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Room 211,   
35 Marylebone High Street,   
London W1U 4AA  
  
  
20th December 2007   
  
  
 Dear Mr Kroll  

Response to Review of bbc.co.uk  

The British Internet Publishers Alliance (BIPA) was formed in December 1998, 
representing the interests of a wide range of internet publishers. BIPA’s key purpose 
is to press for the establishment of a fair and transparent regulatory environment in 
which internet publishing may flourish and which allows a wide diversity of entrants 
to this market on a fair competitive basis. As we have stated in previous 
submissions, we view the BBC Trust as a partner is achieving this key purpose with 
regard to the impact the BBC online services may have on the private sector.  

The outcome and any recommendations resulting from the current review of the 
BBC’s online service will affect BIPA members directly as this is the area of the 
BBC’s activities which impinge most directly on our commercial viability. The first 
part of our response is directed at the three main areas at 2.2 on page 5 where you 
say you are seeking responses:  

 1. How is the bbc.co.uk performing against the terms of its Service Licence? 

 3. Should the Service Licence for bbc.co.uk be developed or changed in any 
way?  

2. Does the Service Licence provide an effective basis of the Trust to hold 
bbc.co.uk to account?  
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In answer to questions 2 and 3 at 2.2 we would first refer you to our submission 
of April 2007 where in summary we stated: 

 BBC TV output merited nine separate  licences (BBC 1, BBC News 
24, CBeebies etc);  Radio a further sixteen  licences ( Radio 4, BBC 
7 etc);  yet the Internet - the area of major expansion over the last 
decade, only merited two licences. One of these, BBC Jam, is 
currently suspended following complaints from the private sector. 
The other, for bbc.co.uk, fails to provide commercial operators with 
sufficient certainty as to the services’ parameters; and it fails to 
secure for the Trust sufficient solid ground from which to fulfil its 
duties to licence fee payers under the terms of the Charter and 
Agreement.  

 Notwithstanding their basis in existing services, the draft licences 
are seriously lacking in detail.  They provide no detailed budgets; 
they exclude operational and marketing costs; they give no 
prognoses of likely future costs; there are no transparent estimates 
of their impact on other services and there is no indication of how 
Licence Fee revenues will be applied over the next decade.    

 These omissions in aggregate prevent the creation of any degree of 
transparency which the new constitutional arrangements are 
expected to provide for the BBC’s licence fee payers and 
competitors alike.  They fail to provide an adequately detailed base 
from which the Trust will be able to make sound, independent, 
impartial and transparent judgement of the impact of the online 
services both as they are now, and as they develop in time. 

 No Finance Director in the commercial sector would deny his/her 
Board the detailed budgets and projections, including operational 
and marketing costs, necessary to supervise the business.  
Although the Trust has no operational responsibilities, it is hard see 
how it can know if the Licence Fee is being properly, efficiently and 
fairly applied without a proper level of detail in the Service 
Licences.  

 It is our considered view that, in order to function successfully, the 
Trust must be in possession of – and be seen to be in possession 
of, sufficient detail to hold the management to account.    Without 
this ability and the BBC Trust will fail to meet its obligations and 
expectations. 

 It follows that the Service Licences must be clear, specific, 
comprehensive and form a solid basis for control and 
accountability. An absence of sufficient clarity in Licences might 
already be creating some of the behaviour we object to – for 
instance “should be available to any internet enabled device”, 
“should enable users to find BBC content in the way they want it, 
when they want it, on whatever platform or device they choose” 
encourages the BBC to be promiscuous in its licensing and deals. 
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As you will see in the Annexes to this letter, we have attempted to 
draft a more qualified version which makes the interests of Licence 
Fee payers central in the licence and creates a better balance with 
the interests of other stakeholders. 

 This example also reinforces the need for separate licences 
because news, for example, arguably ought to be more “universal” 
in terms of availability than, say, music reviews 

We stand by our original suggested remedy therefore, of dividing the current 
bbc.co.uk into more realistic sections, comprehensible to the private sector and 
at the same time giving the Trust better data against which to judge delivery of 
public purposes and key characteristics. In our submission of April we made a 
baseline suggestion which we would now amplify to the following list, requiring 
separate Service Licences: 

 News  
 Sport  
 TV programme support   
 Radio programme support  
 Nations and regions 
 Music 
 Lifestyle 
 Education (depending on fall out post-Jam etc) 
 Social Networking 
 Mobile and 
 iPlayer 

Each of these licences should carry with it detailed budgets to include operational 
and marketing costs in order to provide meaningful criteria for proper 
assessment.  

As an indication of what we would expect, we have drafted two Service Licences 
by way of example: one for news and one for sport. These are attached at 
Annexes 1 and 2.  Given that the Trust has always made it clear that they regard 
a Service as one which the audience sees as being distinct from others, we have 
followed this logic with which we wholeheartedly agree, in defining our list set out 
above. Achieving maximum value for money – oft quoted by the BBC as a crucial 
objective, by using BBC material created for other media as a primary resource is 
key, as well as taking a frequent look at the competitive landscape and 
withdrawing services which are no longer distinctive or are well served by the 
commercial sector. 

In relation to question 1 at para 2.2, we continue to believe that the current 
Service Licence provides an inadequate basis on which to judge performance. 
However, we would make the following observations in relation to the questions 
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posed at 1.3 – Scope of the Review, focusing on duplication, distinctiveness and 
linking: 

1. Post Graf, bbc.co.uk continues to duplicate and therefore compete with 
the private sector on many fronts, some of which might be justified as part 
of a core service, but only if subject to proper, detailed and separate 
Service Licences as set out above. In addition there continue to be areas 
of the website which are difficult to justify as they directly ape the private 
sector where very strong commercial content is available, while barely 
contributing to core public purposes. For example: film and music reviews, 
youth (slink), celebrity, health and parenting.  

 
2. Instead of duplicating, the BBC should link out to established commercial 

brands although linking does not in itself solve the underlying problem of 
market dominance. Our own data suggests that the percentage of traffic 
derived from existing linking policies, or through linkages and/or 
recommendations to named sites, is not statistically significant. Curiously 
there are no linkages to sites in markets where particular content 
publishers are own as experts or market leaders in particular areas.  

 
3. This leads us to question the existing linking policy and management 

thereof, as well as the current arrangement with Moreover. It is our 
understanding that the BBC, in response to Graf, entered into a 
commercial arrangement with Moreover Technologies. Looking at news 
content specifically, Moreover have supplied the BBC News website with a 
product called Newstracker (http://news.bbc.co.uk/1/hi/help/3676692.stm), 
a service that automatically and with no editorial input from BBC personnel 
displays links to external news stories that are relevant to a BBC story.   
 
However, looking at the BBC News website it is apparent that this seems 
only to work occasionally, randomly and infrequently. Links are included 
only infrequently on news stories, and no links appear to be provided on 
any platform other than the web (mobile for example).  
 

 
 

 
 

 
 

 
 

  
 
Of course it’s impossible to understand the cause and effect without 
understanding the arrangement in more detail, but it is clear that the 
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arrangement raises serious issues which have gone unaddressed by the 
BBC. For example, today (17th December) there is a story on the BBC 
news site which explicitly follows up a Sunday Times story. However it 
doesn’t link to their original story but instead gives links to a number of 
government websites as well as seven previous BBC stories. 
http://news.bbc.co.uk/1/hi/uk politics/7147715.stm.  
 
Therefore we would ask you to supply to us more detail of the 
arrangement between the BBC and Moreover including: 

 
 the date on which the arrangement was entered into  
 the tender process by which Moreover was selected as a supplier 
 details of other suppliers who participated in the tender 
 the criteria by which Moreover were selected as the winning bidders 
 any changes made to the arrangement since it was agreed 
 the commercial terms, including fees, agreed between the BBC and 

Moreover 
 the nature of the material supplied by Moreover to the BBC and details 

of how such material is processed by the BBC 
 any other contractual terms agreed between the BBC and Moreover 

including those related to copyright and warranties 
 the number of links to external news sites published on BBC News 

stories per day, over the lifetime of the relationship to date 
 the number of times the stories containing these links have been 

viewed on the BBC website 
 the number of times links have been clicked on the BBC website 

 
4. Regarding Mobile, we have the following comments. 
 

 As the mobile space still operates as walled gardens, with the 
phone operators controlling what content appears on their portals, 
there should be parity of opportunity for commercial entities and the 
BBC and no favoured treatment through and with Mobile operator 
portals. The possibility of preferential treatment for the BBC would 
render the mobile channel impossible to distribute through or 
operate in commercially.  

 The mobile phone operators get BBC news and sport for free. This 
makes it difficult or impossible to interest them in paid-for content, 
even though mobile access is directly revenue generating for 
mobile phone operators. A similar practice has been noted via the 
Wifi service The Cloud where BBC content is available to non-
paying customers, another example of their dominance when freed 
from normal commercial constraints and accountability. 

 Because of the presence of the free content from the BBC, private 
sector companies cannot package content for sale on mobile. 
Instead they are left with models of sharing ad revenues with the 
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mobile phone companies but with the BBC getting such a large 
proportion of the traffic; it makes it hard for the private sector to 
negotiate worthwhile agreements with mobile phone operators on a 
basis of sharing ad revenues.   

 The BBC is always high up the deck positioning which means that 
commercial content providers struggle to appear above the BBC. 

 The mobile phone operators require us to meet their style 
guidelines and to format our content in a certain way. They also 
require us to insert a navigation button that returns the customer to 
their home page. However these onerous requirements have not 
been applied to the BBC. 

 BBC worldwide has started selling entertainment clips from 
programmes such as Dr Who on mobile, thereby creating a 
revenue stream from public service content on mobile via their 
commercial platform. This causes further distortions of competition 
with the private sector. 

 BBC Worldwide has recently acquired the Lonely Planet assets. 
Already the BBC is using Lonely Planet to put travel content on 
bbc.com as well as through its new on-demand content service and 
social networking offerings. We would ask you to investigate 
whether the BBC intends building vertical market channels on 
bbc.co.uk through cross-provision of content through the BBC sites 
which would distort competition. 

 
I hope that these views are helpful in your review of the bbc.co.uk service. If a 
meeting with several of our members would be useful to provide further input 
please do not hesitate to contact me. 

Yours sincerely 

 

Hugo Drayton 

Chairman 

Annexes 1 and 2 attached. 
 
Members of the BIPA: Associated Northcliffe Digital, EMAP, Guardian Media 
Group, Independent News and Media (UK) Ltd, IPC Media, News International 
Ltd., Sky Interactive, Telegraph Group,  RadioCentre, Trinity Mirror.
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ITN 
12 December 2007 

Sir Michael Lyons 

Chairman 

BBC Trust 

Dear Sir Michael, 

Response to bbc.co.uk consultation 

I am writing in response to the Trust’s bbc.co.uk consultation.  ITN very much 
welcomes the Trust’s objectives, which are to ensure the BBC operates in a fair and 
transparent way so as not to distort or foreclose existing or new markets for 
commercial operators.  

Fundamentally, ITN wants to ensure that there is a vibrant, pluralistic and 
competitive marketplace in all aspects of developing media. In other words, that 
there is room for commercial operators to provide services as well as the BBC.  

In responding to this consultation we have reiterated the key points we submitted 
for the Service Licence consultation in April 2007 as this feedback relates directly to 
the working of bbc.co.uk. We have sought to outline our key concerns surrounding 
the future development of bbc.co.uk rather than responding to general questions 
about the way the current services are performing (such as ‘To what extent does 
bbc.co.uk reflect and extend the range of BBC’s broadcast services?’ Or ‘To what extent 
does bbc.co.uk serves the BBC’s public purposes and, in particular, the citizenship and 
educational purposes?’).  While we understand the Trust’s obligation to measure the 
efficacy of the current site, we want to focus our attention on the further 
development of bbc.co.uk. 

Service Licence 
ITN is convinced that the development of the publicly funded bbc.co.uk can only be 
managed effectively if there is significant change to the service licence regime that 
governs it.  It is anomalous that BBC TV merits nine separate  licences (BBC 1, BBC 
News 24, CBeebies etc), BBC radio merits a further sixteen  licences ( Radio 4, BBC 
7 etc), yet bbc.co.uk - the most significant area of major expansion over the last 
decade, only merits two licences. Given the breadth and reach of bbc.co.uk this is 
inadequate and fails to provide commercial operators with enough certainty as to 
the services’ parameters. It also fails to provide an adequate framework for the Trust 
to fulfil its supervisory duties to licence fee payers under the terms of the Charter. 

Consequently ITN believes the Trust should split the BBC’s online activities into 
separate, measurable licences, with remits and budgets against each, in order to 
capture fully the activities and effects of bbc.co.uk in a range of different sectors. 

Each separate Service Licence should reflect the main characteristics of the service, 
so that there would be one online service licence for news, another for education, a 
third for sport, a fourth for the nations and regions, etc. 
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In addition, we believe that there should be a separate Service Licence for mobile to 
reflect the significant difference between mobile and broadband platforms. Mobile 
users pay for content whereas online the same content, especially in the area of 
news, is generally free to the end user, funded either via the licence fee in the case of 
the BBC or via advertising revenues.   

A further point is that there is nothing in the bbc.co.uk Service Licence which sets 
out terms for trials and pilots.  These are often used by the BBC with the 
justification that they are needed to ascertain the future value of a service.  Trials – 
particularly when they are a year long - affect competition in the rapidly developing 
new media marketplace in the same way as a full service.  We have registered with 
the Trust ITN’s concerns about the impact on ITN’s mobile phone revenues since 
BBC News 24 was launched as a year-long “pilot” on most mobile platforms earlier 
this year. We believe the duration – a 12-month period – to be unjustifiable and 
bound to cause serious distortion in what is still a fragile market.  For these reasons 
we believe there is a need to specify procedures – and costs- for trials in new 
licences relating to bbc.co.uk operations. 

ITN is also concerned that despite assurances in the Service Licence consultation 
document (p 16) that the BBC Executive should only be able to experiment with and 
pilot new approaches on a “temporary or small scale basis”, trials of this sort do not 
require a separate Service Licence as the content is not “bespoke”.  We do not 
think this is a valid criterion given the impact on commercial competitors from 
directing existing content onto new platforms.  

To offer specifics about ITN’s experience, since the launch of the BBC’s free BBC 
News 24 “pilot” on 3G phones, ITN’s made-for-mobile ITN News Channel on 
Vodafone has lost 75% of its audience and it has been removed altogether from the 
3 network.  Mobile phone users are certainly reluctant to pay for content but it is 
extremely difficult to establish other funding models, such as advertising, when the 
heavily funded BBC can occupy so much of the market in one fell swoop.  

Budgets 
With regard to budgets, the details in the bbc.co.uk Service Licence are basic and 
exclude operational costs and marketing expenditure, including funding for on-air 
trails (page 16-17 Service Licence consultation).  

Although the consultation document claims the Service Licence budgets are more 
fully costed than the figures quoted in the Annual Report, the fact that only a total 
budget is given, rather than a budget for each section of activity (e.g. news), makes 
any assessment meaningless. 

There are also no future cost projections, and no assessment given of how the 
service will differentiate from commercial services in the marketplace, i.e. its 
particular value as a licence fee funded service.   Although we appreciate that some 
figures may be market sensitive, this type of information would be critical to the 
running of any commercial enterprise.  

We would hope that more detail about the cost of a service can also be put into the 
Service Licences so that they can operate as a means of delivering greater 
transparency and accountability. In our view the Trust should find some way to 
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demonstrate publicly that it is holding the BBC management to account, both 
financially and as regards remit in the supervision of its licences. This is not 
happening with any degree of transparency in the area of the BBC’s multimedia 
activities, which are one of the few areas of the corporation earmarked for increased 
investment and expansion.  

Conclusion 
ITN recognises the quality and excellence of the BBC’s services. However, we have 
major objections to a fundamental market approach which appears to be that, in 
relation to emerging new media and technology, the BBC believes it has to be first 
to market and a market leader. By taking this aggressive stance, the BBC stifles 
competition and hinders the development of the kind of creative and innovative 
media businesses which are vital to the development of the UK economy and its 
global competitiveness.   

UK media and new technology companies have demonstrated an ability to emerge as 
world leaders. The BBC should be fostering the business environment in which this 
can happen, not imposing services which suffocate rivals and are financed by 
resources well beyond the dreams of most commercial operators.  In the mobile 
content space, there is a very real possibility that the BBC’s arrival has already had 
the effect of wrecking the economics of important parts of the mobile content 
business.  There is no doubt end-users are well served by a first-class service, but 
there is a risk that BBC will, in due course, be the sole supplier of video news on 
mobile phones. This can surely not be in the public interest.  

I would be happy to elaborate on the above points or provide any further 
information you may need. I hope you are able to take ITN’s views into account and 
that the Trust calls for significant changes to the bbc.co.uk Service Licence. 

 

Yours sincerely, 

 

 
Mark Wood 
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The Newspaper Society 
 

 

 

13th December 2007 

Response of the Newspaper Society to ‘Review of bbc.co.uk’ 

Public Consultation by the BBC Trust. 
The Newspaper Society (NS) represents the regional newspaper industry.  
Previously focused primarily on printed daily and weekly newspapers, the industry 
now comprises 1300 newspapers, 1100 websites, 750 magazines, 36 radio stations 
and two TV channels.  It also publishes many hundreds of smaller, tightly-targeted 
community newspapers supported by hyper-local websites.  Publishers have 
developed sophisticated databases enabling them to communicate with targeted 
sections of their readership via email and mobile text alerts as well as direct mail.   

The regional press faces fierce competition for the multimedia audience and 
advertising revenue based upon that audience, upon which its commercial viability 
depends.  The BBC is a significant competitor, which could distort local markets by 
both its licence fee funded services and its commercial activities.  The industry has 
expressed its concern about the BBC’s development of bbc.co.uk. The Newspaper 
Society submitted detailed evidence to the Graf Review. Subsequently, the NS and its 
members have been engaged in extensive discussions with the BBC Executive and 
the BBC Trust in respect of the BBC’s ultra-local ambitions, now centred upon its 
local radio station websites and development of broadband services.  

The BBC enjoys enormous discretion to develop its online activities, especially with 
the benefit of substantial public funds - a 2007/08 service budget of £74.2million -
under the wide terms of the BBC Charter and the six public purposes.  The 
bbc.co.uk draft purpose remit and service licence are currently designed to embrace 
and enable everything that the BBC already does.  Despite the incorporation of the 
Graf review recommendations, the licence tends to reflect rather than restrict the 
BBC’s online activities. 

The industry suggests that the BBC’s online activities should be more tightly 
regulated. 

Question 1b: To what extent is bbc.co.uk distinctive and innovative?  
Does it display the other content characteristics set out for it? 
The BBC Director-General has said that the BBC could not provide the depth of 
journalism and local services afforded by the regional press.   

Across a portfolio of media platforms, regional media companies already provide 
regional, local and hyper local news and features - even developing personalised 
services based on individual postcodes using geotagging services; regional, local and 
grassroots sports coverage; and a wide range of forums and services, all of which 
involve and connect their local communities.  Their multimedia services, including 
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websites, online services, are ever expanding.  Communities look to their local 
newspapers first as the source of local news and their websites enjoy a higher 
degree of trust than those of the BBC.  

Moreover, the BBC is already widely perceived to feed off the content which has 
first appeared on local and regional newspaper websites and in their print titles. It 
also often sources its staff from their companies.  

There therefore appears little justification for public funds to be expended upon the 
BBC’s duplication of the commercial sector’s regional, local and community media 
services. And there is scant justification for the BBC’s development of new regional, 
local and community services funded by the licence fee, which could distort nascent 
markets, by deterring commercial companies from entry, or fragment audiences to 
an extent which jeopardises the readership and advertising revenue of its 
commercial competitors. 

Question 1c: To what extent does bbc.co.uk reflect and extend the 
range of the BBC’s broadcast services? 
The industry believes that there cannot be any justification for extension of the 
range of the BBC’s local broadcast services by development of bbc.co.uk in 
competition with the commercial sector.  It is also opposed to any encouragement 
of the use of bbc.co.uk as yet another way of exploiting the BBC brand and cross-
promotion of its broadcast outlets or products and services associated from their 
output, to the detriment of the commercial sector.  In the past the BBC has 
accepted that its previous attempts to launch local newspapers, based on the local 
radio station and regional magazines, in competition with the commercial sector 
should not be sustained.  The BBC has no new arguments to justify any similar online 
activities.  

Question 1e: Does bbc.co.uk enable users to navigate and search 
easily and does it lead its users effectively beyond BBC content? 
There have been some developments on acknowledgement of other media as a 
result of discussions with the Newspaper Society, Graf review and Service licence 
proposals.  BBC local radio sites now include basic agreed links to newspapers’ 
websites.  

However, stronger controls are necessary.  For example, as a result of discussions 
with the Newspaper Society, the BBC Director-General has already had to state 
publicly that the BBC local websites will not take local classified advertising or link to 
entertainment listings and ticket purchase. 

Similarly, the BBC’s claims to ‘expand local democracy’ or forge closer links with 
local public sector bodies could well lead to diversion of public sector information 
from the local independent media to the BBC.  The public would be less well 
informed, given the loss of local editorial scrutiny and far greater effectiveness and 
targeted reach provided by regional and local newspapers and associated media 
platforms.  The local media could also be commercially adversely affected if public 
sector advertising revenue is lost as a result.  
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Question 2: Does the Service Licence provide an effective basis for 
the Trust to hold bbc.co.uk to account? 

Question 3: Should the Service Licence for bbc.co.uk be developed 
or changed in order to reflect changes to bbc.co.uk, its users’ needs 
and the online market? 
The Newspaper Society has previously outlined its views on these questions and we 
refer you to our previous discussions and the enclosed correspondence, (letter 
from, Newspaper Society  to  , BBC Trust of 16 May 2007; letter from   Newspaper 
Society to  , BBC Trust Unit of 22 March 2007). 

The BBC should be placed under far stronger obligations to avoid any risks of unfair 
advantage and any negative competitive effect of bbc.co.uk- and other BBC services- 
upon regional media companies’ existing commercial services and their development 
of future services across any media platform.  This would include revision of the 
wording of the purpose remit and service licence and scope to add in further 
prohibitions. 

The industry has now received assurances that the BBC’s revised ultra-local 
aspirations, based around development of local radio websites and broadband 
services, will require the BBC’s Trust approval and thereby trigger the public value 
test including the Ofcom/BBC market impact assessment.  We have yet to see 
whether the process will actually take into account the individuality of regional and 
local markets, local competitors and relevant time factors.  

The industry believes that the service licence needs to be changed as the BBC 
currently possesses considerable discretion to embark upon changes to its existing 
services without triggering the PVT or other reference to the Trust. Indeed some 
members already perceive some strengthening of some local radio websites in direct 
competition with their own services, or report that they have been informed by the 
local BBC radio station of its intentions to develop its staff resources and services.  
After all, the BBC could expend up to £7.42 million before the 10% budget 
expenditure would formally trigger the current approvals process.  Furthermore, 
such changes might not be readily detected by the Trust- the service is subject to an 
annual review only, conducted by the BBC management without independent 
oversight, and report to the Trust is apparently reliant upon their discretion and 
judgement.   

Even if controls are toughened, we understand that the Trust will not monitor the 
BBC’s day to day compliance. For observation and enforcement of the service 
licence, the Trust will be largely reliant upon the effectiveness of the BBC Executive’s 
training, policing, enforcement and control over the most local and far flung of its 
outlets and most junior of its staff.   The industry cannot yet be confident that this 
will provide adequate protection.  (BBC executives have clearly been unaware of 
some regional and local BBC initiatives until drawn to their attention by members. 
For example, one member recently noted how the BBC video player contained 
advertising in one piece of video on the bbc.co.uk site for three days, before the 
mistake was noticed and the advertising removed.) 
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The BBC management and BBC Trust might only be able to take retrospective 
action, too late to avoid commercial damage already done to the BBC’s regional and 
local media competitors.  The revised bbc.co.uk licence must therefore also entail 
effective systems which really can tightly control BBC local and regional activities. 
These should include the establishment of local procedures and consultation 
processes, which also take into account any external changes in the local and 
regional markets which affect the impact of the BBC upon the commercial sector. 
There must be BBC systems capable of monitoring both incremental developments 
and deliberate strategic changes undertaken by the BBC, at local and regional level. 
These must be capable of detecting any potential negative effects upon local 
commercial media organisations, ensuring that they are identified and prevented by 
the BBC before any further changes are made.  

The service licence controls must accommodate local modification or cessation of 
BBC activity, achieved by review, modification and withdrawal of approvals and swift 
local action by the BBC, to correct negative competitive effect upon the commercial 
sector in any particular region or locality.  

 We would be happy to arrange any meetings with our members to discuss these 
issues further if you would find it helpful. 
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PACT 

Response to BBC Trust’s review of bbc.co.uk 

 

December 2007 

Executive summary 
1) The BBC’s online service provides significant public value, contributing to the 

fulfilment of the BBC’s Charter in several areas. Online news and current affairs 
help sustain citizenship and civil society, while investment in educational content 
promotes formal and informal learning. And by driving understanding and use of 
the internet, bbc.co.uk has helped the BBC promote emerging communications. 
This is just to highlight three of the public purposes laid out in the BBC’s Charter 
Agreement.1 

2) Yet the way licence fee payers use the internet is evolving. More than two thirds 
of UK households have the internet. Since 2002, the amount of time the average 
person spends online has risen by 158%, to 36 minutes a day.2 And as 
penetration has increased, the demographics of consumption have changed. 
Women aged 18-34 are now the most active users of the internet by time spent, 
while the average active user over 65 spends more time online that any other 
age group.3  

3) We understand from the BBC that usage of bbc.co.uk continues to show strong 
growth. Visitors to bbc.co.uk rose from 12.9m in 2006 to 15.6 regular monthly 
users in 2007.4 

4) This growth creates both opportunities and challenges for bbc.co.uk. On the one 
hand, with an increasing amount of online services being developed by the 
commercial sector, bbc.co.uk runs a potentially greater risk of impacting on and 
stunting those developments. At the time of the BBC’s market impact 
assessment of bbc.co.uk in 2003, KMPG highlighted that any analysis could 
quickly become out of date: 

5) “It should be acknowledged that online markets are in their infancy and are 
developing fast. New sites will enter the market and new business models will 
develop. If the market for paid-for content expands then BBCi’s continued 

                                            
1  BBC Charter Agreement: An Agreement Between Her Majesty’s Secretary of State for Culture, 
Media and Sport and the British Broadcasting Corporation, page 2. 
2 The UK Communications Market 2007, Ofcom, page 79. 
3 Ibid, page 271. 
4 Annual report and accounts 2006/2007. 

 16



provision of free content might have a more significant impact. Of course, in such 
an innovative and fast-moving sector, it is difficult to make predictions about the 
future.”5 

6) As the online sector has clearly developed since then, and as the service licence 
requires bbc.co.uk to take into account “the risk of negative market impact,” a 
detailed analysis of market impact would seem necessary in ensuring that the 
service licence is being fulfilled.6 

7) This is not, however, a call for bbc.co.uk to necessarily be reined in. On the 
contrary: it is important that bbc.co.uk has a firm foundation from which to 
develop its future services without risking negative market impact, but the 
growth of the internet means that there is a huge potential for these new 
services to evolve. 

8) Online services are more important than ever to the BBC in delivering public 
value, and we welcome the inclusion of online services in the BBC’s new Charter 
Agreement as a way of reflecting this. We ask the BBC Trust to carefully 
monitor the future level of online use by the UK public – both in terms of their 
usage of the internet generally and BBC online services. If the public clearly 
wants an increased online provision by the BBC, the BBC should channel 
commensurate investment into bbc.co.uk, providing this does not risk undue 
market impact.  

9) We have therefore attempted in this paper to outline a strong vision for 
bbc.co.uk that is closely aligned to the BBC’s public purposes, but which, through 
innovative rights models and genuine creative competition between suppliers, is 
also a compelling and engaging proposition for licence fee payers. 

10) We have primarily focused on bbc.co.uk’s offering for learning. Providing an 
educational service should be central to bbc.co.uk, fulfilling one of the core public 
purposes of the BBC Charter. Furthermore, bbc.co.uk’s service licence states 
that, out of all the public services, “priority” should be given to educational 
purposes, alongside citizenship.7 

11) We suggest that the way forward is for a learning service for licence fee payers 
which, rather than being defined by some external reference (such as the 
curriculum or government policy), is defined by the public purposes of the BBC. 
This will also help fulfil the recommendations of the Graf report that the BBC 
focus more on its public purposes in order to avoid undue market impact. 

12) Thus the BBC’s contribution to the nation’s learning should offer the public a 
series of learning services designed to support Citizenship and Civil Society; 
Promote Education and Learning; Stimulate Creativity and Culture; Reflect the 
diversity of the UK and its communities; and link and present the UK to the 
world. Learning should be a central aspect of delivering these public purposes - 
not a separate issue. 

                                            
5 Market Impact Assessment of BBC’s Online Services, KMPG, page ii. 
6 Bbc.co.uk service licence, page 1. 
7 Ibid. 
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13) We will provide a more detailed set of proposals in due course, but our initial 
suggestions on executing this vision include bbc.co.uk adopting an open rights 
model for learning. This offers an innovative and distinctive way for the BBC to 
engage licence fee payers directly.  

14) Additionally, the BBC Trust might consider whether the level of commissioning 
from external sources should be increased for learning content. We suggest this 
following the successful contribution by external content suppliers in the learning 
genre to BBC Jam, which commissioned 50% of content from external sources. 
Content created by external suppliers was amongst the most innovative and 
engaging learning materials made for BBC Jam. 

15) Highlighting the capacity of the external supply sector, BBC Jam’s estimated 
annual spend on external content of £15m is nearly three times bbc.co.uk’s 
spend of £5.5m on content production in all genres, according to figures supplied 
to us by the BBC for the year ending March 2007.8 

16) We therefore suggest that a floor of 50% be introduced for the amount of 
learning content commissioned from external suppliers, bringing bbc.co.uk into 
line with BBC Jam. Like Jam, this should be only for content, and exclude 
external services. In addition, as the scale of external suppliers’ successful 
provision of learning content for BBC Jam indicates, there may well be a capacity 
in the external sector to meet a significantly higher level of commissions. We 
therefore ask that, along with a 50% floor for external learning content, external 
suppliers be allowed to compete with each other and with BBC in-house for the 
remaining 50% of commissions in learning. 

17) We also ask the Trust to consider refocusing bbc.co.uk’s external spend 
requirement across the board, not just in learning. In Pact’s view, the original 
public purpose of the external quota has been watered down in recent years. 
The current external quota for bbc.co.uk, as it is defined in the service licence, is 
quite different from that outlined in the Secretary of State’s Report of the 
Independent Review of BBC online, led by Philip Graf. At the heart of the original 
proposed quota was the aim of encouraging creative competition for content. 
The report stated:   

"A higher level of contribution from external suppliers will promote the diversity, 
plurality and quality of content offered by BBC Online, and will help drive innovation 
and creativity, much as it has done in the TV sector."9 

18) The Graf report therefore called repeatedly and clearly for a 25% external quota 
for commissioning content – not services, as are included under the current 
quota. The rationale behind the Governors’ subsequent inclusion of services 
under the quota was that the online sector was relatively young. Whether or not 
this view was correct at the time, the online sector has expanded dramatically in 
the intervening years, and we do not consider this argument relevant today. 

                                            
8 Total external spend in the end-to-end production and small-scale production categories was £5.5m 
for year to March 2007, according to a BBC breakdown detailed in this submission in response to 
question 1, page 8. 
9 Report of the independent review of BBC Online, Philip Graf for DCMS, page 77. 
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19) However, our main concern with the way the quota operates in practice today is 
that the inclusion of services creates a grey area. As a result, a significant amount 
of external spend is going on outsourcing what is in Pact’s view purely technical 
or operational work, such as chat-room moderation, and is still counted under 
the quota. 

20) The primary reason behind Graf’s call for a quota for external content – 
stimulating the creative competition that can deliver more innovative, more 
imaginative and more varied ideas for the licence fee payer – is therefore being 
lost. The £5.5m that bbc.co.uk spends on external content production (end-to-
end and small-scale production) amounts to just 10% of bbc.co.uk’s total eligible 
investment of £58.5m, and less than a third of total external spending. Spending 
on content production has become a distant second to that on services. 

21) Unless BBC management can adequately clarify the nature of this spending, we 
are forced to assume that bbc.co.uk is using the external quota to outsource a 
significant amount of routine technical and operational work. In this case, we 
would suggest that the external quota should be increased to 50% of qualifying 
spend. While this enhanced quota would continue to apply to content and 
services, the increased level of spend should ensure that the investment in truly 
creative activity, be it content production or “creative inputs” into services, 
would rise correspondingly. This would help ensure the external quota helps 
deliver the best, most innovative and most diverse ideas to the licence fee payer. 

22) In summary therefore our proposals are: 

• Market impact assessment 

• Re-focus learning on public purposes 

• Open rights model for learning content 

• 50% floor for learning content from external supplier following BBC Jam 
contribution; remaining 50% open to competition 

• Outside learning, external quota be extended to 50% for content and 
services 

23) We aim for these proposals to contribute to the BBC’s development of a clear 
and strong vision for bbc.co.uk that marries public purposes with creativity, 
innovation and plurality. 

Introduction: the indies 
1) Pact is the trade association that represents the commercial interests of the 

independent production sector. We have more than 700 member companies 
across the entire UK, involved in creating and distributing television, film and 
interactive content. 

2) The independent production sector is growing rapidly. The sector generated 
£1.69 billion in television-related revenue in 2006, up by 12% on 2005.10 

                                            
10 2007 Independent Production Census, page 6. 
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3) In addition to their growing economic role, independent production companies 
have made a valuable contribution to the range and diversity of programming that 
is on offer to the UK public. By offering an alternative source of content to 
broadcasters’ in-house production departments and to imports, the independent 
sector ensures diversity of supply in programming. 

4) Pact members are involved both in interactive and online content that is related 
to television programming and that is wholly independent of broadcasting. 
Endemol UK’s Big Brother is an example of the former, a truly cross platform 
property, with dedicated online and mobile content services. 

5) Other Pact members working primarily in television are also creating content 
that is wholly for online, while others have little television-related activity but 
specialise in stand-alone new media content production - primarily for the 
internet but also for other interactive formats and mobile. 

6) Examples of their work include Illumina Digital’s interactive, web-based soap 
opera Wannabes for the BBC and Stagework, Illumina’s broadband service for 
the National Theatre. Another member, Cimex, designed and built youth 
website, need2know, which was nominated as Best Government Web Site of 
2006 for the leading international honour, The Webby Awards. 

7) Other Pact members include the award winning multiplatform agency Preloaded, 
who recently won two gold’s at the world renowned W3 awards for their MTV 
ME project, and Bafta award winning Somethin’else, who are the UK’s largest 
independent radio producer as well as a TV production company. 

Question 1: How does bbc.co.uk currently perform against the 
commitments made in its service licence?  

Diluting the external quota  
1) Stimulating creativity and cultural excellence is one of six public purposes of the 

BBC under the Charter, and bbc.co.uk has strong role to play in this regard. We 
welcome, for example, the BBC and Pact’s recent new media rights framework. 
This is the first step towards helping interactive content producers build 
sustainable businesses, allowing companies to move from a cost plus business 
model to a more IP licensing driven model, and means the BBC is leading the way 
in creating a secondary market in interactive content. 

2) In the context of bbc.co.uk’s service licence, however, we are concerned that 
one of the core benefits to the licence fee payer of the 25% external quota – 
fostering the best, most innovative and imaginative ideas - has been watered 
down over recent years. 

3) The Secretary of State’s Report of the Independent Review of BBC online, led by 
Philip Graf, first proposed an external quota for BBC online. It called repeatedly 
and clearly for a 25% external quota for commissioning content. At the heart of 
the proposed quota was the aim of encouraging creative competition for 
content, and in so doing promoting the plurality and innovation that would 
deliver the best, most diverse content for the licence fee payer. The report 
stated: 
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"A higher level of contribution from external suppliers will promote the diversity, 
plurality and quality of content offered by BBC Online, and will help drive innovation 
and creativity, much as it has done in the TV sector."11 

4) The BBC Governors accepted Graf’s recommendation. However, the Governors 
also argued that external spend should be applied slightly more widely and 
include “creative inputs” into services – such as editorial content, design and 
technical effort - along with more traditional, end-to-end commissions of 
content.12 

5) The BBC Governors’ rationale at the time for extending the external quota to 
services was that the online sector was young compared to television and radio, 
without the industry standards of television, and included many individual 
suppliers working on their own. 

6) In practice, the scope of the external quota now seems to extend to outsourcing 
purely technical or operational work, such as chat-room moderation. We have 
concerns over the nature of the majority of bbc.co.uk’s spend under the external 
quota, according to a breakdown given to us for year ending March 2007 by the 
BBC. 

Figure 1: Breakdown of bbc.co.uk external spend (year to March 2007):  

end-to-end production of
web content (£4.36m)
small scale production eg
Flash games (£1.148m)
rights, editorial
contributions (£2.256m)
website management, design,
build, operate (£332,000)
production skills and
capabilities (£3.84m)
ongoing operational services
(£5.354m)

Total: £17.29m 

7) Of the categories listed above, only the first two - end-to-end production and 
small-scale production - would seem to clearly deliver creative competition in 
terms of content. This means that content production accounts for just £5.5m of 
the total £17.29m external spend – less than a third. 

                                            
11 Report of the independent review of BBC Online, Philip Graf for DCMS, page 77. 
12 The Response by the Board of Governors of the BBC to the Secretary of State’s Review of 
bbc.co.uk conducted by Philip Graf, October 2004, page 16. 
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8) The third category, rights, may, in part at least, include licences for content 
related to imported shows, and therefore may not fully meet the Charter and 
the service licence’s commitment to playing “an important role as a leading 
provider of UK-originated and culturally-relevant online content.”13 It could also 
potentially encompass external rights to content for use by in-house 
departments. 

9) The next two categories – website management and production skills – include 
operational work, along with “creative inputs” from activities such as design. But 
our most serious concerns are to do with the final grouping, ongoing operational 
services, such as moderation services. These accounted for more than £5.3m out 
of a total external spend of £17.3m – representing nearly a third of total eligible 
spend and almost as much as the combined amount spent on end-to-end 
production of web content and small-scale production, such as Flash games. 

Genuine creative competition 
10) We therefore question whether significant amounts of spend under the external 

quota are genuinely providing the licence fee payer with a plurality of ideas, 
innovation and real creative competition and diversity. Outsourcing operation 
and technical work may contribute to benchmarking costs and growing the 
external online sector, which are of course valid uses of the licence fee. But we 
are concerned that the primary reason behind Graf’s call for a quota for external 
content – stimulating the creative competition that can deliver more innovative, 
imaginative and varied ideas for the licence fee payer – is being lost. 

11) It is worth pointing out that the £5.5m that bbc.co.uk spends on external content 
production (in the end-to-end and small-scale production categories previously 
listed in Figure 1) amounts to just 10% of bbc.co.uk’s total eligible investment of 
£58.5m, and less than a third of total spending under the external quota. 
Spending on content has become a distant second to that on services. 

12) As we mentioned above, the rationale behind the Governors’ inclusion of 
services under the quota was that the online sector was relatively young. 
Whether or not this argument was correct at the time, the online sector has 
expanded dramatically in the intervening years. In KMPG’s market impact 
assessment at the time of the Graf report, UK online advertising revenues were 
put at £197m per annum. In 2007, they are estimated to be worth £1.33 billion, a 
growth of more than 600%.14  

13) The external online content creation sector recently demonstrated the scale of 
its capacity by delivering content for a 50% external quota for BBC Jam (Digital 
Curriculum). Under its framework proposal for the Jam service, this quota was 
purely for content rather than services.15 That 50% amounted to an estimated 
spend of £45m over three years – on average, an annual investment of £15m in 
external learning content, three times that spent by bbc.co.uk on external 
content production in all genres (end-to-end and small-scale production). 

                                            
13 Bbc.co.uk service licence, 5.4, page 4. 
14 Internet Advertising Bureau. 
15 A Frame of Reference for the BBC’s proposal for a Digital Curriculum, page 5. 
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External suppliers went on to meet this quota successfully, providing BBC Jam 
with some of its most innovative content. 

14) We asked BBC Future Media & Technology for a detailed breakdown of the 
nature of the content and spend included in the external quota, but were refused 
further details of what is contained within the classifications listed above (we 
have sent the correspondence under separate cover).16 We would ask whether 
the Trust considers the reasons for not reporting this data that are outlined in 
the letter are satisfactory. In addition, we would like to request a comparative 
breakdown of in-house spending. This would help gauge the real level of 
competition between in-house and external suppliers in different areas. 

15) Unless BBC management can adequately clarify the nature of external spending, 
we are forced to assume that bbc.co.uk is using the external quota to outsource 
a significant amount of routine technical and operational work that represents 
little genuine creative competition – and absolutely no resemblance to Graf’s call 
for creative content. In this case, we would suggest that the external quota 
should be increased to 50% of qualifying spend. While this enhanced quota would 
continue to apply to content and services, the increased level of spend should 
ensure that the investment in truly creative activity, be it content creation or 
“creative inputs” into services, would rise correspondingly. 

Nations and regions 
16) It was argued in the Graf report that Nations and regions content might not be a 

priority as it tended to appeal to an older demographic that was not using the 
internet to the degree of younger age groups. But as internet penetration has 
increased, the demographics of consumption have changed: the average active 
user over 65 spends more time online that any other age group.17 

17) There may therefore be a case for increasing investment in content from outside 
London. The Graf report stated that Nations and regions content formed a 
significant part of the BBC’s online investment in 2003/04, accounting for £11.6m, 
one of the highest of all areas of investment after news and factual and learning. 

18) However this strong commitment is not reflected in bbc.co.uk’s recent spend on 
external content. According to the BBC’s supplier breakdown, commissions from 
companies in the nations amounted to just 28 – compared to 258 from English-
based suppliers and 153 from within the M25. 

19) This is a gross imbalance, and undermines bbc.co.uk’s ability to fully deliver its 
mandated goal of reflecting the UK’s nations, regions and communities under the 
service licence. With this in mind, we would suggest that such an imbalance 
cannot simply be ascribed to a supposed shortage of new media content creators 
based outside London without clear evidence. 

                                            
16 BBC Future Media & Technology correspondence to Pact, August 4 2007. Provided under separate 
cover.  
17 Communications Market 2007, Ofcom, page 271. 
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Question 2: Does the Service Licence provide an effective basis for 
the Trust to hold bbc.co.uk to account?    
1) As the Trust notes in its consultation paper, The Green Paper on the review of 

the BBC’s Charter in March 2005, calls for the service licence to provide clarity 
for all parties. 

2) We would argue that the service licence does not provide sufficient clarity as to 
the nature of the content and services included in the external quota. The 
Governors’ original response to the Graf report is also unclear on this point. It 
states that “creative inputs” to the production of web services can be included, 
citing “editorial content, design and technical effort.”18 We would suggest that 
this is ill-defined, and has opened the door for purely operational or technical 
activities to be included, rather than keeping a focus on creative innovation and 
plurality as was called for by Graf. 

Question 3: Should the Service Licence for bbc.co.uk be developed 
or changed in order to reflect changes to bbc.co.uk, its users’ needs 
and the online market? 

The changing market 
1) The online sector has developed dramatically since the Graf report. At the time, 

KMPG highlighted that any analysis conducted in 2003 could quickly become out 
of date: 

“It should be acknowledged that online markets are in their infancy and are 
developing fast. New sites will enter the market and new business models will 
develop. If the market for paid-for content expands then BBCi’s continued provision 
of free content might have a more significant impact. Of course, in such an 
innovative and fast-moving sector, it is difficult to make predictions about the 
future.”19 

2) This view was supported by the Governors’ response to Graf in 2004, which 
stated: 

“The Governors believe that the BBC must take particular care over the areas of 
online activity in which it invests because the internet is a developing medium; the 
respective roles of public and private investment are still not clear; the number of 
potential providers is increasing and the market impact of the BBC’s activities is 
particularly hard to identify.”20 

3) This was reinforced more recently by the Governors in their final annual report 
before the introduction of the Trust, where they pledged that the Trust would 
also carefully monitor any commercial impact: 

                                            
18 The Response by the Board of Governors of the BBC to the Secretary of State’s Review of 
bbc.co.uk conducted by Philip Graf, October 2004, page 16. 
19 Market Impact Assessment of BBC’s Online Services, KMPG, page ii. 
20 The Response by the Board of Governors of the BBC to the Secretary of State’s Review of 
bbc.co.uk conducted by Philip Graf, 2004, 2.2.4, page 12. 
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“We have made it clear that the Governors, and in future the Trust, will pay close 
attention to the BBC’s new media activities to ensure that the BBC operates in a 
way that does not inhibit UK entrepreneurial activity in this sector.”21 

4) The commercial online sector has clearly developed since the Graf report and 
KMPG conducted its analysis. Use of the internet in terms of time spent online 
has grown by 158% since 2002, according to Ofcom.22 New business models, 
such as video-on-demand, are emerging. At the time of KMPG’s market impact 
assessment, UK online advertising revenues were put at £197m per annum. In 
2007, they are estimated to be worth £1.33 billion, a growth of more than 
600%.23 

5) A detailed analysis of bbc.co.uk’s market impact would seem crucial in assessing 
whether the service licence is being fulfilled, as well as in delivering on the 
recommendations of the Graf report, and fulfilling the pledge of the BBC 
Governors in response to Graf. While we understand that the BBC Trust will 
only undertake a full Public Value Test, involving a Market Impact Assessment 
with Ofcom, in response to a proposal for a significant change to a service 
licence, we see no reason why the Trust might not consider commissioning an 
independent body to conduct a detailed assessment of bbc.co.uk’s effect on the 
commercial sector to inform its own service licence review. 

6) We would suggest that this impact assessment be conducted in 2008, which 
would be five years after the KMPG review. 

A new purpose for learning 
7) This is not, however, a call for bbc.co.uk to necessarily be reined in. The Graf 

report’s argument was that the bbc.co.uk should avoid the risk of negative 
market impact by focusing on delivering the public purposes of the Charter. It 
stated that: 

“The remit and the strategic objectives, which guide BBC Online, should be more 
clearly defined around public purposes.”24  

8) The growth of the internet in general gives bbc.co.uk an opportunity to develop 
new ways of delivering public value, providing this is done with the firm 
foundation of a market impact assessment and with a clear vision that is aligned 
to public purposes. The BBC’s online services should not impact the increasing 
amount of services being developed by the commercial sector; instead, they 
should concentrate on delivering services that offer a public service alternative. 
The commercial sector’s investment in online content with strong public service 
credentials has, so far at least, been limited. It is possible that there will be 
significant gaps in the provision of public service-oriented content if left to 
market forces alone. 

                                            
21 BBC Annual Report and Accounts, 2005/06, Governors Review of Services, page 40. 
22 Communications Market Report 2007, Ofcom, page 79. 
23 Internet Advertising Bureau. 
24 Report of the independent review of BBC Online, Philip Graf for DCMS, 2.2, page 9. 
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9) We would therefore ask the Trust to consider developing the service licence’s 
commitment to promoting education and learning, with a renewed focus on the 
BBC’s public purposes. The BBC has an enviable history of delivering learning 
through new technologies. In the 1980s, the Computer Literacy Project and the 
development of the BBC Micro delivered an educational computer for the 
nation, and was crucial to the development of the UK digital media industry. In 
the 1980s, the BBC led the world in user-generated content and interactive 
learning with the Domesday project. In the 1990s, the BBC contributed to online 
take-up and learning through the Networking Club, the Computers Don’t Bite 
project and the Webwise course. 

10) Recently, this impact has declined. Only projects with more limited ambitions 
have delivered tangible public benefits: BBC Bitesize supporting children and 
parents under the stress of exams; and programmes like Coast providing a 
limited representation for learning in peak-time TV. 

11) The cessation of BBC schools broadcasting and the collapse of BBC Jam give the 
impression that the BBC has retreated from its commitment to learning, and has 
no strong and coherent vision for learning - just as the new Charter places 
learning at the heart of the BBC’s public purposes. 

12) A new vision for learning, at the heart of bbc.co.uk, is an opportunity to reverse 
this decline. Providing an educational service should be central to bbc.co.uk, 
fulfilling one of the core public purposes of the BBC Charter. Furthermore, 
bbc.co.uk’s service licence states that, out of all the public services, “priority” 
should be given to educational purposes, alongside citizenship.25 

13) This is the right emphasis for bbc.co.uk. The online medium, with its opportunity 
for interaction, participation and personalisation, has a unique role to play in 
delivering educational content and services.  This also speaks directly to the 
BBC’s public purpose under the Charter of delivering to the public the benefit of 
emerging communications technologies and services. 

14) However, the nature of how that purpose is to be delivered should be re-
considered. The BBC’s recent failures in learning have been in part because of 
the inability to spell out a clear vision, particularly over how to deliver formal and 
informal learning, whether content or services should be tied to curricula, and 
whether the service is aimed at home or institutional learners. The BBC’s recent 
proposals to move from a curricular service (BBC Jam) to a skill-focused service 
do not necessarily solve these problems, and could potentially lay the BBC open 
to the same objections from the commercial sector at a later date. 

15) We see the way forward for the BBC as creating a learning service for licence 
fee payers which, rather than being defined by some external reference (such as 
the curriculum or government policy), is defined by the public purposes of the 
BBC. This will also help fulfil the recommendations of the Graf report that the 
BBC focus more on its public purposes in order to avoid undue market impact. 

16) Thus the BBC’s contribution to the nation’s learning should be a series of 
learning services (24/7 products in the new multiplatform language) that are 

                                            
25 Bbc.co.uk service licence, 4, page 1. 
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designed to support Citizenship and Civil Society; Promote Education and 
Learning; Stimulate Creativity and Culture; Reflect the diversity of the UK and its 
communities; and link and present the UK to the world. Learning should be a 
central aspect of delivering these public purposes - not a separate issue. 

17) The BBC already has learning propositions in some of these areas which could be 
strengthened and built upon. For example, BBC Blast! is a participative learning 
service for young people that is designed to stimulate creativity. 

18) In other areas we believe this focus on the public purposes would produce new 
and coherent roles for the BBC. For instance, the public purpose of Promoting 
Education and Learning might be fulfilled by offering a trusted guide to the 
complexities and opportunities of learning provision across the board for 
learners (young people and adults), their parents and supporters. Whilst the BBC 
offers this in granular elements (e.g. school league tables in BBC News Online), it 
has a huge role to play in offering all learners information, advice and guidance on 
the opportunities available and how to exploit them.  

19) In citizenship, the BBC has a role to play in explaining how the UK functions and 
how it is changing through its learning services. The opportunities for 
strengthening services that combines e-democracy, citizen action and media 
literacy are great. 

20) The BBC’s approach to Nations, Region and communities has traditionally been 
defined by geography and (more latterly) ethnicity. But online the BBC can offer 
learning services to dispersed communities and communities of interest. As well 
as reflecting the diversity of the UK, the BBC should strengthen its learning 
opportunities for under-served communities – from those with particular 
educational requirements, to the rural population isolated from learning by 
geography. The BBC also has a huge role in opening up regional cultural content 
to the nation. 

21) The BBC’s global presence and brand recognition make it the ideal vehicle for 
learning projects that link the UK and its citizens to the wider world. The BBC 
has an opportunity to develop unique learning services or events that address 
global issues such as climate change and bring together learners in the UK with 
citizens around the world. 

22) We think this is a clear remit and an achievable ambition for the BBC to deliver 
on its commitment to learning through bbc.co.uk. We see no reason why 
promoting learning through this public purpose framework should necessarily 
risk negative market impact. This is an agenda far removed from the confines of 
the national curriculum. 

Delivering a new vision 
23) We will provide a more detailed set of proposals in due course, but outline our 

initial suggestions in this section. 

24) To execute this vision will require representation for learning within the BBC 
management and organisational structure at a level appropriate with the 
prominence of learning within the BBC’s public purposes.  
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25) We also suggest that bbc.co.uk adopts an open rights model for learning. One of 
the key emerging characteristics of new media content and services is user 
participation, including user-generated content. This should be at the heart of the 
BBC’s learning service, offering an innovative way for the BBC to engage licence 
fee payers directly. Audience engagement is central to the goals of bbc.co.uk 
under the service licence, which states: 

“bbc.co.uk should enable the BBC to develop a deeper relationship with licence fee 
payers and strengthen accountability. It should act as a starting point on the 
internet from which users can develop their use of the medium and provide a trust 
guide to the wider internet.”26 

26) As the Trust is no doubt aware, providing links and access to other services 
should only be the starting point in helping users develop their use of the 
internet. The BBC’s media literacy role should be on a far more innovative, 
deeper level. 

27) We therefore suggest that an open rights model could build on the license 
developed by the Creative Archive License group of which the BBC was a 
member. This will allow reuse by licence fee payers, providing for a flexible and 
granular adaptation of content by users to suit the needs and creativity of all 
learners. 

28) Crucially, such a model is “innovative and distinctive,” helping bbc.co.uk fulfil one 
of the key requirements of the service licence.27 

29) Additionally, the service should be built on best practice interoperability 
standards and open source platforms as far as possible. This will provide 
interoperability for users and learners, allowing the BBC to focus on 
commissioning content and services rather than developing technology platforms. 

30) Finally, the BBC Trust might consider whether the level of commissioning from 
external sources should be increased for learning content. We suggest this 
following the successful contribution by external content suppliers in the learning 
genre to BBC Jam, which commissioned 50% of content from external sources. 
Content created by external suppliers was amongst the most innovative and 
engaging learning materials made for BBC Jam. It is also worth noting that BBC 
Jam’s estimated annual spend on external content of £15m is three times 
bbc.co.uk’s spend on external content production (end-to-end and small-scale) in 
all genres for the year ending March 2007, highlighting the capacity of the 
external supply sector to deliver a greatly increased level of commissions in 
learning. 

31) We therefore suggest that a floor of 50% be introduced for external learning 
content, bringing bbc.co.uk into line with BBC Jam. Like Jam, this should be only 
for content, and exclude external services. In addition, as the scale of external 
suppliers’ successful provision of learning content for BBC Jam indicates, there 
may well be a capacity in the external sector to meet a significantly higher level 
of commissions. We therefore ask that, along with a 50% floor for external 
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27 Ibid 

 28



learning content, external suppliers be allowed to compete for the remaining 
50% of commissions in learning. 

32) Allowing all external suppliers to compete for 100% of bbc.co.uk’s learning 
commissions will in our view help ensure that the service’s public purposes are 
delivered in a way that is innovative, engaging and reflects a diversity of ideas and 
views. 
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RadioCentre 

Submission to BBC Trust Review of bbc.co.uk 

Background 
1) RadioCentre is the industry body for Commercial Radio.  Formed in July 2006 

from the merger of the Radio Advertising Bureau (RAB) and the Commercial 
Radio Companies Association (CRCA), its members consist of the overwhelming 
majority of UK Commercial Radio stations, who fund the organisation. 

2) The role of RadioCentre is to maintain and build a strong and successful 
Commercial Radio industry - in terms of both listening hours and revenues.  As 
such, RadioCentre operates in a number of areas including working with 
advertisers and their agencies, representing Commercial Radio companies to 
Government, Ofcom, copyright societies and other organisations concerned with 
radio, and working with stations themselves.  RadioCentre also provides a forum 
for industry discussion, is a source of advice to members on all aspects of radio, 
jointly owns Radio Joint Audience Research Ltd (RAJAR) with the BBC, and 
includes copy clearance services for the industry through the Radio Advertising 
Clearance Centre (RACC). 

3) RadioCentre has also consulted with members of the British Internet Publishers 
Alliance (BIPA) before making this response. We thoroughly support the BIPA 
submission. 

Executive Summary 
4) Our response to this review is underpinned by a clear belief that the public 

interest is best served by healthy competition between the BBC and its 
commercial counterparts, leading to a general raising of standards across the 
board. 

5) Whereas the terrestrial broadcasting market is mature, the world of new media 
is fast moving, and therefore a consideration of the BBC’s online activity is 
particularly welcome. Like the BBC, Commercial Radio is embracing new ways of 
making and distributing content. However, the industry’s resources are finite and 
activities are constrained by the need to generate a tangible return on 
investment. In general we are concerned that this difference may lead to BBC 
foreclosure of nascent markets which could provide sources of future revenue 
for commercial broadcasters at a time when conventional sources of income are 
under pressure. 

6) This response identifies the areas of particular concern as including: local 
content; music and entertainment coverage; audio aggregation; social networking; 
audio and video; on-demand listening; stand-alone online content propositions; 
live events and other third party deals; linking; leading listeners to purchase of 
music and budgetary transparency. 

7) Based on our detailed observations in these areas, which have been drawn up in 
consultation with our members, we have included a list of suggestions as to how 
the Service Licence for bbc.co.uk should be developed and changed. 

 30



The Trust’s First BBC Service Review 
8) The first year of operation for the BBC Trust has been a busy one. With that in 

mind we are pleased that the Governors’ commitment to take a further look at 
bbc.co.uk in 2007 has been upheld. 

9) Given that this is the Trust’s first ever service review, with more to follow, it 
seems appropriate to comment on the terms of reference for the review. We 
agree with the Trust’s proposed approach and welcome the Trust’s decision to 
ask these three questions in particular: 

• Is the service, both as a whole, and its component parts distinctive?  

• Are the current linking and BBC web search policies successful in 
encouraging users to explore the web beyond BBC content?  

• How can the service licence offer accountability and certainty as to the scope 
of the BBC’s increasingly diverse online activities?  

10) Each of these questions could be replicated in other service reviews, since they 
get to the heart of the general concerns of commercial broadcasters in relation 
to the BBC’s market impact. 

11) Commercial Radio operators believe that it is important to engage on these 
issues. The BBC has a dominant position within terrestrial radio broadcasting: 
the BBC accounts for 54%28 of all listening and 55%29 of all revenue within the 
radio industry. Yet the terrestrial broadcasting market is mature, and although 
the boundaries between BBC and Commercial Radio activity may be disputed, 
they are at least well understood, having been drawn up over some time.  

12) Conversely, the world of new media is more uncertain. Technology is moving at 
a rapid pace and significant attention is being given to the exciting implications 
this has for consumers and businesses alike. Commercial broadcasters need to 
closely examine the areas of technology, distribution and content rights, and how 
these are shaping the development of their businesses in the twenty-first century. 
It follows, therefore, that considering the BBC’s online activity through the 
review of bbc.co.uk is both appropriate and timely. 

13) Like the BBC, Commercial Radio is embracing new ways of making and 
distributing content.  However, the industry’s resources are finite and activities 
are constrained by the need to generate a tangible return on investment. We 
examine the effect of this in relation to bbc.co.uk in this response.  However, we 
also urge the Trust to deepen its understanding of the impact of the BBC’s use of 
new media and technology. We believe that particular attention should be given 
to the way in which the BBC is able to speculatively explore, with seemingly 
minimum risk, content opportunities created by new technology, and the knock-
on effect this can have on commercial operators.  Our concern is that such 
activity has the potential to lead to a foreclosure of nascent markets which could 
provide sources of future revenue for commercial broadcasters at a time when 
conventional sources of income are under pressure. RadioCentre highlighted one 

                                            
28 RAJAR Q3 2007 
29 Ofcom, ‘The UK Communications Market 2007’, Aug 2007 

 31



such opportunity in a recent letter to the Trust which identified the potential 
importance of Commercial Radio’s ability to lead listeners to purchase. We 
argued that in light of this, the BBC should refrain from offering listeners 
opportunities to ‘click to buy’ music tracks from third parties. 

14) Our response to this review is underpinned by a clear belief that the public 
interest is best served by healthy competition between the BBC and its 
commercial counterparts, leading to a general raising of standards across the 
board. We recognise and welcome the BBC’s commitment to collaborate on 
technology whilst competing on content, but note also that the commercial 
sector is unable to match the level of technological investment made by the BBC. 
This can make it difficult for Commercial Radio companies to take the lead on 
new media opportunities; rather it is often the case that commercial operators 
will follow in the BBC’s footsteps once commercially viable models become 
apparent. In many instances these models never arrive.  For example, the BBC’s 
early entry into emerging areas of web activity has prompted listeners or 
potential commercial partners to expect that a service will be provided on a non-
commercial basis. 

Commercial Radio’s use of the internet 
Commercial Radio stations use their websites for a number of purposes. For 

instance, one leading Commercial Radio station identifies the following objectives 
for its online activity: 

• deepening engagement with listeners 

• supplementing traditional revenue streams 

• acting as an entertainment destination website 

• marketing the station’s brand and encouraging additional listening 

15) Particularly popular areas of Commercial Radio stations’ websites include media 
players, entertainment and music content.  Virgin Radio also has a very popular 
social networking site.  Commercial Radio companies are deriving increasing 
revenue from such online activity, with GCap Media recently reporting 50% 
growth in online revenue over the last year. This revenue comes largely from 
display advertising, sponsorship and promotions, meaning that user traffic is vital. 

16) However, Commercial Radio companies are also considering alternative ways of 
using IP to generate income. For instance, LBC Plus is a paid-for podcast service 
which operates at a profit for Global Radio.  Other radio companies are also 
considering future opportunities for charging listeners for content. We anticipate 
that as listener choice increases and listening fragments, subscription models may 
become more attractive to radio companies. In addition, as mobile IP and 
broadcast technologies become increasingly integrated in devices over the next 
few years, music download services such as UBC Media’s Cliq are likely to open 
up new revenue streams for the Commercial Radio sector. 

 32



bbc.co.uk - Overview 
17) The BBC is a large organisation, with a total income of £4.2bn in the year ending 

200730. The total income of the UK’s largest Commercial Radio company, GCap 
Media, is around one twentieth of this size, at just over £200m. Clearly, this gives 
the BBC a significant advantage in attempting to build a successful online brand. 
Indeed, Hitwise, the website traffic comparator, ranked three BBC websites in 
the top 20 most popular UK websites for October 200731. The BBC was the 
only UK owned organisation to feature in the top 20, and the only broadcas
(although the audio-visual content providers YouTube and Myspace also 
featured). In 2006 it was also reported that the BBC was the UK’s second most 
popular online brand, behind Google

ter 

32. The only other media website in the top 
ten was Times Online. 

18) We believe that bbc.co.uk’s primary objective should be to enrich existing 
television and radio content within sensible budgetary constraints. If the BBC 
focuses on this, it will avoid excessive impact on commercial competitors. What 
the BBC should not do is set targets for bbc.co.uk user traffic, since overall reach 
does not appear to us to be an appropriate metric for determining the website’s 
success. 

19) There are three core themes which reappear throughout our answers to the 
review questions. We urge the Trust to examine each of them in detail: 

• The relationships between the BBC and third parties (such as technology or 
sponsorship partners) in the operation of bbc.co.uk. 

• Whether the BBC’s online scale impairs Commercial Radio’s ability to 
generate listener and web-user interest in its own online content, in areas 
such as entertainment, music and local information. 

• The extent to which the BBC distorts the market for content rights in new 
media spaces. 

20) These issues lead back to the issue of the BBC’s overall size and scale advantage 
over Commercial Radio. The BBC’s income will continue to rise under the new 
settlement, albeit at a lower rate, whilst Commercial Radio revenues have 
declined in recent years. Accordingly, whilst welcoming the opportunity that this 
review provides to identify areas of particular competitive concern, we believe 
that the best way of minimising the negative impact created by bbc.co.uk is by 
regulating the BBC’s overall online investment. 

RadioCentre responses to the Consultation questions 
Question 1a. To what extent does bbc.co.uk serve the BBC’s public 
purposes and, in particular, the citizenship and educational purposes? 

Local content: We believe that the BBC has a powerful position in the market for 
delivering tailored local content, activity which falls under the Public Purposes 

                                            
30 BBC Executive, Part Two: BBC Annual Report and Accounts 2006/7, June 2007, p. 105 
31 Hitwise UK, ‘Top 20 Websites – October 2007’, http://www.hitwise.co.uk/datacenter/rankings.php 
32 BBC News, ‘Google Voted Best Internet Brand’, http://news.bbc.co.uk/1/hi/business/4810752.stm, 
March 15 2006 

 33

http://www.hitwise.co.uk/datacenter/rankings.php
http://news.bbc.co.uk/1/hi/business/4810752.stm


‘Sustaining citizenship and civil society’ and ‘Representing the UK, its nations, 
regions and communities’. The www.bbc.co.uk/whereilive/ portal harnesses the 
BBC’s scale very effectively in order to create bespoke local and regional 
websites which present BBC News, Sport, Weather and Travel content alongside 
BBC Local Radio services. Yet this service has unquestionably limited the extent 
to which Commercial Radio stations are able to develop similar services. We do 
not question the public purpose relevance of these websites in general, but we 
believe that BBC should scale back the resource which is devoted at local level 
to the coverage of ‘Entertainment’ items which are of wider interest in genres 
such as film and music. 

21) In addition, we note the recent announcement by BBC English Regions of a new 
service: “In order to attract new generations of local news viewers, significant 
investment is planned in developing an online broadband multi-media interactive 
offer, MyLocalNow, subject to approval by the BBC Trust.” 33 At a House of 
Lords Communications Committee appearance in December 200734, Caroline 
Thomson confirmed that this service would cost around £100m and that it 
would be subject to a Public Value Test. We believe that this is likely to 
represent a significant intervention in the market for local content, and 
encourage the Trust to ensure that this Public Value Test takes the concerns of 
the Commercial Radio sector on board. RadioCentre members such as The 
Local Radio Company are currently increasing their investment in supporting 
their on-air local material with online content, but with total group revenue of 
around £20m, this company is likely to be significantly impacted by a new £100m 
BBC intervention. 

22) Our early perception is that this service is likely to restrict the ability of 
Commercial Radio companies to grow as locally relevant cross-platform media 
businesses. At the House of Lords Communications Committee session in 
December 2007, Mark Thompson argued that “radio, which is a very cheap 
medium to support… complemented by the web is probably a complete 
solution”. We suggest that whether radio is a “cheap medium” depends on your 
perspective. The BBC may feel that it has the resources to quickly and 
substantially increase its investment in audio and online local content. However 
Commercial Radio companies are having to take difficult decisions as they 
restructure their local content delivery to fit with the demands of the broadband 
age. 

23) Thompson suggested that market impact considerations had been a significant 
factor in scaling back plans for local television, and that MyLocalNow would 
prompt fewer concerns. We disagree, and would point to the significant 
provision which local Commercial Radio station websites give to local news, 
information, event listings and community notices, supported by local advertising. 
We are also concerned at the implication that the BBC would particularly use 
this service to target younger local audiences than it currently does with its radio 

                                            
33 BBC English Regions, ‘Radical Reform to Deliver a More Focused BBC’, October 18 2007,  
http://www.bbc.co.uk/pressoffice/pressreleases/stories/2007/10_october/18/reform_regions.shtml 
34 Comments made at House of Lords Communications Committee Oral Evidence Hearing with Mark 
Thompson and Caroline Thomson, 6 December 2007 
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stations. Thompson explained that the BBC has consulted with the Newspaper 
Society over these proposals. This may be the case, but the Commercial Radio 
industry has not, as yet, been contacted. 

24) BBC Jam: The suspension of BBC Jam drew fresh attention to the tension 
between the BBC’s public purpose delivery and market impact. Above all, it 
demonstrated that the BBC’s activity needs to be evaluated in terms of how it 
contributes to net delivery against the public purposes by all operators. 
Commercial Radio is accordingly very aware of the importance of the Service 
Licence requirement that “bbc.co.uk should, at all times, balance the potential for 
creating public value against the risk of negative market impact”35. 

25) RadioCentre welcomes the decision to review how the BBC delivers against its 
educational purposes, because although Commercial Radio does not have a 
significant stake in the market for educational services, the decision sets a useful 
precedent which extends beyond delivery of the ‘Promoting education and 
learning’ Public Purpose. 

26) Creation of content for international audiences: RadioCentre has strong 
concerns about the BBC’s readiness to distribute its radio content internationally 
in the course of delivering the ‘Bringing the UK to the world and the world to 
the UK’ Public Purpose. Unlike the BBC, the majority of Commercial Radio 
stations do not currently hold music rights licences to stream radio content 
outside the UK. Such licences bear additional cost burdens and, since our 
services are funded by advertisers who wish to target UK rather than 
international listeners, this cost can neither be justified, nor recouped. 
Nevertheless, there is interest in building a global audience for UK Commercial 
Radio content, which is regularly recognised at international awards ceremonies 
as amongst the best in the world. Our concerns are three-fold. 

27) Firstly, the price paid by the BBC for the rights to stream its radio stations and 
listen-again facilities outside the UK is of a level that Commercial Radio 
companies are unable to support under traditional revenue models which are 
reliant on UK advertising.  

28) Secondly, and perhaps less straightforwardly, the BBC has a challenge in deciding 
how to distribute its content in the ‘without frontiers’ world of multimedia and 
digital technology. BBC Worldwide’s plan to run bbc.com on a commercial basis, 
by paying to use BBC content and funding the website through advertising, 
suggests that the value of the BBC’s content to non-licence fee payers can be 
harnessed in order to subsidise its continued provision to the core licence-fee 
paying UK audience. 

29) Putting aside the unavoidable difficulties of attempting to use geographical 
location as a proxy for licence fee-paying status, a different approach is required 
for the BBC’s radio content. In particular, we would oppose moves to seek 
advertising or sponsorship in podcasts, since these are easily distributed around 
the world, reducing Commercial Radio’s opportunity to earn revenue within 
what is essentially a worldwide podcast market place. 
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30) Finally, we recognise that the BBC has a duty to deliver good value to licence fee 
payers under the watchful eye of the BBC Trust. With this in mind, we believe 
that the Trust should scrutinise the BBC’s acquisition of music licences to allow 
the distribution of live radio, on-demand audio and podcasts to a world-wide 
audience to ensure that the corporation is exhibiting the same sense of 
commercial efficiency which stays the hand of Commercial Radio operators. 

Question 1b. To what extent is bbc.co.uk distinctive and innovative? Does 
it display the other content characteristics set out for it? 

31) Emerging technologies: We note that bbc.co.uk “should combine the BBC’s 
major broadcast initiatives and output with published, interactive and user-
generated content, forming part of cross-media propositions which contribute to 
the promotion of the five public purposes”. Its Service Licence also states that 
“Future growth of the service should focus on innovative and distinctive 
propositions that support the BBC’s public purposes and help drive online and 
broadband take-up”. 

32) The BBC is certainly very active in developing new propositions which use 
internet technology. However, Commercial Radio companies’ business plans do 
not allow them to enter nascent markets as quickly as the BBC; the BBC’s not-
for-profit status allows it to act without worrying about levels of audience 
demand or the potential for revenue returns. Often this does not matter, since 
much of what the BBC develops could be classified as innovative and distinctive 
services which fulfil the public purposes and could not work on a commercial 
basis. 

33) Of more concern to Commercial Radio is when the BBC develops a service 
which is only distinctive in so far as it is not yet viable on a commercial basis. The 
effect of the BBC’s early investment in such an area could radically alter the 
market for commercial activity which could have become workable over time. 
When Commercial Radio’s participation is eventually possible, it is likely to take 
place on much less commercially attractive terms. Examples of emerging 
opportunities of this kind are podcasting (discussed in paragraphs 44) to 45)),
online local content (discussed in paragraphs 

 
 21) to 23)), hosting radio sessions

online (discussed in paragraph 43)) and music downloads (discussed in paragraph 
58)). 

34) Entertainment content: In RadioCentre’s response to the Public Purpose Remits 
consultation, we argued the following in relation to one of the priorities included 
within the ‘Stimulating creativity and cultural excellence’ Public Purpose Remit:  

We have particular misgivings about the fourth priority, which encourages the BBC to “Provide a 
wide range of enjoyable and entertaining content”36. Our interpretation of the Charter, as explained 
earlier, leads us to believe that entertainment on its own should not be a justification for any BBC 
content. Indeed, there is no requirement for the BBC to entertain in the Agreement’s definition of this 
Public Purpose. Instead, the Agreement requires that the BBC “enriches the cultural life of the UK 
through creative excellence in distinctive and original content”37. 

                                            
36 Stimulating creativity and cultural excellence, p. 8 
37 BBC Agreement, July 2006, 8.1.a 
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35) We accept that the BBC was founded to ‘inform, educate and entertain’, but our 
view remains that entertainment is a tool by which to deliver the Public 
Purposes, rather than being a purpose in itself. For this reason, we continue to 
believe that the priority to ‘Provide a wide range of enjoyable and entertaining 
content’ should be removed or amended to reflect the Agreement’s references 
to “creative excellence in distinctive and original content”. 

36) Accordingly, we do not believe that bbc.co.uk content should be classified as 
serving the Public Purposes on the basis of whether it is enjoyable and 
entertaining. For instance, we believe that the key characteristic which states that 
“bbc.co.uk should explore new ways of exploiting the unique characteristics of 
the internet to provide innovative and distinctive entertainment content and 
services, originated specifically for the internet” does not and should not licence 
the BBC to create stand-alone online games or competitions. 

Question 1c. To what extent does bbc.co.uk reflect and extend the range 
of the BBC’s broadcast services? 

37) bbc.co.uk reflects and extends the range of the BBC’s broadcast services 
extensively, with websites such as bbc.co.uk/radio and bbc.co.uk/music using the 
BBC’s natural cross-promotional ability very effectively in order to showcase the 
BBC’s radio output. The BBC is able to invest significantly more in these types of 
services than Commercial Radio, and this has undoubtedly strengthened the 
BBC’s brand, with the risk that listeners get locked into a world of BBC-only 
content. Commercial Radio showcases its own output through the 
RadioCentrePlayer (available at www.radiocentre.org/player) which allows 
listeners to navigate to both Commercial and BBC content. 

38) Music and entertainment coverage is crucial to Commercial Radio stations such 
as XFM, Virgin Radio and Heart, and accordingly we also have particular 
concerns around websites such as bbc.co.uk/music and bbc.co.uk/entertainment. 
Each of these websites utilises the BBC’s cross-platform scale and resources to 
quickly aggregate output from across TV, radio and online, whilst supplying 
bespoke content such as music reviews. We believe that bespoke online music 
and entertainment content of this kind duplicates commercial output and should 
be scaled back, retaining the focus on existing BBC Radio output. 

39) RadioCentre believes that the BBC’s strategy for fulfilling the Public Purpose 
which requires it to “deliver to the public the benefit of emerging 
communications technologies and services” should be to ensure that there is 
effective and lively competition within the multimedia marketplace. Whilst this 
competition is readily discernible in a number of interactive sectors, it cannot be 
so easily said for the audio content market. BBC Audio and Music’s current use 
of emerging communications technologies and services is such that it makes it 
difficult for Commercial Radio operators to easily compete. 

40) Social networking and user interaction: User interaction is at the heart of the 
radio experience, and stations such as Virgin Radio use social networking to 
deepen the relationship they have with their listeners. As such, we would have 
very strong objections if the BBC was ever to consider developing a free 
customisable radio station in the manner of Pandora or Last.fm. A wider music-
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based social-networking aspect to the BBC site might also be enormously 
damaging. Similarly, if Radio Five Live was to significantly expand its message 
board, or to remove the moderation of entries prior to publication, it could have 
a significant impact on the equivalent service provided talkSPORT. 

41) Music rights: RadioCentre is keen to work more closely with the BBC to ensure 
fair and transparent treatment on music rights issues. In the past, there have 
been examples of market distortion. For instance, the BBC signed a deal to 
enable it to launch its ‘Radio Player’ listen on demand facility.  This deal was done 
direct with the record labels and without Commercial Radio involvement. This 
ultimately set financial terms that Commercial Radio was unable to meet, even as 
an industry. In practice it can be difficult to work closely with the BBC on music 
licensing because the BBC generally prefers to acquire wider and more extensive 
deals to cover all those activities within the BBC’s remit. Our perception is that 
the BBC is generally willing and able to pay more to acquire more 
comprehensive deals from the licensing bodies than Commercial Radio. 
However, there is not a wealth of transparency about what the BBC pays, and 
how its music licences are broken down in terms of individual rights. We believe 
that greater clarity would be useful to ensure that the BBC does not inflate the 
financial expectations of the music industry, resulting in the foreclosure of certain 
activities to the Commercial Radio sector. 

42) On-demand content: With their existing heritage in audio content production, 
Commercial Radio companies should be well placed to make use of the growing 
demand for on-demand online audio. However, the speed at which our sector 
has been able to capitalise on this has been hampered by the difficulty of 
establishing viable business models around which to base propositions of this 
kind. Music is a very popular area of content for our listeners, but the cost of 
securing the licences to cover its on-demand distribution has been a significant 
limiting factor. 

43) Similarly, Virgin Radio and GCap Media both report significant difficulties in 
attempting to make recordings of live sessions available on their websites for any 
significant period of time.  The BBC does not appear to have such problems.  
We cannot be certain in our explanation of why this is so, due to the 
aforementioned lack of transparency around the BBC’s rights deals. However, 
speculatively we believe that this could be a result of the BBC’s willingness to pay 
more for the necessary rights.  

44) As of April 2007, and with some success, Commercial Radio has been offering its 
web users podcasts containing 30 second clips of music.  The BBC has recently 
followed our sector in signing a similar podcasting licence. Subsequently, the BBC 
has launched a number of new podcasts, which are promoted very effectively 
both on-air and through bbc.co.uk, benefiting from the existing profile of the 
BBC’s brand and website. These podcasts undoubtedly constitute an effective 
extension of BBC Radio’s core on-air activity, fulfilling the Service Licence 
requirements that bbc.co.uk should “publish content which it creates as a natural 
consequence of television or radio production” and “offer on-demand access to 
some … radio programming”. 
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45) However, the introduction of these new podcasts, combined with the strength of 
the BBC’s brand and cross-promotional power in the online arena, has had a 
sudden and substantial impact on the podcasting market. This has limited the 
extent to which independent operators are able to offer realistic competition 
and moreover affected the extent to which commercial operators can charge for 
this sort of content. It cannot be in the public interest for the BBC to dominate 
the iTunes podcasting charts to the extent that it does currently38. Paragraph 33) 
outlined the impact the BBC can have on those areas with the potential to 
become significant future revenue streams.  The fact that the BBC is able to 
move at a much faster pace than commercial providers creates a risk of market 
foreclosure in areas such as this. 

46) We do not dispute the BBC’s right to make some audio content available on 
demand, but we do believe that the appropriate amount may be somewhat lower 
than it is currently. The Service Licence implies that access only needs to be 
provided to “some … radio programming”, and we welcome this 
acknowledgement that there might be a limit to the amount of audio content 
made available online by the BBC. Similarly, we believe that the BBC must not be 
allowed to introduce all of its clips, interviews and behind-the-scenes material in 
full online, since it is inconceivable that Commercial Radio operators could 
follow suit 

47) Stand-Alone Online Content Propositions: We accept that much of what the 
BBC produces on its own website will stand alone as compelling propositions in 
their own right. In fact the BBC’s finite resources have largely limited the extent 
to which the BBC has developed services without any clear link to its broadcast 
output. Having said that, online games such as Celebdaq (bbc.co.uk/celebdaq/) 
and Sportdaq (bbc.co.uk/sportdaq/) appear to fulfil little function beyond being 
very advanced marketing tools for BBC3 and Radio Five Live respectively. We 
note that both could be provided on a commercial basis, since the team which 
devised Celebdaq was recruited from Popex, the third-party website which first 
developed this concept. 

48) We also note the range of games provided elsewhere by the BBC, for instance at 
bbc.co.uk/drama/fun.shtml and bbc.co.uk/cbbc/games/index.shtml, which appear 
to be largely designed to build BBC content brands, rather than directly promote 
the public purposes. 

49) Finally, we question the distinctiveness of some of the content provided by 
websites such as BBC Slink (bbc.co.uk/slink), which markets itself to teenage girls 
through websites such as Bebo. Much of what this stand-alone website offers is 
valuable, but it could also be argued that offering online games, horoscopes and 
beauty advice are not among the most appropriate ways to deploy licence fee 
income in order to reach younger teenagers. The BBC can play a vital role in 
providing content for under-served audiences in the digital world, thus 
encouraging overall internet take-up. Yet in areas where take-up and 
accompanying provision are already high, such as among younger audiences, 

                                            
38 At 3.30pm on 03 December 2007, 18 of the top 20 podcasts (excluding video podcasts) on the 
iTunes Music Store ‘Today’s Top Podcasts’ chart were provided by the BBC 
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there may be less cause for the BBC to develop stand-alone content 
propositions. 

50) Live events and other third party deals: Commercial Radio has long-standing 
concerns about the BBC’s domination of the live events market, with a number 
of key music and sports events being held by the BBC on an exclusive basis. In 
particular, the BBC’s coverage of festivals such as Glastonbury is negotiated on 
an exclusive cross-platform TV, radio and internet basis and at a price which 
Commercial Radio stations are unable to afford. 

51) We also have a concern that some other elements of bbc.co.uk are provided by 
third party suppliers on terms which cause significant price inflation across the 
market as a whole. There is a perception amongst some in the technology sector 
that BBC contracts are highly lucrative and well worth winning. Whilst we 
cannot offer any specific examples, we suggest that greater transparency about 
the way in which the BBC deals with third parties would ensure that the BBC 
delivers good value to licence fee payers and minimises its negative impact on 
commercial operators. 

Question 1d. Does bbc.co.uk enable users to navigate and search easily 
and does it lead its users effectively beyond BBC content? 

52) The BBC’s scale and resources have ensured that bbc.co.uk has became a very 
powerful tool for encouraging users to access content which they might not have 
otherwise discovered. We agree that the website does “tailor and enhance 
existing search and navigation products and services”. In addition, the BBC’s scale 
and brand do indeed allow it to “ensure that the BBC’s content is as easy to 
navigate as possible, enabling them to find quickly what they are looking for” and 
to “encourage users to navigate across bbc.co.uk in order to broaden their range 
of media consumption.” 

53) The BBC’s success in implementing this is largely a consequence of its existing 
brand power and resources, as bequeathed by the BBC’s legacy in radio and 
television. Yet with this comes significant responsibility. In responding to this 
question we distinguish between two types of online navigation and linking: 

• Leading users to websites which supplement the content provided by the 
BBC (including third-party and commercial websites) 

• Leading listeners to transactional websites 

54) Linking: Users have previously navigated their way through available audio-visual 
media content using listings magazines and newspapers, or latterly, through the 
use of on-screen EPGs. With millions of items of audio and visual content 
available to internet users there is no prospect of an EPG for the internet. This 
means that strong brands are more important in the multimedia world than ever 
before. The online content providers who become the preferred choice of the 
discerning internet user will be those who are able to consolidate a significant 
quantity of desirable content under a valued and trusted brand umbrella. 

55) The BBC’s scale, resources and brand allow it to achieve this as an easy 
extension of its previous off-line activity. That bbc.co.uk has become popular as a 
result is held by many as a source of national pride, given the dominance of the 
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online world by non-UK corporations. Yet there is a danger in evaluating the 
BBC’s performance on this basis. The BBC primarily operates in the UK market 
for broadcast content, and it should be judged on the basis of its net contribution 
to this market. 

56) We agree that the BBC “should act as a trusted guide to the internet, linking 
users frequently and consistently to relevant external websites with high public 
value which they might not otherwise have accessed”. It does so effectively on its 
bbc.co.uk/music/news and bbc.co.uk/news websites, which contain links to a 
number of third-party news and music news websites. However we believe that 
the BBC should also direct users towards Commercial Radio stations. 
RadioCentre has previously suggested (and continues to do so) that the BBC 
iPlayer should allow users to navigate their way to commercial audio content, 
once the BBC Radio Player has been incorporated into it. Having said that, we do 
not advocate the BBC streaming our services directly. Rather, bbc.co.uk/radio, 
the iPlayer and the Radio Player should contain links to Commercial Radio 
stations’ own players or homepages. In addition, bbc.co.uk/whereilive should 
contain links to local Commercial Radio stations. 

57) We also believe that in developing new platforms, the BBC should find ways to 
make them available to third parties which lack its scale and brand leverage. If it 
is accepted that commercial operators are not in a position to implement 
equivalent technology solutions themselves, then to offer its own multimedia 
platforms to others would help the BBC to deliver the Public Purpose of “helping 
to deliver to the public the benefit of emerging communications technologies and 
services”. However we do not believe that this would deliver as much public 
value as genuine competition between the BBC and Commercial Radio in this 
area, something which would require a reduction in the online investment made 
by the BBC. 

58) Leading listeners to transactional websites: On 10th December 2007 RadioCentre 
wrote to the BBC Trust to draw attention to our concerns around leading 
listeners to purchase of music downloads and other items such as event tickets. 
We noted a comment from the Trust’s June 2007 statement, ‘Competitive 
impact and fair trading framework: Explanatory Note’ stating that: “no linking 
from the BBC's on-line UK Public Services to External Websites offering on-line 
purchase of [programme-related] materials can be carried out until clear and 
objective editorial criteria for the selection of relevant External Websites have 
been developed and approved by the Trust.”39 

59) Here we reiterate our request for clarification as to whether this development 
of clear and objective editorial criteria for the selection of relevant External 
Websites has taken place. In particular, we are very concerned about the BBC’s 
publicly stated interest in introducing opportunities to introduce ‘click to buy’ 
facilities to accompany radio listening, something which may offer a significant 
new revenue stream flowing out of commercial partnerships between the music 
and radio industries. 

                                            
39 BBC Trust, ‘Competitive impact and fair trading framework: Explanatory Note’, 29 June 2007 
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60) For instance, we note the way in which Radio 1 promoted ticket sales for a 
recent Foo Fighters concert at Wembley stadium. Full booking details for this 
mainstream music event were provided on the Radio 1 website and subsequently 
removed when the concert sold out40. We also note the recent on-air 
promotion given to the new artist Adele Adkins across BBC Radio, with a free 
online music download being promoted on the Radio 1 website – the first time 
the BBC has done anything of this kind. Earlier this year, XFM offered the new 
single by The Charlatans as a free download, and we believe that it is most 
appropriate for commercial broadcasters to engage in partnerships of this kind. 

61) In the BBC Executive’s May 2007 response to the Trust Fair Trading 
Consultation, the Executive stated that “the BBC is … considering whether it 
should offer links to transactional web sites for other content which is featured 
in BBC output (in particular offering links to download commercially available 
music played on our radio services) but which is not commissioned or produced 
by the BBC. The Trust's Code is silent on this. The BBC is keen to confirm with 
the Trust that such proposals, if editorially justified and supportive of the BBC's 
public purposes, are permissible. The Trust should be reassured that it is 
envisaged that such proposals would also be required to be non-discriminatory, 
editorially justified and operate consistently with the Competition Impact 
Principle”41. 

62) We are concerned at the apparent implication that the BBC might legitimately 
expect to be allowed to lead consumers to purchase, further encroaching into 
the territory belonging to commercial operators. Whilst we imagine that the 
BBC would be unable to take an affiliate fee from this in the UK, such activities 
would undoubtedly make our equivalent deals with third parties less 
commercially attractive.  

63) Our strongly held belief is that it would seriously impair the commercial market 
if the BBC was allowed to direct listeners to opportunities to purchase music 
they have heard on the radio.  Should the BBC Executive chose to push for 
authorization to offer this, we would encourage the Trust to view this as a 
significant change to the way in which the BBC operates its services. Therefore it 
should subject this and similar proposals to the full scrutiny of a Public Value 
Test, allowing Ofcom to provide the Trust with a full and informed assessment of 
the potential market impact of BBC activity in this area. 

Question 1f: As far as you are aware, does bbc.co.uk comply with the 
other requirements set out for it as Key Characteristics? 

64) Bbc.co.uk’s service licence says that “Subject to value for money and other 
constraints, bbc.co.uk should enable users to find BBC content in the way they 
want it, when they want it, on whatever platform or device they choose”42. We 
believe that the BBC may be failing in this regard if its web strategy is not in fact 
being subjected to value for money and other constraints. The key characteristics 
which the Trust has listed under this review question reflect this tension. On the 

                                            
40 Tickets were advertised at http://www.bbc.co.uk/radio1/events/foofighters2008.shtml 
41 BBC Response to Fair Trading Consultation, 22 May 2007 
42 bbc.co.uk Service Licence, April 2007, p. 2 
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one hand, the BBC is urged to make its website available “to any internet-
enabled device”, to supply a “range of live and on-demand audio-visual streams 
and downloadable applications and content”. On the other, it is encouraged to 
exhibit financial efficiency. We believe that this latter consideration should 
overrule all other requirements, with the BBC only developing services if it can 
do so on a sensible pricing basis. 

65) We note that bbc.co.uk has a service budget of £74.2 million in 2007/08. It is not 
clear whether this covers licences for online content rights (including music), or 
whether this is allocated from a separate budget. As with all BBC services, we 
urge the Trust to ensure that all costs are transparently reported to ensure that 
any value for money concerns can be assuaged. 

66) On a related note, RadioCentre wrote to Sir Michael Lyons on 10th December 
2007 in order to raise concerns around the BBC website 
www.bbceventsponsorship.com, which suggests that the BBC is providing 
contractual on-air and online credits as part of events sponsorship packages. We 
strongly believe that the BBC should not promote sponsors in the way that it has 
recently been doing on the BBC Sports Personality website43. 

Question 2: Does the Service Licence provide an effective basis for the 
Trust to hold bbc.co.uk to account? 

67) We believe that the Service Licence needs to be updated in order to give greater 
certainty to Commercial Radio broadcasters about the scope of bbc.co.uk. In 
addition, we believe that the Trust should lay out its expectations of the BBC 
with regard to issues such as content distribution, technology and music rights in 
a separate document. 

68) Technology is changing very quickly, creating new ways of distributing content 
and generating revenue. This places significant demands upon the Trust, which 
cannot be expected to monitor every new piece of technological innovation 
unveiled by the BBC. In particular, we suggest that the Trust could consider 
boosting its understanding by undertaking a review of the BBC’s impact on 
markets for distributing content – including on a revenue generating basis. The 
media landscape is in rapid flux, and whilst the small and medium sized businesses 
in the radio sector scramble to find new business models, the BBC has the size 
and scale to close off these new opportunities before we are able to alight upon 
them. 

Question 3: Should the Service Licence for bbc.co.uk be developed or 
changed in order to reflect changes to bbc.co.uk, its users’ needs and the 
online market? 

69) The following is a non-exclusive list of issues which the Trust may wish to 
consider in updating the Service Licence for bbc.co.uk, based on our comments 
in this response. 

                                            
43 An example of this activity can be found at 
http://news.bbc.co.uk/sport1/hi/tv_and_radio/sports_personality_of_the_year/ 
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70) The BBC should be particularly mindful of the potential impact of new online 
services related to audio content, in view of its current dominant position in 
terrestrial radio broadcasting. 

71) The simplest way to minimise negative market impact may be for the BBC to 
reduce investment in popular content areas such as music, entertainment and 
local news and information, where commercial provision is already high. 

72) New services which comprise content from popular content areas, such as 
MyLocalNow, should be scrutinised thoroughly in the course of a Public Value 
Test. If necessary, the Trust should refuse to grant approval for them. 

73) The BBC should examine its deals for distributing licence-fee funded content 
overseas to ensure they exhibit commercial efficiency. 

74) The BBC must not take sponsorship of any kind, even if this is for content (such 
as podcasts) which have been prepared exclusively for an international audience. 

75) The BBC should avoid developing a service to the point of market dominance 
which is only distinctive in so far as it is not yet viable on a commercial basis. 

76) The key characteristic which states that “bbc.co.uk should explore new ways of 
exploiting the unique characteristics of the internet to provide innovative and 
distinctive entertainment content and services, originated specifically for the 
internet” does not and should not licence the BBC to create stand-alone online 
games or competitions. 

77) The BBC’s strategy for fulfilling the Public Purpose which requires it to “deliver 
to the public the benefit of emerging communications technologies and services” 
should be to ensure that there is effective and lively competition within the 
multimedia marketplace. 

78) bbc.co.uk/music and bbc.co.uk/entertainment should not offer bespoke online 
music and entertainment content which duplicates commercial output. 

79) Any BBC proposal for a free customisable radio station in the manner of Pandora 
or Last.fm should be subject to a Public Value Test. 

80) Any BBC proposal for a wider music-based social-networking aspect to the BBC 
site or extensive message board around a community of interest such as sport 
must be subjected to a Public Value Test. 

81) The BBC should work to secure the best possible deal in areas such as music 
rights by working with other broadcasters who share commons interests.  

82) There should be greater transparency about what the BBC pays for music and 
how its music licences are broken down in terms of individual rights. 

83) In signing rights deals, the BBC must avoid artificially inflating the prices which 
commercial broadcasters might be expected to pay as a result. If need be it 
should take a more deliberative approach in assessing its precise needs in order 
to ensure value for money. 

84) In making podcasts available, the BBC should be mindful of the benefits of healthy 
competition between a number of operators, and scale back its investment if a 
possible outcome is market domination. 
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85) The BBC should only develop stand-alone online content propositions if they are 
distinctive from anything produced by commercial operators. 

86) The BBC should not negotiate content deals (such as for music and sports 
events) on an exclusive basis. 

87) The BBC should lead users to websites which supplement the content provided 
by the BBC. For instance, bbc.co.uk/radio, bbc.co.uk/whereilive, BBC iPlayer and 
BBC Radio Player should contain links to Commercial Radio stations’ own 
players or homepages. 

88) In developing new platforms, the BBC should find ways to make them available to 
third parties which lack its scale and brand leverage. 

89) The BBC must not lead users to transactional websites with a view to purchase 
of programme-related materials or music downloads. 

90) The BBC’s service budget (£74.2 million in 2007/08) should be broken down to 
indicate precisely what it covers. Any additional costs, such as licences for online 
content rights (including music), should also be included. 

 

RadioCentre, December 2007 

 

RadioCentre 
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www.samlearning.com 

 

   SAM Learning Ltd   
 

 
bbc.co.uk Public Consultation 
BBC Trust 
Room 211 
35 Marylebone High Street 
London 
W1U 4AA 
 
September 17, 2007 
 
Dear Sir/Madam, 
 
Re: bbc.co.uk Public Consultation Response by SAM Learning 
Nothing in this document is confidential. We have provided a separate side 
letter covering concerns specific to SAM Learning’s business.  
 
Our response is limited to BBC Bitesize (KS1, KS2, KS3 and GCSE) on the 
Learning area – bbc.co.uk/schools/revision. Bitesize supports formal learning 
and competes with commercial providers including SAM Learning, which is a 
web-based exam practice and revision service targeted at English national 
curriculum KS1, KS2, KS3 and GCSE.  
 
Around 60% of English state secondary schools (1,900 schools) subscribe to 
SAM Learning either directly or through their Local Authority (LA). Last 
academic year over 750,000 students used SAM Learning including 175,000 
from year 11 – approximately 30% of the GCSE cohort. Large scale 
independent studies show that students using SAM Learning achieve 
significantly better than expected.  
 
We have provided exam revision online since 1997 and via CD ROM since 
1993. We employ 35 people directly and a further 120 as contractors. Our 
annual revenue is around £5m per annum.  
 
We are happy to meet to clarify any points or provide further information.  
  
Yours sincerely,  

 
David Jaffa 
Managing Director

 3
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Question 1: How does bbc.co.uk currently perform 
against the commitments made in its service license?  

Question 1a. To what extent does bbc.co.uk serve the BBC’s 
public purposes and, in particular, the citizenship and educational 
purposes 

Market Impact – see Schedule A 
The market impact of BBC Bitesize has been substantial. The summary in 
Schedule A was originally submitted to the Burns Committee in Nov-04. It 
shows that prior to and during the dot-com boom of 1999-2000 there were 
numerous companies – large and small – offering online revision and 
learning. But following the dot-com crash of 2001 many struggled develop 
revenue models around their websites and to compete with BBC Bitesize 
being (i) free at the point of use (ii) promoted via BBC television, national 
poster campaigns and posters in schools and (iii) offering commercial spin-
offs (books and CD ROMS) supported by the BBC Bitesize brand and 
promoted on BBC television and through BBC Worldwide.   
 
As a result many companies either went out of business or mothballed their 
educational websites – often not updating them following curriculum changes 
– and focussed on other things.  
 
bbc.co.uk has since extended the scope of Bitesize as new technologies have 
become available, which can suppress innovation in the market. For example 
pod cast downloads were in SAM Learning’s development plan in 2006 but 
weren’t taken any further because Bitesize launched their version.  
 
Many leading providers of revision books – such as Letts, Longman, Brodies 
Notes and Collins – have not been active in online revision, perhaps because 
they couldn’t see how to compete with BBC Bitesize.  

Concerns for the Future  
BBC’s Statement of Programme Policy for 2007/2008 says at p73:  
 
“Promoting education and learning 
bbc.co.uk invests in content and applications that create educational value for 
children, parents, teachers and adults pursuing both formal and informal 
learning. bbc.co.uk will contribute in making the internet the primary platform 
for BBC learning activity … and continue to increase the rich media content 
within Bitesize …” 
 
This raises commercial concerns that Bitesize may increase in scope – 
particularly if substantial additional budget originally intended for BBC Jam 
goes to Bitesize instead. This would increase market impact.  
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Question 1b. To what extent is bbc.co.uk distinctive and 
innovative? Does it display the other content characteristics set 
out for it? 
It is difficult to recognise how Bitesize is either distinctive or innovative.  

Distinctiveness – see Schedule B 
We have attached a substantial series of screenshots from products including 
Bitesize, SAM Learning, S-cool and Learnpremium*, which demonstrate 
remarkable similarity in the:  
 

1) subjects covered and the topics covered within those subjects  
2) specific assets used  
3) approaches to learning  
4) types of questions  
5) additional support given (exam technique, revision planners etc.) 

 
Most revision products aim to achieve the same broad outcome – to enable 
students to perform more competently and confidently in tests/examinations. 
The way in which revision products achieve this is broadly similar: students 
are generally given the opportunity to test their knowledge, practice technique 
and they receive guidance on how best to plan for full tests/examinations. 
Bitesize is no different from many commercial services in this respect.  
 
It is perhaps not surprising that similar assets are used by different providers 
when all providers of formal education are working to the same national 
curriculum. There are few ways to make for example – a number line – 
distinctive. One might question whether formal learning is an area where it is 
possible for bbc.co.uk to provide a genuinely distinctive offering.  
 
If the market is successfully providing online revision materials, why does the 
BBC need to do this as well?  
 
* Learnpremium is by Learn from the Guardian. Learn/the Guardian has not 
contributed to the authorship of this submission and does not necessarily 
share or support the views contained in it.  
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Innovation 
In terms of innovation it is important to correct the assertion that the BBC 
executive made in The BBC’s learning impact – Submission to the 
Independent Panel on Charter Review – September 2004 p9 and p26, that 
Bitesize was the first online revision service in the market in 1998. Schedule A 
shows that MathsNet, GCSE Answers and BT Homecampus all launched 
before Bitesize. It is not the case that BBC was there first and others have 
merely copied their achievements as the BBC executive claimed.  
 
Website Launch Date 
MathsNet – www.mathsnet.net Late 1996 
GCSE Answers – www.gcse.com April 1997 
BT Homecampus (incl. SAM Learning online revision) April 1997 
BBC Bitesize (website)  1998/1999 (we think) 
 
Further information about these websites including contact details can be 
found in Schedule A.  

Question 1c. To what extent does bbc.co.uk reflect and extend the 
range of the BBC’s broadcast services?  
In our view, rather than extending the reach of broadcast services, the 
Bitesize website has become the main service.  
 
Bitesize TV appears to have a much lower profile than the website in terms of 
advertising and promotion by BBC.  The Bitesize website is designed to be 
used by students who have not seen Bitesize TV. We suspect Bitesize TV has 
few users by comparison to the Bitesize website.  
 
Is BBC Bitesize Ultra-Vires? 
We are not clear whether the BBC Bitesize website was originally launched as 
a new service at the same time as BBC Bitesize TV or whether it was 
originally a website to support BBC Bitesize TV but evolved into the main 
service by a process of ‘mission creep’. In either case we cannot understand 
why the Bitesize website is provided in its current form without a new service 
approval from DCMS as was required for BBC Jam. Should bbc.co.uk have 
obtained a new service approval for Bitesize as they did for BBC Jam? Is 
bbc.co.uk ultra-vires for having launched the Bitesize website without this?  
 
To inform these questions we request bbc.co.uk as part of this consultation 
provide the following information in respect of each service/product branded 
BBC Bitesize i.e. TV, website, CD ROMS, Books:  

1) The original launch date and dates of significant enhancements 
2) The scope of the offering at launch and of significant enhancements 
3) Annual user numbers since launch (which may inform whether the 

website is now the main service)  
4) Annual development expenditure  
5) Annual promotion expenditure and breakdown  
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BBC Executive has not always followed due process in launching new 
services. For example actions later deemed ‘impermissible’ prior to the launch 
of BBC Jam led to high level resignations in 2003. See 
http://media.guardian.co.uk/broadcast/story/0,,884631,00.html and 
www.bbc.co.uk/pressoffice/pressreleases/stories/2003/01_january/29/michael
_stevenson_statement.shtml  

Question 1d. Does bbc.co.uk enable users to navigate and search 
easily and does it lead its users effectively beyond BBC content?  
We are unable to find links from BBC Bitesize to major commercial 
competitors including samlearning.com and s-cool.co.uk.  

Question 2: Does the Service License provide an 
effective basis for the Trust to hold bbc.co.uk to 
account?  

Processes for Existing Services 
There are inadequate processes to give the Trust visibility of whether 
bbc.co.uk is being distinctive or whether the BBC Executive is properly 
considering market impact.  
 
For example, there is no process for suppliers to make the BBC Executive 
aware of commercial offerings and their distinctive elements. Such a process 
would provide a written record the BBC Trust could refer back to.  
 
There is no obligation on bbc.co.uk to announce its publishing and 
development plans in advance. Such a document would provide a focus for 
discussion with industry about distinctiveness and provide a basis for ongoing 
review by the Trust to ensure bbc.co.uk stays within its plan and ‘mission 
creep’ is prevented.  
 
A quick low-cost process is needed for suppliers to challenge BBC on 
distinctiveness, particularly where there is a pressing issue of market impact.  
 
Usage Figures 
bbc.co.uk should provide usage figures for all their services. The number of 
users and amount of time spent are useful guides to public value. If such data 
were published it would allow comparisons to be made to commercial 
websites that would inform discussions on public value vs market impact.  
 
Breakdown of Budgets  
The Trust may already have a budget breakdown by service and within each 
service a breakdown into technical infrastructure, development, content, and 
marketing. It would be useful to have a measure for the equivalent value of 
promotional advertising on BBC TV and radio.  
 
If such information were published it would facilitate comparisons to 
commercial websites.  
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Question 3: Should the Service License for bbc.co.uk 
be developed or changed in order to reflect changes 
to bbc.co.uk, its users’ needs and the online market?  
The service license should be changed to provide more protection to the 
market and more accountability to the Trust.  
 
The Trust should review whether BBC Bitesize is distinctive and whether its 
contribution makes up for the negative market impact. The Trust should 
consider whether bbc.co.uk should continue to operate in formal education 
given the number of existing commercial providers and the difficulty of being 
distinctive where all suppliers are working to the same curriculum.  
 
bbc.co.uk should be obliged not to launch new services in areas already 
supplied by the market.  
 
bbc.co.uk should be obliged not to add new content or functionality which is 
already a distinctive aspect of a competing service.  
 
bbc.co.uk should publish a Development Plan for all existing services and 
introduce ‘show and tell’ sessions for commercial providers as was done for 
BBC Jam. The lack of a published development plan for bbc.co.uk is one of 
the most damaging aspects for the market and has the effect of cutting 
development budgets and sources of funding.  
 
The aim of ‘not stifling innovation in the market’ should be added as a Key 
Characteristic.  
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Schedule A 

From SAM Learning submission (Nov-04) to BBC Charter Review (chaired by Lord Burns) 

BBC Online activities in Formal Learning 
 
Company Website Contact Email Phone Launch Comments 
MathsNet www.mathsnet.net Bryan Dye info@mathsnet.net 01603 

628181 
Late-96 One man band. Bryan Dye is Head of Maths at Hewett 

School. His sites focus on Maths only – mainly GCSE 
and A Level.  

GCSE Answers www.gcse.com Andrew 
Harmsworth 

harmsy@freeuk.com   Apr-97 The first GCSE revision website with a range of subjects 
it had extensive press coverage. Went bankrupt around 
2001 and was bought by A Harmsworth, the author of the 
Physics materials, who is keeping it going ‘as a hobby’.  

BT 
HomeCampus 

www.btcampus.com    Apr-97 Won a BETT award in its first year. It included online 
GCSE revision materials for Maths, English, Science and 
Geography by SAM Learning. HomeCampus was later 
sold to Anglia TV (re-named AngliaCampus) then re-sold 
to Granada Learning.  

BBC Bitesize www.bbc.co.uk/ 
schools/revision/ 

   1998/ 
1999 

My memory is that TV programs were launched first and 
the website was launched later in early 1999.  

Freeserve – 
Exam Revision 

www.freeserve.com/ 
learning/examrevision 

   Apr-99 Freeserve’s education channel started in Apr-99 with 
GCSE, KS3 and KS2 materials developed by SAM 
Learning. The channel was closed in 2001 because it 
wasn’t making money and couldn’t compete with BBC.  

SAM Learning www.samlearning.com David Jaffa djaffa@samlearning 
.com 

0845 
130 
4160 

Sep-99 Aimed at schools and LEAs over 40% of English state 
secondary schools now subscribe.  

LearnFree www.learnfree.co.uk    1999 Owned by The Times. Closed in 2001.  
Revise.it www.revise.it    Mar-00 Feted in the press as teenage dot-com millionaires. The 

website no longer exists. 
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S-cool 
 
 
 

www.s-cool.co.uk Theo 
Mason, MD 

theo@s-cool.co.uk 0117 
904 
3232 

Apr-00 Launched with A Level as BBC didn’t cover this at that 
time. Have done little updating of the website or put any 
focus it in the last 1-2 yrs as it produces negligible 
revenue. They use it as a way to advertise their company 
in order to promote other services.  

SIR www.sirplc.co.uk Mark Lewis markl@sirplc.co.uk  (01773) 
820011 

2000 Have refocused business away from educational 
software as a response to the threat from BBC.  

Education.com www.education.com Siobhan 
Cronin 

  2000 Backed by Tiscali – closed in 2002.  

Learning 
Pathways 

www.learnpath.com Dave 
Moore 

davem@learnpath 
.com 

01322 
297729 

2000 Have been told by several potential clients "we have 
enough software and anyway we will have the BBC stuff 
for free soon". 
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Schedule B 
Subjects covered by BBC Bitesize, SAM Learning, S-Cool.co.uk and 
Learnpremium at GCSE.  
 
‘x’ indicates subject is covered. 
 
Learnpremium is by Learn from the Guardian. Learn/the Guardian has not 
contributed to the authorship of this submission and does not necessarily 
share or support the views contained in it. 
 
‘x’ indicates subject is covered.    

Subject 
BBC 
Bitesize 

SAM 
Learning 

S-
Cool Learnpremium  

Applied Leisure and 
Tourism  - x - - 
Art and Design x - - - 
Biology  x x x x 
Business Studies x x - x 
Chemistry  x x x x 
Citizenship  - x - x 
Design & Technology x x - x 
DiDA x - - - 
Drama x x - x 
English x x x x 
English Literature x x x x 
Food Technology - - x - 
French x x x x 
Geography x x x x 
German  x x x x 
History x x - x 
ICT  x x - x 
Irish x - - - 
Italian  - x - - 
Maths  x x x x 
Media Studies  - x - - 
Music  x x - x 
Physical Education  x x x x 
Physics  x x x x 
Religious Studies  x x - x 
Science  x x x x 
Spanish  x x - x 
Statistics  - x - - 
Welsh  - x - - 
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BBC Bitesize 

http://www.bbc.co.uk/schools/gcsebitesize/physics/the_earth_and_beyond/the_solar_systemrev6.shtml 

 

S-Cool 
http://www.s-
cool.co.uk/topic_quicklearn.asp?loc=ql&topic_id=9&quicklearn_id=2&subject_id=16&ebt=321&ebn=&ebs=&ebl=&elc
=4 
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BBC Bitesize 
http://www.bbc.co.uk/schools/gcsebitesize/maths/algebraih/inequalitiesrev5.shtml 

 

SAM Learning 
http://www.samlearning.com/SAM/PerformingExercise 
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BBC Bitesize 
http://www.bbc.co.uk/schools/revision/planners/pdfs/gcse_monthly.pdf 

 

SAM Learning 
http://www.samlearning.com/docs/Planner_FNL.pdf 
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BBC Bitesize 

http://www.bbc.co.uk/schools/gcsebitesize/geography/urbanrural/settlementtypesrev5.shtml 

 

LearnPremium 

http://www.learnpremium.co.uk/learnpremium/Geogra~00/Keysta~06/thehum~00/urbans~00/hierar~00/default.aspx 
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BBC Bitesize 
http://www.bbc.co.uk/schools/gcsebitesize/science/aqa/evolution/evolutionrev4.shtml 

 

S-Cool 
http://www.s-
cool.co.uk/topic_quicklearn.asp?loc=ql&topic_id=9&quicklearn_id=3&subject_id=17&ebt=66&ebn=&ebs=&ebl=&elc=
4 
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BBC Bitesize 
http://www.bbc.co.uk/schools/gcsebitesize/maths/ 

 

SAM Learning 
http://www.samlearning.com/SAM/SecondaryListTopic 
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BBC Bitesize 
http://www.bbc.co.uk/schools/gcsebitesize/geography/population/popchangestructurerev5.shtml 

 

S-Cool 
http://www.s-
cool.co.uk/topic_quicklearn.asp?loc=ql&topic_id=12&quicklearn_id=3&subject_id=20&ebt=148&ebn=&ebs=&ebl=&el
c=4 
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BBC Bitesize 
http://www.bbc.co.uk/schools/gcsebitesize/gigaflat/maths/representingdata/representingdata_quiz.shtml 

 

SAM Learning 
http://www.samlearning.com/SAM/PerformingExercise 
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BBC Bitesize 
http://www.bbc.co.uk/schools/gcsebitesize/maths/datahandlingfi/probabilityrev3.shtml 

 

S-Cool 
http://www.s-
cool.co.uk/topic_glossary.asp?loc=gl&Subject_id=15&Topic_ID=95&ebt=95&ebn=&ebs=&ebl=&elc=4
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BBC Bitesize 
http://www.bbc.co.uk/schools/communities/onionstreet/skills/exams2.shtml 

 

SAM Learning 
http://www.samlearning.com/docs/10TopTipsforExamSuccess.pdf 
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BBC Bitesize 
http://www.bbc.co.uk/schools/gcsebitesize/business/finance/accountsrev4.shtml 

 

SAM Learning 
http://www.samlearning.com/SAM/PerformingExercise 
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BBC Bitesize 
http://www.bbc.co.uk/schools/gcsebitesize/pe/anatomy/theheartrev2.shtml 

 

LearnPremium 

http://www.learnpremium.co.uk/learnpremium/physicale/keystage4/applie~00/circul~00/direct~00/default.aspx 
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BBC Bitesize 
http://www.bbc.co.uk/schools/gcsebitesize/re/mocks/rs_mock.pdf 

 

SAM Learning 
http://www.samlearning.com/SAM/PerformingExercise 
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BBC Bitesize 
http://www.bbc.co.uk/schools/gcsebitesize/ 

 

S-Cool 
http://www.s-cool.co.uk/subject_index.asp?stage=G 
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BBC Bitesize 
http://www.bbc.co.uk/schools/gcsebitesize/science/21c/earth_universe/earthandspacerev7.shtml 

 

S-Cool 
http://www.s-
cool.co.uk/topic_quicklearn.asp?loc=ql&topic_id=6&quicklearn_id=3&subject_id=21&ebt=220&ebn=&ebs=&ebl=&elc
=4 
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BBC Bitesize 
http://www.bbc.co.uk/schools/gcsebitesize/maths/datahandlingh/ 

 

SAM Learning 
http://www.samlearning.com/SAM/SecondaryListSubTopic 
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BBC Bitesize 
http://www.bbc.co.uk/schools/gcsebitesize/science/21c/air/theatmosphereandcombustionrev2.shtml 

 

S-Cool 
http://www.s-
cool.co.uk/topic_quicklearn.asp?loc=ql&topic_id=6&quicklearn_id=1&subject_id=21&ebt=220&ebn=&ebs=&ebl=&elc
=4 
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BBC Bitesize 
http://www.bbc.co.uk/schools/gcsebitesize/pe/training/trainingrev1.shtml 

 

S-Cool 
http://www.s-
cool.co.uk/topic_quicklearn.asp?loc=ql&topic_id=5&quicklearn_id=1&subject_id=28&ebt=147&ebn=&ebs=&ebl=&elc
=4 
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BBC Bitesize 
http://www.bbc.co.uk/schools/gcsebitesize/geography/platetectonics/volcanoesrev4.shtml 
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S-Cool 
http://www.s-
cool.co.uk/topic_quicklearn.asp?loc=ql&topic_id=1&quicklearn_id=3&subject_id=20&ebt=54&ebn=&ebs=&ebl=&elc=
4 
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BBC Bitesize 
http://www.bbc.co.uk/schools/gcsebitesize/design/foodtech/compositionpropertiesrev4.shtml 

 

SAM Learning 
http://www.samlearning.com/SAM/PerformingExercise 
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BBC Bitesize 
http://www.bbc.co.uk/schools/gcsebitesize/history/mwh/britain/votesforwomenrev2.shtml 

 

SAM Learning 
http://www.samlearning.com/SAM/PerformingExercise 
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BBC Bitesize 
http://www.bbc.co.uk/schools/gcsebitesize/english/poemscult/searchrev2.shtml 

 

S-Cool 
http://www.s-
cool.co.uk/topic_quicklearn.asp?loc=ql&topic_id=7&quicklearn_id=1&subject_id=19&ebt=208&ebn=&ebs=&ebl=&elc
=4 
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BBC Bitesize 

http://www.bbc.co.uk/schools/gcsebitesize/maths/shape/circlesrev2.shtml 

 

SAM Learning 
http://www.samlearning.com/SAM/PerformingExercise 
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BBC Bitesize 

http://www.bbc.co.uk/schools/gcsebitesize/science/aqa/radiation/radiocativerev9.shtml 

 

S-Cool 
http://www.s-
cool.co.uk/topic_quicklearn.asp?loc=ql&topic_id=7&quicklearn_id=5&subject_id=16&ebt=319&ebn=&ebs=&ebl=&elc
=4 

 

79



 

BBC Bitesize 
http://www.bbc.co.uk/schools/gcsebitesize/science/aqa/human/hormonesrev2.shtml 

 

S-Cool 
http://www.s-
cool.co.uk/topic_quicklearn.asp?loc=ql&topic_id=7&quicklearn_id=4&subject_id=17&ebt=59&ebn=&ebs=&ebl=&elc=
4 

 Ultra-Vires
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BBC Bitesize 

http://www.bbc.co.uk/schools/gcsebitesize/history/mwh/russia/firstworldwarrev2.shtml 

 

SAM Learning 
http://www.samlearning.com/SAM/PerformingExercise 
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BBC Bitesize 

http://www.bbc.co.uk/schools/gcsebitesize/pe/fitness/drugsrev2.shtml 

 

S-Cool 
http://www.s-
cool.co.uk/topic_quicklearn.asp?loc=ql&topic_id=2&quicklearn_id=5&subject_id=28&ebt=143&ebn=&ebs=&ebl=&elc
=4 
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BBC Bitesize 

http://www.bbc.co.uk/schools/gcsebitesize/science/edexcel/patterns/periodictablerev2.shtml 

 

S-Cool 
http://www.s-
cool.co.uk/topic_quicklearn.asp?loc=ql&topic_id=3&quicklearn_id=1&subject_id=21&ebt=214&ebn=&ebs=&ebl=&elc
=4 
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Voice of the Listener and Viewer 
15 December 2007 

The BBC’s Online Services:  Consultation by the BBC Trust   

A Response by Voice of the Listener & Viewer (VLV) 
Voice of the Listener & Viewer (VLV) is an independent, non-profit-making 
association, free from political, commercial and sectarian affiliations, working for 
quality and diversity in British broadcasting. VLV represents the interests of listeners 
and viewers as citizens and consumers across the full range of broadcasting issues. 
VLV supports the principles of public service broadcasting and is concerned with the 
structures, regulation, funding and institutions that underpin the British broadcasting 
system. VLV does not handle complaints. 

1.  Introduction 
VLV welcomed the major presence on the World Wide Web for the BBC 
represented by the establishment of bbc.co.uk. It has set a standard for quality and 
diversity on the web. For those with internet access it has given much added value 
to programmes with background material and a third outlet for the BBC news 
service. The BBC, moreover, has done a huge amount to promote and build 
confidence in the general use of the Web and Internet services. Through many 
different projects, partnerships and initiatives such as the local buses and drop in 
centres which operate from local radio stations, and in giving assistance with building 
personal and community websites, the BBC has provided a trusted guide to the Web 
and thus encouraged many nervous surfers to test the waters. General use of the 
Web and Internet in the UK would probably be nowhere near so high without the 
BBC presence.  

We have the following comments which are not covered in the consultation. 

Many of our members value the absence of advertising on bbc.co.uk. The BBC 
output provides consumers with a much-valued choice of high quality web content 
without advertisements. 

We are concerned that there are still many citizens and consumers who do not have 
access to the internet particularly in their own homes where bbc.co.uk is most 
suitable and useful. Ofcom research indicates that internet use is at 64% of all UK 
households and internet usage is significantly lower than the average for the over 
50’s. Television and radio penetration is almost universal. Although the BBC has 
been at the forefront of internet awareness VLV is very concerned by this widening 
digital divide. 

The presence of all the national and local radio stations on bbc.co.uk has increased 
the audience for this BBC output beyond the reach of radio transmitter masts. This 
means that all BBC radio output is available around the world; it also means that 
local radio is available to all of the UK. In these ways bbc.co.uk makes a major 
contribution to the promotion of two of the public purposes of the BBC “Reflecting 
the UK’s nations, regions and communities” and “Bringing the UK to the world and 
the world to the UK”  
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2.  In response to specific questions we have the following 
comments to make. 
Question 1a  To what extent does bbc.co.uk serve the BBC’s public 
purposes and, in particular, the citizenship and educational purposes? 

BBC.co.uk is a useful source for up-to-date local and international news, providing 
content which is both immediately accessible and free to use. It has specific 
educational areas for secondary and further education – GCSE Bitesize and SOS 
Teacher. It also has an area designed for teachers to obtain educational material. The 
‘Onion Street’ messageboard allows users to contact others and exchange advice 
and views on schoolwork. 

However, educational content aimed at those with special needs and the visually 
impaired which was part of BBC Jam has been removed in response to complaints 
that it was felt to be anti-competitive. Such products will never be immensely 
profitable, however, as there is a limited market, and as a result there is a lack of 
investment in these products. The BBC was a rare organization that was willing to 
develop such products without market concerns and its withdrawal creates a gap 
that will not now be filled. 

In terms of citizenship, VLV would broadly contend that bbc.co.uk operates 
effectively in terms of news provision and the provision of information regarding the 
political process. In particular, it makes effective use of web formats to allow licence-
fee payers to explore stories and debates to varying depths, and is updated with 
impressive speed and accuracy. 

One area which is of more concern, however, is the role of bbc.co.uk in sustaining 
civil society, via the encouragement of debate, participation and media literacy.   

Perhaps the most obvious example of the BBC’s efforts in this regard is the Action 
Network site (bbc.co.uk/actionnetwork) - a laudable attempt to facilitate grassroots 
political campaigning that touches on various aspects of the citizenship and 
educational purposes. However, it has recently been reported (by the International 
Centre for Excellence in Local e-Democracy, quoting a BBC spokesperson at the 
World e-Democracy Forum) that Action Network is set to close in the next few 
months. We would consider this a serious loss, and, if this information is correct, we 
consider that the BBC, in collaboration with the Trust, must take the following steps: 

i) Investigate the reasons for the project’s closure, and evaluate its successes 
and failures. 

ii) Building on this investigation, develop a coherent strategy for attempts to 
facilitate political participation via bbc.co.uk in the future. 

In more general terms, VLV remains concerned that the citizenship and civil society 
purpose should not be solely conflated with the provision of content related to 
formal politics.  A wide variety of content on bbc.co.uk has the potential to make a 
contribution to civil society, for example by encouraging dialogue between different 
communities through online discussion forums (with the caveat that, as noted in our 
response to question 1e), the BBC’s moderation of these forums remains 
problematic on occasion). 
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Accordingly, we contend that the service licence for bbc.co.uk should be re-
examined to ensure that the citizenship and civil society purpose remains central 
beyond the provision of news and political content.  In this regard, there needs to be 
a clearer definition of precisely what is meant by ‘citizenship’, one which VLV would 
suggest should be focused around respectful dialogue between citizens.  In this 
definition, the role of bbc.co.uk would become more facilitative than prescriptive, 
providing appropriate spaces and background information to enable such dialogue to 
take place. 

Question 1b To what extent is bbc.co.uk distinctive and innovative? Does 
it display the other content characteristics set out for it? 

The Listen Again format for radio is particularly innovative and useful. 

Newscasts are now available on the website, although this is also becoming common 
for news channel websites.  

The Iplayer is somewhat disappointing in this respect, because it has forced the user 
to use software originating from one source, ie Microsoft. Although it will now be 
Mac compatible, this was clearly an afterthought and came from pressure from 
outside sources. Other operating systems, such as Linux, were also not catered for. 
The Iplayer could have been from the start a truly innovative product, allowing users 
to download and store product which  has been paid for using their licence fee, in a 
format that did not lock them in to any one form of software. Instead, users have 
had to use a proprietary format for a limited time. In this aspect, the Iplayer has 
failed. 

The radio podcasts allow users to download content and listen to it for free at their 
own discretion. This is excellent. 

Question 1c To what extent does bbc.co.uk reflect and extend the range 
of the BBC’s broadcast services?  

The BBC has webpages for each of its radio stations and programmes, and webpages 
for each channel. Other pages are related to show topics, such as cookery, although 
an explicit connection may not always be made between the website and other 
forms of content. 

Many of the radio stations have messageboards where listeners can comment on the 
topics raised in programming, such as the Today programme.   

Question 1d Does bbc.co.uk enable users to navigate and search easily 
and does it lead its users effectively beyond BBC content? 

Search boxes are located prominently on the BBC homepage, with a search box at 
the top of each webpage. Along internal searches, external search results are 
displayed and clearly marked as external. Many webpages link to outside sources of 
knowledge and resources.  

Question 1e Does bbc.co.uk make the BBC more accountable to licence 
payers?  

Although bbc.co.uk encourages user participation through user comments on news 
stories and in their message boards, this does not equate with the BBC becoming 
more accountable to licence fee payers, particularly when comments and 
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messageboard posts are screened before publication. We are sceptical regarding 
how exactly licence payers can hold the BBC more accountable, although online 
consultations provide one excellent example. 

Question 1f As far as you are aware, does bbc.co.uk comply with the 
other requirements set out for it as key characteristics?  

BBC.co.uk complies with the other requirements of the Key Characteristics. 

2. Does the service licence provide an effective basis for the 
Trust to hold bbc.co.uk to account? 
Part one sets out acceptable basic standards for bbc.co.uk to adhere to. 

3. Should the service licence for bbc.co.uk be developed or 
changed in order to reflect changes to bbc.co.uk, its users’ 
needs and the online market? 
 The “user-generated content” section is vague at best. Does this refer to ‘citizen 
journalism’, such as users sending in pictures from flooded areas? Or does it refer to 
the kind of content found on websites such as youtube.com, which can vary in length 
and content? Care has to be taken in this vein, particularly as there have been cases 
of the RIAA demanding the removal of videos wherein music happens to be playing 
in the background, rather than the music being an integral part of the product. There 
may also be problems regarding fair use of copyrighted materials and parodies. Will 
the users be paid for their products? Who will own the rights to the original material 
presented – will the user be allowed to reproduce it in other areas, and will the BBC 
be allowed to use this material in anyway they wish? Will the user be able to demand 
their work be removed if asked?  

The BBC is widely respected as a trusted source of knowledge, and so user-
generated content would have to be clearly marked as such to ensure that it is not 
seen as portraying the views of the Corporation. Anything claiming to be educational 
or fact-based will have to be rigorously checked for accuracy. There should also be 
greater detail on how and when this user-generated content will be presented on 
the website.  

15th December 2007. 
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