed 

hours: 2018

Change in 

viewed hours*

% change in 

viewed hours

Linear viewing 64,392 64,221 -172 -0.3%

Time-shifted viewing 11,211 11,067 -144 -1.3%

Catch-up: days 1-7 8,259 8,123 -136 -1.7%

Catch-up: days 8-30 1,359 1,869 +511 27.3%

Archive VOD (>30-days) 1,069 1,027 -41 -4.0%
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from its own linear channels representing 0.3% of 

all linear viewing 

� In addition, the BBC’s 30-day window increases 

the 8-30-day catch-up window by 511m viewed 

hours, although takes 136m viewed hours from 

iPlayer viewing between days 1-7 – resulting in a 

net market expansion of 375m catch-up viewed 

hours 

Archive VOD (>30-days) 1,069 1,027 -41 -4.0%

Pay-VOD 413 397 -16 -4.0%

DVD 698 697 -1 -0.2%

Total TV hours 87,401 87,401 0 0.0%

Total catch-up consumption 9,617 9,993 +375 3.8%

Source: Mediatique

Viewed hours refer to total hours within the relevant windows – i.e., linear viewed hours of 64,392m refer to total viewing of all linear channels

* Change in viewed hours as a result of the change to 30-days

Outputs assume abolition of series stacking



Catch-up: 8-30

We have determined the impact of a 30-day window on the total viewed hours, market share and revenues of 

the BBC and third-parties in each relevant window...

Impact of 30-days on BBC and third-parties (2018, viewed hrs, £m) 

Linear viewing

PVR viewing

Catch-up: 1-7

� Viewers switch <1% of their viewing of BBC channels to iPlayer 

� No impact on total viewed hours to third-parties, although 

commercial share of total viewing increases

� Viewers switch <1% of their viewing of recorded BBC content to 

iPlayer. No change in viewed hours of third-party recorded 

content, although increase in commercial share of time-shifting

� Viewers delay some viewing of iPlayer in the 7-day window to the 

30-day window. Decline in total size of 7-day window, resulting in 

share gains to third-parties

� Viewers transfer some of their viewing on non-BBC on-demand 

BBC: hrs 3rd party: hrsImpact summary

-172m

BBC SoV: 33.0% (33.2%)

-144m

BBC SoV: 32.3 % (33.2%)

-136m

BBC SoV: 41.5% (42.4%)

+563m

0

3rd party SoV: 67% (66.8%)

0

3rd party SoV: 67.7% (66.8% )

0

3rd party SoV: 58.5% (57.6%)

-53m

3rd party: £

No change*

No change*

No change*

-£4.0m

Figures in brackets refer to 

share in counter-factual
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Catch-up: 8-30

Further detail on catch-up 

consumption overleaf...

Total:**

Archive VOD

Pay-VOD

DVD

� Viewers transfer some of their viewing on non-BBC on-demand 

viewing to iPlayer. Market expansion of 30-day window mitigates 

impact on third-parties, although they suffer loss of market share

� Sum of 1-7 and 8-30 days impacts

� Migration of viewed hours from archive window to 30-day 

window – affects third-parties (in proportion to their overall share 

of archive VOD consumption)

� Viewers replace the purchase/consumption of pay-VOD with 

freely available content on iPlayer – affects third-parties (in 

proportion to their overall share of pay-VOD consumption)

� Viewers replace purchase/consumption of BBC DVDs with viewing 

on iPlayer. No impact on third-parties

+563m

BBC SoV: 30.1% (0%)

+427m

BBC SoV: 39.3% (36.4%)

+111m hours

-53m

3rd party SoV: 69.9% (100%)

-53m

3rd party SoV: 60.7% (63.6%)

-26m

(no change in share)

-15m

(no change in share)

No change

-94m hours 

-£4.0m

(<4% of consumption)

-£4.0m

(<4% of consumption)

-£2.0m

(<3% of consumption)

-£15.9m 

(<4% of consumption)

No change

-£21.9mSource: Mediatique. ** All effects exclude impact on BBC Worldwide

* No revenue impact assumed as a result of share enhancement, although in practice, this 

displays an improvement (albeit marginal) in the overall health of commercial broadcasters. 

Outputs assume abolition of series stacking Equivalent to 0.1% of total 

market TV viewed hours

The difference 

between BBC 

and 3rd party 

hours (17m) is 

accounted for by 

the impact on 

BBC Worldwide

Total catch-up 



We estimate that an extension of the iPlayer window to 30-days will increase the BBC’s share of total catch-up 

consumption by 3% points in 2018...

BBC vs. other share of catch-up consumption, by window: 2018

41%
31% 39%

59%
69% 61%

0%

20%

40%

60%

80%

100%

7-day 30-day Total catch-

up

Other

BBC

Counter-factual Base-case
� An extended iPlayer window leads to net increase in 

scale of total catch-up consumption by 2018

� We forecast that the BBC actually loses share in the 

7-day window as some viewing is delayed beyond 

day-8

� The BBC’s share of 30-day window increases to 31% -

this is net of the impact of market expansion as a 

result of the BBC’s entry into this window

� Overall, the BBC boosts its share of total catch-up 

42%

0%

36%

58%

100%

64%

0%

20%

40%

60%

80%

100%

7-day 30-day Total catch-

up

Other

BBC
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� Overall, the BBC boosts its share of total catch-up 

consumption from 36% to 39%, with third-parties 

suffering a fall of 3 market share percentage points

� ...this market share erosion is equivalent to £4.0m of 

advertising revenues by 2018*

� These revenue impacts – cumulatively equal to to 

0.7% of total catch-up revenues over the model 

period – are likely to be fragmented among all non-

BBC players, including ITV, Channel 4, Channel 5, Sky 

and others

Source: Mediatique

* We have used advertising revenues as the metric for determining revenue impact for commercial VOD players as the primary revenue

model for the main catch-up players (ITV, Channel 4 and Channel 5) is advertising. In practice, some VOD operators secure carriage fees from 

platform operators in exchange for access to catch-up services (typically bundled with broader carriage agreements)

Outputs assume abolition of series stacking

These outcomes represent net market shares after accounting for market expansion and substitution effects as a result of the 30-day 

window; as a result, these share outcomes differ from those on page 24 which are based on gross outcomes (before the effect of market 

expansion)

Revenue impairment on third-parties’ catch-up revenues (£m) 

-0.4
-0.9

-1.5
-2.1

-3.0

-4.0

-6 

-4 

-2 

-

2013 2014 2015 2016 2017 2018

Total cumulative revenue 

impairment: £11.9m = 3.2% of 

30-day catch-up revenues and 0.7% 

of total catch-up revenues



We have sensitised the key assumption of BBC’s share of catch-up between days 8-30 in order to highlight the 

potential range of impact on the BBC and 3rd parties...

� A cornerstone of our analysis is an assumption that the BBC is able to 

replicate its share of catch-up viewing between days 0-7 into an extended 

window from 8-30-days

� ...as a result, we have assumed that the BBC secures a (gross) share of 

viewing between days 8-30 of 41%

� We have sensitised this key assumption – as illustrated opposite – to 

determine the variation of impact on viewed hours and revenues for the 

BBC and 3rd parties 

� By way of example, were the BBC to secure a read-across market share from 

Impact of 30-day window, by scenario (change in viewing/£m)

BBC share of catch-up 

viewing between days 

8-30 (2018)

Change in 

BBC: hrs

Change in 3rd

party: hrs

Change in 3rd

party: £

33%* +89m -75m -£17.6m

36%** +98m -82m -£19.3m

38% +102m -86m -£20.1m

41% (base-case) +111m -94m -£21.9m
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� By way of example, were the BBC to secure a read-across market share from 

its linear channels in the 8-30-day catch-up window (i.e., 33%), the impact 

on the BBC and 3rd parties would be 20% less than the base-case – with an 

incremental 89m viewed hours migrating to the BBC as a result of an 

extended window

41% (base-case) +111m -94m -£21.9m

Source: Mediatique

* 33% represents direct read-across from BBC’s linear share in the counter-factual

** 36% represents BBC’s share of total catch-up consumption in the counter-factual

Outputs assume abolition of series stacking

All figures exclude BBC Worldwide: the difference between BBC and 3rd party hours in all 

scenarios is accounted for by the impact on BBC Worldwide



We have assessed the potential for upstream effects on distribution and content economics as a result of a 30-

day window...

� The proposed changes to the BBC’s on-demand permissions do impose additional requirements on broadband to deliver  additional 

on-demand viewed hours. We estimate that the proposed change leads to a 4% increase in the scale of catch-up consumption, 

although this is unlikely to represent a material change in broadband consumption

� Broadband connection speeds and download caps continue to increase, driven in part by significant investment by BT in upgrading its 

network to fibre, and additionally by investments in content delivery networks by content aggregators themselves. Indeed, any

incremental broadband costs are likely to be met by the BBC itself (via investments in content delivery networks) which would lead 

to direct financial benefits for these CDN suppliers and would not lead to higher payments by consumers themselves (via higher 

broadband subscriptions)

� The proposed changes to the BBC’s content windows will be applied consistently to all versions of iPlayer across all relevant

Overview of potential upstream effects

Greater iPlayer 

consumption will have a 

marginal effect on 

distribution economics...

Competition dynamics in 
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� The proposed changes to the BBC’s content windows will be applied consistently to all versions of iPlayer across all relevant

platforms, in line with the BBC’s syndication guidelines. As a result, we do not believe that the BBC’s proposed change to a 30-day 

window will have a distortive effect on competition between platform operators and ISPs

� Indeed, it might be that, with increased convergence and shifting consumer demand towards triple-play services, pay-TV providers

may benefit from improved take-up/lower churn as a 30-day window offers them a deeper range of content to be made available on 

their platforms

� A key concern raised by third parties with Ofcom’s 2006 MIA on iPlayer was the scope for the BBC to overpay for content rights 

leading to general rights inflation by establishing benchmark values that commercial providers would be unable to match

� However, market benchmarks already exist for content rights costs in the extended 30-day catch-up window, as ITV, Channel 4 and 

Channel 5 all have terms for 30-day catch-up rights within the terms of trade with PACT members. We understand that the BBC’s 

terms with PACT in relation to 30-days are consistent with those of ITV and Channel 4; as a result, it is unlikely that a 30-day window 

will have inflationary implications for the content supply market. Indeed, we suggest that the entry of new players such as Netflix 

and LoveFilm will affect content supply relationships on a more fundamental basis (all captured within the counter-factual)

� Furthermore, it would not be in the BBC’s interests to ensure that a policy change resulted in an inflationary environment for rights. 

In any event, we also note that PACT members are ultimately likely to secure a financial benefit from the BBC in return for granting 

the BBC a longer catch-up window

Competition dynamics in 

the platform market are 

relatively immune to a 

windowing change

Content economics and 

relationships are unlikely 

to be shaped by a 30-day 

window
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Key findings from our analysis ...

Summary of impact of proposed changes to BBC on-demand permissions

� Viewers are increasingly evincing preferences for on-demand  long-form TV content at a time when the BBC remains the only PSB with a 7-day 

window. In an increasingly connected world, this results in a range of potentially sub-optimal viewing choices from the BBC across a range of 

distribution windows. There is widespread support among iPlayer users for an extended 30-day catch-up window (notably compared to series 

stacking)

� Any change in windowing strategy by the BBC (or any VOD provider) is unlikely to lead to a change in the overall consumption of TV viewing. We 

do suggest, however, that this zero-sum game assumption only holds at the macro level, and a shift to 30-days will cause multiple changes in 

the size and share of constituent consumption in substitutable products, including catch-up consumption

� A removal of series stacking is likely to have a limited impact on overall iPlayer consumption (accounting for only 2% of total iPlayer viewed 

hours currently) – its removal may also help to clarify the availability of on-demand content, by bringing the BBC in line with other PSBs

On-demand users 

are increasingly 

content-

hungry...and 

content windows 

are increasingly 

inter-related

A 30-day window 

will cause a 
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� A shift to 30-days will allow the BBC to normalise its distribution of total on-demand viewed hours. Incremental catch-up viewing secured by the 

BBC in the 30-day window will lead to a migration of viewed hours away from linear TV, PVR viewing, iPlayer viewing in the 7-day catch-up 

window, non-BBC viewing in the 30-day catch up window, post-30-day VOD, pay-VOD and DVD consumption

� Consumption and survey data can confirm the existence of substitution effects, but it remains challenging to isolate the scale of substitution 

effects on relevant windows, as there are few benchmarks that can inform the precise relationship between the catch-up window and other 

windows on a window-by-window basis. As a result, we have determined the scale of substitution of a 30-day window on each relevant window 

according to their contribution to the total pie of substitutable viewing

� A shift to a 30-day catch-up window would see a migration of 111m viewed hours to the BBC from non-BBC players in 2018 (with total TV 

viewed hours remaining constant) – this is equivalent to only 0.1% of total market viewed hours, and only 0.4% of total BBC viewed hours

� The BBC’s share of catch-up consumption in 2018 would expand from 36% under the counter-factual to 39% with a 30-day window; the implied 

revenue impact of lost catch-up share among non-BBC players is £4.0m in 2018 

� The total revenue impact on 3rd parties across all windows is £21.9m in 2018 (split among commercial catch-up, archive-VOD and pay-VOD). 

This impact will be spread across a range of existing players and potential new entrants – particularly as on-demand windows mature

will cause a 

migration of 

viewing from 

numerous windows 

to the BBC

The ultimate 

impact on the TV 

market is relatively 

modest – although 

the BBC will 

increase its share 

relative to third-

parties
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Conclusions

Appendices

This appendix includes further clarification of our approach to determining 

the scope of substitution effects. We also include an illustration of our key 

outputs in the base-case scenario

The remainder of this appendix includes further details on the sources used 

to inform our analysis, and a detailed breakdown of the key assumptions in 

our modelling (including reference to third-party or consensus 

forecasts/estimates, where appropriate)



We have identified those products/services/windows that are likely to be affected by a change in BBC’s on-demand 

permissions – our approach is consistent with previous studies by Ofcom and the Competition Commission

� We have sought to identify the 

broad range of services that are 

potentially affected by a shift in the 

iPlayer window to 30-days

� At the same time, we have sought 

to ensure that the parameters of 

our analysis are practical and do not 

assess unnecessarily distant 

constraints

� In order to achieve this, we have 

Determining relevant substitutable products

Product/service Rationale for relevance or exclusion Likely impact

Consumption of 

long-form TV

� Comprises multiple products, the dynamics of which are common to VOD consumption 

(e.g., consumer preferences, device ownership, enablement) – includes linear viewing, 

PVR viewing, video-on-demand (including catch-up and download-to-own) and the 

viewing of DVDs

Directly

substitutable by 

catch-up viewing

Consumption of 

short-form TV

� Selection and viewing of short-form videos (on YouTube and other aggregation sites) is 

subject to different dynamics to professionally produced long-form content – rooted in 

social networks, social recommendation, music, user-generated content, ‘snacking’ and 

multi-tasking

Outside scope of 

market impact

Radio/audio 

listening

� Audio and video subject to different demand dynamics, including on-the-move and 

background listening – limited evidence of substitution, particularly for on-demand 

consumption: our base-case hypotheses is for no impact from 30-day window*

Outside scope of 

market impact
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� In order to achieve this, we have 

identified the specific 

product/demand characteristics of 

the proposed service (i.e., the 

functionality of iPlayer) and applied 

these characteristics to identify a 

range of potential candidate 

substitute products/services with 

one or more overlapping product 

characteristics

� We have sought to ensure that our 

approach is consistent with the 

Competition Commission’s findings 

on Project Kangaroo (2009) and 

with Ofcom’s market impact 

assessment on iPlayer (2006)

listening
consumption: our base-case hypotheses is for no impact from 30-day window*

market impact

Social networking
� Unlikely to be evidence of substitutive effect of VOD consumption on Facebook usage etc. 

– our base-case hypotheses is for no impact from 30-day window

Outside scope of 

market impact

Other leisure 

activities

� Includes media activities (e.g., gaming, newspapers, other online) and broader leisure 

activities (i.e., anything captured during non-working hours)

� All claims on leisure time face ultimate time constraints. At the margins, all claims are to 

some extent substitutable, but relationships among them are unpredictable and 

impractical to model

Outside scope of 

market impact

“We found that short-form and user-generated content is not a good substitute for long-form, high-quality professionally-produced TV VOD content. The 

viewer experience for short-form content is very different from that of long-form TV content. Clips are much shorter in duration than TV programmes; the 

content is not usually similar to premium TV content; and the production quality is often relatively poor, particularly for user-generated content”

“The majority of third parties told us that there was a distinction between TV and film content. Virgin Media told us that, in its view, viewers distinguished 

clearly between the decision to watch a film and the decision to watch a TV programme. It said that most TV VOD consumption was of programmes that were 

shorter than films and pointed to the different charging structures for film content, which, in its view, indicated that consumers had a different willingness to 

pay” Competition Commission, report on Project Kangaroo, 2009

* This is consistent with previous analysis from the Competition Commission and Office of Fair Trading which have consistently found radio to be in 

a separate market from TV in light of different product characteristics



Our analysis has been informed by a range of primary and secondary sources. A combination of these sources 

were used to develop and test our hypotheses on substitution effects among TV products...

Key secondary sources

� BBC – Pulse survey data (iPlayer content availability windows, July 2013)

� British Screen Advisory Council – annual reports, policy papers, business 

briefings (2009, 2010, 2011, 2012)

� British Video Association – press releases, BVA Yearbook (2010, 2011)

� BSkyB – annual reports, primary sources

� BT – annual reports, shareholder presentations

� Channel 4 – annual reports, primary sources

� Competition Commission – A report on the anticipated joint venture between 

BBC Worldwide Limited, Channel Four Television Corporation and  ITV plc 

relating to the video on demand sector (2009)

� Deloitte – Perspectives  on the UK television sector (2012; including survey 

results from GfK/YouGov)

� Enders Analysis – General and PSB viewing trends (2013), proprietary research 

� We have held confidential discussions with a number of commercial content 

owners, broadcasters and service providers in the course of our analysis

� We have also had access to a range of BBC documents and data, including 

monthly iPlayer performance reports and Pulse survey data. We have 

spoken to BBC personnel from relevant business areas including strategy, 

policy, rights and BBC Worldwide

� We have also sought to ensure that our approach is consistent with the 

BBC’s analysis of catch-up windows and series stacking on radio

� We have also reviewed a significant amount of survey data and material 
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� Enders Analysis – General and PSB viewing trends (2013), proprietary research 

reports

� Essential Research  – On-demand services: understanding consumer choices 

(2012)

� ITV – annual reports, primary sources

� Kantar – press releases

� Nielsen – press releases, research data

� NDS – Market trends in HD & VOD television (2010)

� Ofcom – BBC new on-demand proposals: market impact assessment (2006), 

Ofcom media literacy tracker (2012), Communications market reports (2010, 

2011, 2012) – including relevant survey data:* See 

http://stakeholders.ofcom.org.uk/binaries/research/811898/Full_Chart_Pack.pdf)

� Olswang – Convergence Survey (2009, 2010, 2011)

� Oxford Economics – More than a support act: the true value of video 

entertainment in the UK (2011)

� Thinkbox – public announcements, research data

� Value Partners – Report on the impact of Canvas on pay-VOD services (2009)

� Virgin Media – annual reports, shareholder presentations

� We have also reviewed a significant amount of survey data and material 

from secondary sources – listed opposite

� We have worked with Nicola Floyd Consulting throughout our analysis to 

inform our overall approach, our assumptions and our evaluation of the 

policy and regulatory context



Our model of catch-up consumption has been informed by a review of data and benchmarks from a wide range 

of platforms and on-demand portals in the UK and internationally...

Sources of evidence informing our catch-up forecasts

We reviewed in 

detail a number of 

benchmarks to 

inform our 

forecasts of catch-

up consumption

� We reviewed multiple data sources relating to on-demand consumption and metrics, from both publicly-available data (via press releases, 

annual reports and discussion documents) and proprietary data (via stakeholder interviews and other primary sources)

� We have listed the main sources of evidence below. Where possible, these benchmarks were reconciled with our listed secondary sources

A combination of these sources allowed us to 

triangulate:

- Proportion of on-demand homes that 

regularly use catch-up and on-demand 

services

- Frequency of on-demand use among active 

homes, by device

- Patterns of on-demand consumption 

following primary transmission/broadcast

- Patterns of demand for free vs. pay 
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We also referred to 

our in-house 

forecasts, and 

those of other 

leading analysts, to 

inform our 

forecasts

� We referenced our in-house forecasts of the TV landscape to inform many of the assumptions in this report, including:

– Forecasts of primary set penetration by platform

– Forecasts of non-linear enablement (e.g., PVR penetration, connected TV penetration, mobile/tablet penetration)

– Revenue forecasts (including on-demand advertising revenues, DVD revenues)

� Our forecasts are updated regularly to reflect the release of consumption data in nascent windows. Our forecasts are frequently 

referenced by key stakeholders including the BBC, Ofcom and DCMS

� Where possible, we checked our forecasts and model outputs against consensus forecasts from a range of other analysts including Enders 

Analysis, Screen Digest, 3 Reasons and Oliver & Ohlbaum. The key areas of peer review related to: device penetration, broadband 

penetration, VOD-enabled TV homes, share of TV viewing (linear vs. on-demand vs. time-shifted), on-demand revenues and BBC viewing 

shares

- Patterns of demand for free vs. pay 

consumption of on-demand content



We have forecast total on-demand consumption across four key categories: 7-day catch-up, catch-up between 

day-8-30, archive-VOD and download-to-own...

Total on-demand consumption (viewed hours, m)

679 

879 

1,101 

1,359 

553 

707 

876 

1,069 

303 

355 

413 
Pay-VOD

Archive-VOD

8-30-day

�We have analysed on-demand consumption across four categories: 7-day 

catch-up, 8-30-day catch up, archive-VOD (>31-days) and download-to-own

� These categories are all rooted in our assumptions of VOD-enabled 

homes/devices, activity rates and frequency of on-demand use

�Our metric of viewed hours is determined by the duration of on-demand 

views (weighted by platform) and the number of people watching each on-

demand programme (weighted by platform)

�Viewed hours are not currently tracked by the BBC – which tracks total 

Currently 2.5% 

of all TV viewing 

(see page 44)
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1,486 1,890 

3,241 
4,294 

5,488 

6,780 

8,259 

220 
291 

505 

679 

416 

2012 2013 2014 2015 2016 2017 2018

8-30-day

7-day

�Viewed hours are not currently tracked by the BBC – which tracks total 

requests and average duration per request (although the BBC does apply 

assumptions in order to establish the share of total viewing that is non-

linear)

� ...we have forecast viewed hours as this more properly reflects the scale of 

overall audience engagement with BBC content; it also allows us a consistent 

basis on which to compare on-demand viewing with linear and time-shifted 

viewing (both of which are measured by BARB on the basis of hours viewed)

�Our definition of pay-VOD includes all discrete paid-for content; this 

therefore includes downloads from iTunes and Sky Store, and micro-

payment services from ITV Player. This would therefore include paid-for 

downloads from the launch of the recently announced BBC Store
Further detail on these 

assumptions is set out on page 42

Source: Mediatique

Some figures have been removed for 

presentational reasons



Our estimates of the BBC’s share of catch-up consumption are based on our triangulation of multiple data 

sources (including varying amounts of consumption data from other on-demand portals)...

BBC share of on-demand consumption (viewed hours, m)

� There is currently no standard metric of on-demand viewing share tracked 

by BARB or any other measurement organisation. Deriving market share 

information is also complicated by the differential availability of on-

demand portals on certain platforms in recent years

�Our estimates of on-demand share are based our bottom-up analysis of 

the BBC’s viewed hours, compared against data from the other PSBs (i.e., 

ITV Player, 4OD, Demand 5) and other on-demand portals – this has 

included a comparison of  reported numbers of 

requests/views/duration/engagement (where available) on a monthly 

basis for the major players. We have also gathered evidence from 

42% 40% 39% 39% 38% 37% 36%

BBC share includes consumption from day-0 to day-30 following broadcast, and includes 

all series stacking (including content that is consumed after a 30-day window). BBC 

assumed to have the same share within the archive-VOD market
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basis for the major players. We have also gathered evidence from 

platform operators on a confidential basis to corroborate our findings

�Our assumptions of viewing share trends over time reflect our hypothesis 

that on-demand viewing shares will normalise in line with underlying 

linear shares – more information on our on-demand share outputs are set 

out in the relevant sections of this report

Source: Mediatique

2012 2013 2014 2015 2016 2017 2018

BBC share of 

pay-VOD market 

(2013-18)

8.5%
“In Decipher’s recent Mediabug survey, over a third 

(36%) of internet-enabled set-top box users claim to 

access the BBC iPlayer service, followed by ITV Player 

with 25% and 4oD and Demand Five with 17% and 15% 

claimed access respectively” 

Ofcom, Communications Market Report 2013

“According to comScore MMX data, BBC iPlayer remains 

the most popular TV catch-up service, having attracted 

7.6 million unique visitors in April 2013, in comparison to 

4oD’s 2.8 million and Demand5’s 0.4 million. ITV Player 

figures were not available for this analysis” 

Ofcom, Communications Market Report 2013

This is informed by BBC 

Worldwide data, and our 

forecasts of the total pay-

VOD market. BBC’s 

modest share reflects the 

primacy of premium paid-

for content within the 

pay-VOD market



Our on-demand forecasts are based on a number of assumptions for enablement (VOD-enabled platforms and 

devices), activity (frequency and duration of on-demand use) and other relevant metrics...

VOD-enabled 

homes/devices (yr end)

2012 2013 2014 2015 2016 2017 2018

Online1 20.5 21.7 22.9 24.1 24.6 25.0 25.2

Connected DTT2 0.7 0.8 1.0 1.1 1.2 1.3 1.4

DTT 2.0 homes3 0.9 1.5 2.1 2.7 3.2 3.4 3.7

Freesat 0.0 0.1 0.1 0.2 0.2 0.2 0.3

Virgin Media 3.8 3.8 3.8 3.9 3.9 3.9 4.0

Sky 2.8 3.8 4.9 6.0 6.7 7.3 8.1

Consoles 12.9 13.3 13.7 14.1 14.5 14.9 15.3

Tablets 6.8 9.9 12.9 16.0 19.1 22.2 25.3

Mobiles4 31.6 39.3 47.2 49.4 51.6 53.3 54.4

% of enabled 

homes/devices 

actively using on-

demand (2012)

Online: 40%

TV: 50-70%*

Mobile: 5%

Tablet: 20%

On-demand analysis assumptions

% of enabled 

homes/devices  

actively using on-

demand (2018)

Online: 70%

TV: 65-85%*

Mobile: 20%

Tablet: 50%

Index of people 

viewing together

Online: 1.2x

TV: 1.5x

* Varies by platform (e.g., 

historically higher for Virgin 

Media vs connected TVs)
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Mobiles4 31.6 39.3 47.2 49.4 51.6 53.3 54.4

Average length of 

on-demand 

request

Inventory (market 

average)

Free-VOD assumptions/metrics FTA-VOD assumptions/metrics

CPT (market 

average)

Online: 24 mins

TV: 27 mins

Mobile: 12 mins

Tablet: 18 mins

Ad sell-out 

rate*: 70%

Ads per hr of 

on-demand**: 

6

2012: £20

2018: £17

Average hrs per 

week of on-

demand 

watched*

Online: 1.9

TV: 1.0-3.0**

Mobile: 0.3

Tablet: 1.0

viewing together
Mobile: 1.0x

Tablet: 1.2x

* Within enabled and active home

** Varies by platform (e.g., 

historically higher for Virgin Media 

vs. connected TVs)

Source: Mediatique
1 Broadband homes; 2 Connected TV sets with a DTT tuner (e.g., Samsung SMART TV); 3 Includes YouView 

and BT Vision (i.e., managed platforms); 4 Smartphones only

* % of available inventory that is 

actually sold

** number of 30-sec equivalents per 

hour of on-demand content

Our activity/frequency assumptions track VOD consumption within enabled homes and on enabled 

devices across individuals; they therefore capture differential consumption patterns among 

demographic groups. The migration of behaviours among younger demographics into the 

mainstream is captured by our broad assumption on increasing on-demand activity over time



Our current assumption of on-demand consumption by platform varies with those of Ofcom and the BBC –

although this reflects methodological differences with our chosen metric...

Total on-demand consumption, by platform (viewed hours, m): Mediatique vs. Ofcom vs. BBC

47% 44% 2% 5% 2%

PC TV Consoles Tablets Mobile

Ofcom: 38%

BBC: 41%

Ofcom: 42% (incl. consoles)

BBC: 20%

Ofcom: 9%

BBC: 17%

Ofcom: 12%

BBC: 17%

Ofcom: n/a

BBC: 5%

We have compared estimates of on-

demand consumption by platform 

from Mediatique, Ofcom and the BBC

Definitions vary, however: 

� Mediatique: share of viewed hours (all 

players), by platform – 2013 ytd

� Ofcom: share of requests (all players), by 

platform – H2 2012

� BBC: share of requests (iPlayer only), by 

platform – January 2013
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� Our estimate of on-demand consumption by platform is more heavily weighted towards PC and TV than Ofcom’s or the BBC’s metrics would suggest. 

However, these differences are largely the result of differences in methodology, rather than differences of opinion:

– Ofcom’s definition of TV includes consoles, whereas ours are presented separately

– The BBC concedes in its monthly report that January 2013 figures may be biased due to the preceding festive period and a spike in tablet sales in 

December 2011. in addition, the BBC’s metrics refer to iPlayer only

– Ofcom’s and the BBC’s share of long-form VOD is based on the number of requested (Ofcom uses the term “initiated”) long-form content streams, 

whereas our chosen metric is viewed hours. By definition, we suggest that this will weight platform shares more heavily towards TV (where more than one 

person is likely to be watching at any one time) and PC (where the average duration of an on-demand view is longer than that of mobile/tablet) and 

weighted less towards mobile and tablets (where durations are shorter and consumption is typically undertaken by an individual on his or her own)

– All our results agree and reflect the trend towards a greater share of on-demand viewing that takes place on mobile devices

Sources: 

� Ofcom – Communications Market Report 2013

� BBC – BBC iPlayer monthly performance report 

January 2013



Our estimates of total TV viewing are consistent with other estimates in the market...

Share of TV viewed hours (linear, time-shifted, on-demand, %)

88% 86% 83% 81% 79% 77% 74%

9% 10%
11%

12%
13%

13%
13%

1% 2% 2% 3% 3% 3%
4%

3% 4% 5% 6% 7%

1% 2% 2%

Mobile video

TV-VOD

PC-VOD
“...many people are using video-on-demand services, but the 

majority are viewing less often and for shorter periods than 

watching linear TV. This is backed up by BBC statistics, which 

show that BBC iPlayer, the most-used TV catch-up service in the 

“Despite...growth in device/service take-up, live television 

remains the main way of watching programmes...the total 

proportion of time-shifted* viewing remains low, increasing 

from 2% in 2007 to 10% in 2012”  Ofcom, Communications 

Market Report 2013 (*Ofcom uses BARB definition which includes PVR 

viewing and catch-up within 7-days of broadcast only)
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83% 81% 79% 77% 74%

2012 2013 2014 2015 2016 2017 2018

PVR

Linear

Source: Mediatique. Some figures have been removed for presentational reasons

Linear refers to watching of scheduled broadcast channels 

PVR refers to watching of recorded content on a time-shifted basis

PC-VOD refers to on-demand consumption (of, e.g., iPlayer) via a desktop or laptop computer

TV-VOD refers to on-demand consumption via a connected TV set (including managed platforms such as Sky or Virgin Media)

Mobile refers to on-demand consumption via a smartphone or a tablet

Figures in this graph exclude DVD consumption

show that BBC iPlayer, the most-used TV catch-up service in the 

UK, accounts for about 2% of BBC programming consumed in 

the UK” Ofcom, Communications Market Report 2013

“89.9% of linear TV in 2012 was watched live, as it was 

broadcast. In households that own DTRs, 84.4% of linear TV was 

watched live compared to 84.7% in 2011. The level of time-

shifting has been very stable since the first DTRs were released 

ten years ago” Thinkbox, 2013

“Among [our] key projections for 2020...80% of all video 

viewing will consist of live and PVR timeshift of linear schedule 

content to the TV set” Enders Analysis, General and PSB viewing 

trends 2013



We provide below an overview of other key assumptions informing our analysis...

Linear viewing assumptions

DVD average 

length (TV + 

movies)

1.5hrs

DVD viewing assumptions

Viewing index (# 

views per 

purchased DVD)

3x views per 

year

BBC share (of TV 

series on DVD)

2012: 5.5%

2018: 5.2%

TV series share of 

total DVD viewed 

hours (vs. movies)

30%

TV hours watched 

per day 

(average)*

4.0 hrs

BBC linear share 

(all channels)**

2012: 33.6%

2018: 33.2%

UK individuals 

(>4yrs)

2012: 51.9m

2018: 52.9m

* Before accounting for cannibalisation effect of PVR/VOD

Repeats 

contribution to 

total BBC viewing

22%
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Scale of viewing 

that is 

incremental to 

linear viewing*

Online: medium

TV: low

Mobile: high

Tablet: high

* Refers to PVR and on-demand viewing on these platforms – e.g., 

on-demand consumption on a VOD-enabled TV set is more likely to 

substitute for linear viewing in a counter-factual case than on-

demand viewing on a mobile (which is likely to be incremental to 

the core 4 hours of daily TV viewing)

** “Among DVR owners, levels of use have remained remarkably 

stable over the past five years” Ofcom Communications Market 

Report 2013

PVR viewing assumptions

* Before accounting for cannibalisation effect of PVR/VOD

** Viewing share for individuals 4+

PVR homes (% of 

UK homes)

2012: 54%

2018: 76%

Time-shifted 

viewing as % of 

total viewing (PVR 

homes only)**

2012: 18%

2018: 19%

Average length of 

pay-VOD content

Pay-VOD assumptions/metrics

Online: 40 mins

TV: 40 mins

Mobile: 15 mins

Tablet: 20 mins

Average price of 

pay-VOD content
99p

Pay-VOD includes DTO, DTR and micro-

payments

Revenues are stated net of VAT (at 20%)



A summary of the key modelling outputs is set out below...

Counter-factual 2012 2013 2014 2015 2016 2017 2018

Linear viewed hours

BBC viewed hours 23,560 23,318 22,771 22,361 22,010 21,740 21,376 

Total viewed hours 70,120 69,489 68,038 66,996 66,122 65,312 64,392 

BBC share 33.6% 33.6% 33.5% 33.4% 33.3% 33.3% 33.2%

PVR viewed hours

BBC PVR hours 2,511 2,790 3,113 3,374 3,518 3,625 3,722 

Total PVR hours 7,473 8,314 9,301 10,109 10,570 10,890 11,211 

BBC share 33.6% 33.6% 33.5% 33.4% 33.3% 33.3% 33.2%

Catch-up viewed hours: BBC

Days 1-7 716 872 1,472 1,918 2,410 2,927 3,503 

Days 8-30 - - - - - - -

Total 716 872 1,472 1,918 2,410 2,927 3,503 

Base case 2012 2013 2014 2015 2016 2017 2018

Linear viewed hours

BBC viewed hours 23,560 23,253 22,674 22,243 21,873 21,585 21,204 

BBC share 33.6% 33.5% 33.4% 33.3% 33.1% 33.1% 33.0%

BBC loss of share points 0% 0.1% 0.1% 0.1% 0.1% 0.2% 0.2%

PVR viewed hours

BBC PVR hours 2,511 2,747 3,044 3,285 3,411 3,499 3,578 

BBC share 33.6% 33.2% 33.0% 32.8% 32.6% 32.5% 32.3%

BBC loss of share points 0% 0.3% 0.5% 0.6% 0.7% 0.8% 0.9%

Catch-up viewed hours: BBC

Days 1-7 716 859 1,439 1,868 2,337 2,826 3,368 

Days 8-30 - 131 224 296 378 465 563 

Total 716 990 1,663 2,164 2,714 3,290 3,931 

Key outputs: counter-factual (m viewed hours, % share) Key outputs: base case (m viewed hours, % share)

No change from counter-factual in 2012. Base case 

assumes that proposed changes occur in 2013

Counter-factual based on outcome before abolition 

of series stacking and extended 30-day window; base 

case stated after both these changes
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Total 716 872 1,472 1,918 2,410 2,927 3,503 

BBC share: days 1-7 48.2% 46.2% 45.4% 44.7% 43.9% 43.2% 42.4%

BBC share: days 8-30 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%

BBC share: total 42.0% 40.0% 39.3% 38.6% 37.9% 37.1% 36.4%

Catch-up viewed hours: 3rd party

Days 1-7 769 1,017 1,769 2,376 3,077 3,853 4,755 

Days 8-30 220 291 505 679 879 1,101 1,359 

Total 989 1,308 2,275 3,055 3,957 4,954 6,114 

Other share: days 1-7 51.8% 53.8% 54.6% 55.3% 56.1% 56.8% 57.6%

Other share: days 8-30 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0%

Other share: total 58.0% 60.0% 60.7% 61.4% 62.1% 62.9% 63.6%

Archive VOD viewed hours*

BBC archive VOD viewed hours 80 97 164 213 268 325 389 

Other archive VOD viewed hours 110 145 253 339 440 550 679 

Pay-VOD viewed hours*

BBC pay-VOD viewed hours 6 11 17 21 26 30 35 

Other pay-VOD viewed hours 105 140 185 229 277 325 378 

DVD viewed hours*

BBC DVD viewed hours 42 37 34 38 37 37 36 

Total 716 990 1,663 2,164 2,714 3,290 3,931 

BBC share: days 1-7 48.2% 45.8% 44.9% 44.0% 43.2% 42.3% 41.5%

BBC share: days 8-30 0.0% 31.4% 31.2% 31.0% 30.7% 30.4% 30.1%

BBC share: total 42.0% 43.2% 42.4% 41.6% 40.9% 40.1% 39.3%

Catch-up viewed hours: 3rd party

Days 1-7 769 1,017 1,769 2,376 3,077 3,853 4,755 

Days 8-30 220 286 494 661 852 1,063 1,306 

Total 989 1,304 2,263 3,037 3,930 4,915 6,061 

Other share: days 1-7 51.8% 54.2% 55.1% 56.0% 56.8% 57.7% 58.5%

Other share: days 8-30 100.0% 68.6% 68.8% 69.0% 69.3% 69.6% 69.9%

Other share: total 58.0% 56.8% 57.6% 58.4% 59.1% 59.9% 60.7%

Archive VOD viewed hours*

BBC archive VOD migrated hours 0 1 4 6 8 11 15 

Other archive VOD migrated hours 0 2 6 9 13 19 26 

Pay-VOD viewed hours*

BBC pay-VOD migrated hours 0 0 0 1 1 1 1 

Other pay-VOD migrated hours 0 2 4 6 8 11 15 

DVD viewed hours*

BBC DVD migrated hours 0 0 1 1 1 1 1 

Source: Mediatique. *Content is available from the BBC on a commercial basis in these windows
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