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Overview 
 
 

This submission responds to the BBC Trust’s consultation on the Review of bbc.co.uk, 
published on 26 July 2007. 
 
The submission largely follows the flow of questions in the Trust’s consultation 
document: 
 
Chapter 1 provides context for the rest of the submission, containing an account of the 
history and development of bbc.co.uk, its key achievements, current performance and 
some major challenges going forward. It poses some questions on which BBC’s 
management would welcome debate as bbc.co.uk enters its next phase, embracing 
the Web 2.0 world. 
 
Chapter 2 aims to answer Question 1a of the consultation document, dealing in turn 
with the ways in which bbc.co.uk aims to deliver the public purposes in the terms set 
out in the Service Licence. 
 
Chapter 3 addresses Question 1b, assessing the BBC’s success in delivering each of 
the public service content characteristics, as well as overall distinctiveness. 
 
Chapters 4 to 6 are concerned with Questions 1c-1e1, dealing with the specific 
requirements of the Service Licence in respect of supporting broadcast output, 
navigation and search, and enhancing accountability. 
 
Chapter 7 looks ahead, considering the ways in which the online world are changing 
and how the BBC will need to change in response, in order to remain relevant and 
engaging, and so maximise public value. It also considers Questions 2 and 3 of the 
consultation document, outlining some principles for an effective and appropriate 
governance framework for the BBC’s online activities.  
 
 
 

                                            
1 Management’s response to the diverse additional service licence requirements captured in Question 1f are not dealt 
with in a separate Chapter of their own, but at different points throughout the rest of the document, as follows: 

• availability to any internet-enabled device: 5.1 
• a wide range of propositions: 2.5.1 
• continuously available and free at the point of use: 5.1 
• content from other BBC public services: 4.3 
• service budget: 1.4.1 
• review of editorial distinctiveness: 3.1 
• external suppliers: 2.5.10 
• user data: 6.4 
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Chapter 1 Introduction to bbc.co.uk 
 
 
 
1.1 bbc.co.uk 
 
1.1.1 bbc.co.uk is the manifestation of the BBC on the internet. It offers a 

permanently available extension of programmes and services as well as an 
opportunity for the BBC to exploit new, more flexible and interactive forms of 
media in the delivery of its public purposes. It is therefore, uniquely, both a 
service in its own right and an enabler of the BBC’s other activities.  

 
1.1.2 bbc.co.uk represents in one interconnected service the full range of the BBC’s 

mission, spanning genres as diverse as history, comedy, music, food and 
education. It includes world class services like news, which face intense and 
global competition, but also individual spaces like the message board for 
Woman’s Hour or the Gaelic language website, all sharing the same high 
public service ideals. Much of the success of bbc.co.uk can be ascribed to this 
breadth of content, combined with the added depth made possible by the 
online medium. 

 
1.1.3 bbc.co.uk plays an unique role in the online environment of the UK, displaying 

a mix of attributes which the BBC alone brings to the market, by aiming to: 

• be a beacon of quality in the highly variable online marketplace. 

• be an impartial, trusted source of news, information and recommendations. 

• innovate in content, technology and techniques, and harness advances 
throughout the internet to deliver greater public value to mass audiences. 

• provide a place where everyone, of every age, background or interest, can 
experience and share online content. 

• provide a plural home for the sharing of diverse views and a safe haven in 
which people can explore them. 

• serve the broadest audience with quality content, without having to satisfy 
commercial imperatives. 

• provide content and environments which are appropriate to the particular 
audience being served – for example, children or adults. 

• make the most significant investment in original UK online content, helping 
ensure that the internet is a place in which UK creativity can flourish.  

• provide a strong British voice and representation of UK culture in a global 
market dominated by massive US media and telecoms companies. 

• be a trusted guide to the rest of the internet, a point from which audiences 
can explore the full potential of the internet, narrowing the digital divide; 

This unique combination of attributes, rooted in the BBC’s traditional remit and 
values, and combined with the breadth, scale and scope of bbc.co.uk, means 
that the service as a whole can deliver greater public value than can be seen 
by measuring the impact of individual pieces of content within it. It is, simply, 
greater than the sum of its parts.  
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1.2 Governance of bbc.co.uk 
 
1.2.1 The first online offerings by the BBC were launched on a trial basis in 1997. 

From April to June 1998, a considerable public consultation was held – the 
most successful in terms of effective engagement with audiences that had ever 
been carried out by the BBC. This consultation shaped the online service 
proposition, and in October 1998 the Secretary of State for Culture, Media and 
Sport approved BBC Online as a core public service.  
 

1.2.2 The original online service proposition was that bbc.co.uk should: 

• act as an essential resource offering wide-ranging, unique content. 

• use the internet to forge a new relationship with licence fee payers and 
strengthen accountability. 

• provide a home for licence fee payers on the internet and act as a trusted 
guide to the new media environment. 

 
1.2.3 In August 2003, Philip Graf was commissioned by the Secretary of State to 

undertake a review of the BBC’s online services. When Graf published his 
findings, the BBC responded by refocusing parts of the online offering and its 
Board of Governors clarified the remit for the service, creating the basis for the 
current service licence.  
 
 
 

1.3 Key achievements in the first ten years 
 
1.3.1 Over a relatively short period, bbc.co.uk has established itself as one of the 

UK’s most important cultural institutions. From the start, it aimed to be a 
universal service, appealing and delivering value to every licence fee payer, 
giving them compelling reasons to seek out online content. By maximising 
reach, in a highly competitive market where it will only ever take a small share 
of consumers’ online time, the BBC has maximised public value delivered to 
licence fee payers and helped grow the total UK internet market.  

 
1.3.2 From reaching 27% of UK internet users in 20002, bbc.co.uk now reaches 

50%3, with over 16.3m unique users each month4. This makes bbc.co.uk the 
third most visited website in UK, ahead of major players like Yahoo!, eBay, 
Amazon, YouTube and Facebook, and the BBC public service with the fifth 
greatest reach (see section 1.5.2). The BBC makes by far the biggest and 
broadest contribution of any UK player to the worldwide web.  

 
1.3.3 The background to this relatively strong position was the confident early start 

which the BBC made. It was quick to recognise the potential value of web 
content in delivering the public service remit in this new medium. It also 
benefited from the security of public funding, which meant that it could invest, 
take risks and experiment in ways and to a degree that other organisations 
could note and while many commercial players held back. It was able to 
sustain that investment, even as the dot.com market faltered and other 
investors withdrew.  

                                            
2 BMRB Access, average January – Dec 2000 
3 Nielsen//Netratings Netview, Sep 07 
4 Nielsen//Netratings Netview, Sep 07 



 

 5 

1.3.4 The BBC helped establish the internet as a credible medium for the distribution 
of media assets. While doing so, it laid solid foundations for its own online 
offering based around some world-class products and services: 

• The BBC was quick to adapt its news offering to the internet in novel ways, 
rather than simply attempting to import formats and approaches from 
existing media. The BBC’s investment in online news represented no less 
than a step change in the commissioning of original content for the internet.  

• The other major area of content development in the early years was around 
education and learning, where the BBC spotted the opportunity to 
transform the way it supported learning at all age groups. Through the 
development of multimedia services such as GCSE Bitesize, it laid the 
foundations for a valuable portfolio of interactive learning products. 

• Sport became the second most popular section of bbc.co.uk and was the 
first website of its kind in the UK to stream live video around major sporting 
events such as the 2004 Olympics or 2006 World Cup. 

• The power of on-demand applications was pursued, first through Radio 
Player. Nothing on this scale had existed online before. It enhanced the 
public value of the BBC’s audio content by giving audiences another 
chance to listen and enabling them to aggregate content in new ways. 
Later, the BBC became the first UK broadcaster to exploit podcasting, and 
most recently has launched iPlayer to provide long-form on-demand video. 

• The capacity of the internet to be an entertaining medium – a truism now, 
but not in the internet’s infancy – was recognised early on. Innovative online 
entertainment formats were developed such as animated Doctor Who 
stories which kept the flame of the series alight until its return to television.  

• The BBC could make its wide range of nations, regional and local 
content available to a much wider audience, including people who live or 
work in one place but have roots in another. 

• Content was provided not only to mainstream online audiences but also to 
groups relatively poorly served elsewhere on the internet, such as 
speakers of minority languages, children and older people, so serving them 
better and more consistently than had been possible in the broadcast world. 

• For children in particular, as traditional television broadcasters 
progressively reduced their commitment to original content, bbc.co.uk 
provided a new source of content, provided within safe community 
environments. The BBC aimed to serve all children, including for example 
those with learning difficulties or motor disabilities. 

• bbc.co.uk enhanced the public value of its public services as a whole by 
adding depth, context, links and journeys across all genres and enabling 
audiences to explore and interact with diverse content in new ways.  

• bbc.co.uk enabled multimedia propositions which drove audience 
participation and interaction, such as Test the Nation or The Big Read. 
More broadly, the potential for online interaction with audiences changed 
the nature of many broadcast programmes across radio and television. 

• In terms of technology, the BBC understood the potential scale of the 
internet. It developed a simple, scalable, cost-effective infrastructure for the 
distribution of bbc.co.uk across different devices that has proved itself 
among the best in class for robustness and resilience.  
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1.3.5 The scale of the BBC, its access to the licence fee and its technological 

competence have enabled it to play a leadership role in the market. Even 
where the BBC was not first to market, it proactively pursued the potential of 
new developments. The BBC aims to be a ‘good citizen’ of the online world in 
ways which benefit the wider internet and create broader public value:  

• The BBC’s early investment in a wide range of quality UK content has 
undoubtedly helped drive the UK online, contributing to the UK having one 
of the highest broadband penetration rates across all age groups.  

• As the only UK company among the top 20 new media players in the UK 
market, it has established a vital foothold for UK content on the internet. 

• It has been an early adopter of open standards, including innovations such 
as mobile browsing, RSS and podcasting, helping make what were often 
niche features into key online technologies for the mainstream audience. 

• Following an early period where the BBC was tempted to try to keep people 
on its own site, it recognised the value of driving users into the wider 
internet, using the trust which audiences have in the BBC to provide 
appropriate and useful links into content provided by others. 

• Working with external suppliers of content, as the only significant 
commissioner of UK online content, the BBC has played an important role 
in supporting the wider new media sector. 

• bbc.co.uk has encouraged people to engage in a way which has increased 
media literacy. It understood that it should enter a dialogue with its 
audiences, moving away from the traditional ‘receive only’ mode of 
broadcasting. Message boards and presenters’ blogs have invited 
audiences to engage with each other and the BBC. On-screen and on-air 
talent, as trusted voices, have encouraged people to engage in such ways, 
while initiatives such as WebWise have helped demystified the internet.  

• Various parts of the service have embraced the power of user generated 
content, such as the news site using audiences’ own pictures of major 
stories like the London bombings, or audiences for the sports site 606 
writing their own match reports. 

• The BBC was the first content provider to be treated as an equal by 
telecoms operators, benefiting from bilateral zero-cost peering 
arrangements. It introduced this concept of the ‘content ISP’ to the market, 
and other broadcasters (such as Channel 4) and content providers have 
subsequently benefited from it.  

• In areas like the negotiation of rights, multicasting and most recently the 
iPlayer, the BBC has stimulated and led an industry dialogue, particularly 
on the development or strengthening of standards, which has helped others 
to get into the market sooner than they might have done.  

• The BBC has also helped grow talent in this new medium, and share the 
results of its experimentation, good or bad. The BBC has served as a 
training ground for some of the foremost talents in the new media field, 
many of whom have gone on to work across the industry, for both UK 
companies and international players such as Google and Yahoo!. 
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1.4 Strategic management 
 

1.4.1 The content of bbc.co.uk is commissioned and produced by many different 
areas of the BBC, as opposed to being centralised in a single division.  

 
1.4.2 This confederated approach allows the BBC to optimise its operations vertically 

– for example, the team writing news content for television can easily contribute 
content for bbc.co.uk/news. It ensures that the most in-depth understanding of 
genre and of audiences is brought to bear on each part of the online offering – 
for example, content for children is the responsibility of people in the 
commissioning and production teams who best understand this unique 
audience. It encourages joined-up thinking and planning of major content 
initiatives, across different platforms and media, and spreads knowledge of the 
potential of online interactivity to all parts of the BBC. It is also more cost-
effective than replicating existing content expertise in a single online division. 

 
1.4.3 While this structure brings obvious benefits, it also demands that the service as 

a whole is strategically managed through co-ordination across divisions. There 
are two key arrangements in place to ensure this:  

• The Director, Future Media & Technology (FM&T) is responsible for 
ensuring that bbc.co.uk has a clear overall strategy, is editorially distinctive, 
and is managed effectively as a portfolio. He also supports the Executive’s 
understanding of new media, so that it can effectively prioritise investment 
across the whole BBC, ensure an appropriate degree of focus on internet 
activities within the portfolio, and reach decisions on the adoption of key 
strategic changes.  

• The Group Controller of FM&T chairs a pan-BBC Output Group, bringing 
together the editorial and technical heads from the three content areas of 
Vision, Audio & Music and Journalism. This group examines the entire 
editorial and technical portfolio against the requirements of the service 
licence, sets priorities and the broad strategic direction, and resolves 
editorial, technical and budget questions. In this way, the whole of 
bbc.co.uk remains focussed on the complementary contribution that 
different parts of the BBC can make to deliver the purposes. 

 
1.4.4 The RQIV performance framework outlined in the following section is used 

across the portfolio to help prioritise investment and ensure value for 
money. Where content is programme-related, this takes place within the 
context of determining priorities for radio and television. When prioritising 
across different platforms, the following considerations are also made: 

• The usefulness and relevance of the content to the platform 

• Audience take-up of the technology 

• Ease of use 

• Additional marginal cost of providing content for a particular platform 

• The potential impact in the market, taking a precautionary approach to 
new investment, as recommended by Philip Graf. 

Currently, there is a focus on prioritising bbc.co.uk investment on making it 
easier for audiences to ‘Find, Play, Share’. 
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1.5 Performance measurement 
 
1.5.1 The RQIV framework 
 

The BBC’s measurement framework is based around the key indicators of 
reach, quality, impact and value for money, being the ‘drivers of public value’.  
The BBC uses this framework both to make initial investment decisions and to 
assess ongoing performance of bbc.co.uk. Within the four overarching 
categories a range of measures are used, as outlined below.  
 
BBC Journalism, Audio & Music and Vision use the RQIV framework to make 
content investment decisions. FM&T reviews the outcomes of these 
investments and is accountable for the overall performance of bbc.co.uk.  

 
 
1.5.2   Summary of bbc.co.uk performance 
 
 Reach 

bbc.co.uk contributes to the BBC’s aspiration to be used and valued by every 
licence fee payer in the UK, so reach is a key measure of success.   
 
Since 2000, reach to bbc.co.uk has outstripped even the growth in all internet 
usage, accelerated though that was by the launch of broadband in 2002.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
bbc.co.uk reaches 16.3m unique users each month5, and by September 2007 
had a weekly reach of 12.2m adults6. This makes bbc.co.uk the BBC’s fifth 
most used service, behind BBC One, BBC Two, BBC Three and Radio 27, and 
the UK’s third most used website, behind Google and MSN8.   
 
bbc.co.uk is a particularly important service for some audiences and adds a 
certain amount of unique reach to the BBC’s portfolio. Users tend to be 
younger and more upmarket, reflecting the profile of UK internet users as a 
whole9.   

                                            
5 BMRB Access, average January – Dec 2000 
6 TNS New Media Tracker, Sep 07 
7 BARB, average weekly reach 3-30 Sept 07 / RAJAR Q3 07 / TNS New Media Tracker, average weekly reach Sept 07 
8 Nielsen//Netratings Netview, Oct 07 (excluding internet applications) 
9 TNS New Media Tracker, Sep 07 
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Quality & Impact 
Any assessment of ‘quality’ is by its nature subjective and complex, 
encompassing editorial approach, range, diversity and depth of content, 
compliance with standards and guidelines and the user experience. 

With this in mind, the BBC has two objectives when measuring quality and 
impact on bbc.co.uk: 

• To ensure that bbc.co.uk comprises content and a user experience which 
demonstrate the characteristics of public service broadcasting 

• To monitor the perception and usage of bbc.co.uk in aggregate  
 

The BBC Audiences department runs a tracker survey on behalf of The Trust, 
which measures audiences perceptions of the BBC’s performance against the 
key characteristics of public service content set out the Charter and Agreement 
– high quality, innovative, challenging and engaging. The first two are 
particularly relevant to assessing ‘Quality’, while the latter two are relevant to 
‘Impact’, since they reflect the participative nature of the internet.  

The performance of bbc.co.uk against these characteristics is set out below.  
By comparison, it is one of the BBC’s strongest performing services in terms of 
quality and innovation and being challenging and engaging, alongside the 
BBC’s News services and Radio 4. bbc.co.uk compares favourably alongside 
the average perception of BBC television and radio services, though the new 
and participative nature of the medium may contribute to this perception.   

Audience perception of bbc.co.uk, BBC television & BBC radio10 
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The BBC also measures Audience Appreciation (also known as AIs) on some 
parts of bbc.co.uk. Audience Appreciation uniquely tracks elements of the user 
experience – including appearance and ease of use.   

                                            
10 Q&I Tracker, Wave 2 07 
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The chart below illustrates that bbc.co.uk has high scores for both appearance 
and ease of use – 78 and 75 (out of 100) respectively. 
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Perhaps the best measure of quality and impact in aggregate is the bbc.co.uk’s 
average Net Promoter score – a measure of word of mouth advocacy. It teases 
apart those who really love the site from those who do not, to give a net score 
which can be either positive or negative.  
 
The current average Net Promoter score for bbc.co.uk is 3011, ahead of most 
other UK sites. However, as the chart below illustrates, there is considerable 
variance within this figure. bbc.co.uk leads the UK market in a number of 
sectors, including parenting, food and news. However, a number of sites with 
negative net promoter scores, and in other parts of this submission it is outlined 
how the BBC is taking steps to address these challenges. 
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In addition, the overall impression rating by audiences (measured within 
Audience Appreciation) is also of relevance. The current rating is 77/100.   

 
                                            
11 bbc.co.uk Pulse, Q3 07 
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Finally, in combination with other measures, the level of consumption on 
bbc.co.uk is important. The average time spent per user per month on 
bbc.co.uk was 52 minutes in October 200712. Whilst this number is not low, the 
BBC recognises that it falls well short of some particularly highly used parts of 
the internet, such as social networking sites.  
 
Value for money 
Value for money is essential to understanding how effective we are in spending 
money on behalf of the licence fee payer.  In 2006/07, the cost per user 
reached for bbc.co.uk was 16p13.  In recent years this has been declining due 
to growth in reach increasing more rapidly than investment in bbc.co.uk. 
 
Licence fee payer’s perceptions of value for money are also important. In 
research conducted for the BBC in 2005, bbc.co.uk was perceived to be worth 
£3.40 per month – just under one-third of the total licence fee and the BBC’s 
third most highly-valued service in those terms14. 

 
 
1.5.3 The future evolution of measurement of bbc.co.uk  
 

Measuring success on bbc.co.uk is more complex than it is for television and 
radio. This is because the internet is less well established as a medium, the 
market is very fragmented and the internet is an open medium with no 
boundaries. For instance, when measuring success, there is the question of 
whether the BBC should consider usage from outside the UK.   
 
As media converge and devices increasingly become internet-enabled, usage 
of bbc.co.uk will increasingly occur beyond the desktop PC. It will be spread 
across mobile devices and on digital television screens and radio sets. This will 
create particular challenges in measuring the success of bbc.co.uk.  

 
 

 
1.6 Spend 
 

The Service Licence states that the budget for bbc.co.uk in 2007/08 is £74.2m, 
subject to tolerance of 10%.   
 
Actual spend in 2007/08 is expected to be £80m (excluding development costs 
which are outside the service licence framework).  
 
Implementation of the strategic plans in Delivering Creative Future (BBC 
management’s service priorities for the next six years, approved in principle by 
the Trust in October), would require the level of spend regulated by the service 
licence to increase in 2008/09 and subsequent years, beyond the existing 10% 
budget tolerance. 

                                            
12 Nielsen//Netratings Netview, Oct 07 
13 BBC Annual Report 2006/7 
14 Human Capital deliberative jury 
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1.7 Some key questions for the service review 
 
1.7.1 Just as the original bbc.co.uk remit was refined and priorities identified by the 

Board of Governors following the Graf Review, so this current service review 
provides the opportunity not only for current performance to be assessed, but 
also for new priorities and themes to be identified for the next stage of the 
BBC’s online activities. BBC management welcomes this opportunity. In 
Chapter 7 it sets out its own view of the way in which the online world is 
changing and how the BBC’s online activities might need to evolve.  

 
1.7.2 The BBC welcomes the debate around these issues, and looks in particular to 

the BBC Trust for a dialogue around the key questions which will inform both 
the strategies which need to be developed and the frameworks in which they 
will operate going forward. Among those key questions are the following:  

• Should bbc.co.uk set standards or follow them? Is there a continuing 
legitimate role for the BBC in pioneering, on behalf of the whole industry, 
advances such as single sign-on and portable online identities?  

• After building such strong reach among licence fee payers, now that 
internet take-up and broadband penetration are slowing, how can the BBC 
refocus its strategies to deliver even greater impact and greater public 
value? Can bbc.co.uk ever achieve the impact of traditional broadcasting? 

• In particular, should the BBC more fully embrace social media as a means 
of engaging online users with content of high public value? How can the 
BBC distinguish itself from other social media participants while remaining 
relevant to audiences who look predominantly to social media for their 
entertainment, but also for information and informal learning?   

• Is the current level of originated content on bbc.co.uk right for the future? 

• Should it continue to be part of the BBC’s mission to drive take-up of the 
internet, or of high speed broadband, and should this be made explicit? 

• Is the emphasis on citizenship and learning, in the Graf Review and the 
subsequent service licence, still appropriate today?  

• In particular, as more and more licence fee payers look to the internet as 
their first port of call for entertainment and support for the leisure activities, 
what is the appropriate balance in the BBC’s online mission between 
information, education and entertainment? What role might entertainment 
on bbc.co.uk have in closing the digital divide? 

• To what extent should online platforms provide access to all its content, 
including live, broadcast services, on-demand access to previously-
broadcast content, and the means of accounting to licence fee payers for 
that content? 

• To what extent should the BBC’s content be available on every device that 
can access bbc.co.uk, including mobile devices? 

• What should be the BBC’s aims in relation to serving the audiences which 
bbc.co.uk reaches relatively well – notably teens and young adults? Should 
its online services see serving these audiences as a new priority going 
forward, and if so, what kinds of public value should the BBC be trying to 
deliver to them? 
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Chapter 2 The public purposes 
 
 
“The remit of bbc.co.uk is to serve the BBC’s public purposes… It should 
deliver its remit by contributing to all the BBC’s public purposes, with 
priority given to the citizenship and educational purposes.”  
bbc.co.uk service licence 
 
To what extent does bbc.co.uk serve the BBC’s public purposes and, in 
particular, the citizenship and educational purposes? 
Trust consultation, Question 1(a) 
 
 
 
 
 
2.1 Introduction 
 
 
2.1.1 The service licence makes it clear that the BBC’s online activities should serve 

all the purposes, with content across the full range of genres represented in the 
BBC’s public services. This continuing broad focus will become increasingly 
important as communications convergence means that more people get more 
of their BBC content via the internet. 

 
2.1.2 The following sections consider ways in which different parts of bbc.co.uk 

contribute to delivering each of the public purposes in turn, including in relation 
to specific requirements of the service licence which are quoted in the boxes. 

 
 
 
2.2 Sustaining citizenship and civic society 
 
 
2.2.1 Introduction 
 
 
 

bbc.co.uk makes a significant contribution to the delivery of the BBC’s 
citizenship purpose, and this contribution is increasing.  
 
The contribution has at its heart the provision of the most comprehensive, high 
quality and impartial source of news from all parts of the UK and the world. But 
the contribution goes further and deeper than that, engaging people with issues 
and debates, providing them with information to reach informed views on major 
public issues, or take decisions on the things that matter in their own lives. 
Many of the activities cited under the education and learning purpose in section 
2.3 link directly to the delivery of informed and active citizenship – from the 
acquisition of reading and writing skills for both children and adults to support 
for good parenting. And thread through the whole online offer is support and 
encouragement for people to make the most of the online world and the 

bbc.co.uk should make a very important contribution to this purpose amongst its users… 
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benefits of new communications technologies in living their lives and engaging 
with society around them. 
 
The section focuses largely on the news service, however, since this is the key 
theme of the citizenship purpose in the service licence.  
 
The BBC’s online news offerings will become even more critical to maintaining 
the overall reach and impact of BBC journalism, as new technology and 
delivery systems promote more convenient ways of consuming content, 
personalising it and engaging with it.  
 
bbc.co.uk displays the BBC’s core values of accuracy, impartiality and 
independence, but its combination of different media (text, video and audio) 
and interactive functionality has enabled the BBC to deliver the citizenship 
purpose through new types of two-way relationships with audiences. 

 
bbc.co.uk enables on-demand access, thereby maximising opportunities to 
consume BBC news content. It enables direct and active audience 
engagement with the news and its underlying issues. Navigation and links to 
other material hosted on bbc.co.uk – and external sites – provide a richer 
background to major news stories and sport coverage.  

 
 
2.2.2 News 
 
 
 
 
 
 
 

The role of online news is of increasing importance. The audience for linear 
news is declining15, just as online news consumption is increasing16 at twice the 
rate of the growth in online consumption generally17. Six million UK people visit 
the BBC’s news sites each week18. Going forward, the sites will bear an even 
greater share of the responsibility for ensuring that high quality, independent 
and impartial news coverage reaches a mass audience in the UK. 
 
While linear broadcasting still delivers the largest audiences for news, 
bbc.co.uk allows audiences to engage with news in a far deeper way, from a 
provider in which they place a uniquely strong degree of trust.  
 

                                            
15 BARB, 2001 - 2007 
16 Nielsen//Netratings Netview ‘Current Events & Global News’ category traffic from UK internet users has increased 
from 13.2 million in September 2006, to 16.4 million in September 2007 – a 24% increase. 
17 Nielsen//Netratings Netview, there were 28.8 million internet users in September 2006, and 31.8 million internet users 
in September 2007 (excluding internet applications) – an 11% increase. 
18 Sage E-metrics,  Sep 07 

It should provide a comprehensive service of impartial, accurate and independent news 
and analysis covering UK and international events and issues…constantly updated.  
 
bbc.co.uk should complement the BBC’s broadcast news coverage across all subject 
areas, including sports and local news. 
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A detailed account of the news site is set out in Annex A1. Key points include: 

• With over six million weekly UK visitors19, the news site has the highest 
monthly reach (22%) in its category in the UK20.  

• The site employs a wide range of text, still images, graphics, audio and 
video content. 

• It is updated around the clock, with breaking news and reports from a local, 
national and international dimension, delivering around 320 stories a day. 

• Almost all content is permanently available, currently about 800,000 stories. 
 

Overall, the BBC’s role in online news provision is highly distinctive in the 
market and delivers strong public value, building on: 

• the trust which people have in the impartiality and independence of BBC 
news. The BBC is the most trusted news brand21, and therefore the natural 
destination for people seeking authoritative, impartial news. 

• the editorial standards which are applied to the news site and its investment 
in in-depth, expert journalism. Because all the news content on the site is 
original, written by BBC journalists, not reproduced verbatim from material 
received from news agencies, the online site exhibits the same core values 
as broadcast news, and this is what people expect of bbc.co.uk/news.  

 
These core attributes help ensure that BBC News is consistently rated the best 
online site for news22, with high Net Promoter scores (+65 overall23). 
 
The breadth of local coverage is delivered in partnership with BBC Nations and 
Regions (who contribute about 60% of the content), while national and 
international coverage is delivered from the UK and World hubs in the multi-
media newsroom. The world operation includes online specialists covering in 
more detail – and in partnership with BBC World and World Service – news 
from Africa, Europe, South Asia, Asia-Pacific, the Middle East and Americas.  
 
A typical report on the News site will be 300-600 words long, containing original 
work and research by the online journalist as well as audio and video from 
other BBC outlets, still pictures, material from other sources including domestic 
and international news agencies, links to previous relevant reports, links to 
current relevant analysis and context on the site and other parts of bbc.co.uk, 
and links to related websites outside the BBC, including other media 
organisations.  
 
In this way, the site seeks to give the user an easy way to consume all relevant 
material from inside the BBC, as well as emphasising that it is part of the 
internet by linking intelligently outside bbc.co.uk.  
 
As well as core local, national and international news, the site provides 
coverage from teams specialising in UK Politics, Business, Entertainment, 
Education, Health, Science & Nature and Technology. These multimedia teams 
deliver daily news in these areas and a range of complementary features, 

                                            
19 Sage E-metrics,  Sep 07 
20 Nielsen//Netratings Netview, Sep 07 
21 Pan-BBC tracking survey (PBTS) 
22 Pan-BBC tracking survey (PBTS) 
23 bbc.co.uk Pulse, Q3 2007 
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analysis and context, other audio and video material and data such as market 
statistics, exam results tables or interactive election results pages.  
 
There is a section for each of the UK’s nations, and subsections with local 
news from 55 local areas. Links to this content are included in the nations’ 
general-interest homepages and the Where I Live local sites – which also 
contain detailed coverage of the UK’s devolved institutions and local interest 
news. More details on Nations and Regions sites are provided in section 2.4. 
 
Reaching a broad audience 
The BBC’s news and sport content is made available via feeds for easy 
syndication to other websites and portals. This process delivers around 17m 
click-throughs to BBC news and sport content each month24, and provides a 
significant amount of incremental reach for the BBC. 

 
With 2.5m users each month, news and sport content to mobile devices 
accounts for 90% of the BBC’s mobile traffic and reaches over 50% of people 
who consume such content on their mobiles. The BBC’s news, sport and 
weather offerings had the highest brand recall in their categories among mobile 
users, with the sole exception of mobile operators’ own news services25.  
 
The online environment provides new opportunities to extend the reach of 
news into those audiences, particularly the young and lower income audiences, 
who are least likely to seek it from traditional sources. BBC journalism currently 
reaches 94% of the 65+ AB audience demographic, but only 68% of the 15-24 
DE audience26. The BBC already works to engage such audiences online: 

• Children’s and teenagers’ sites introduce young people to news and issues, 
from Newsround to Press Pack, the Blue Peter Appeals and Newsbeat, and 
encourage them to interact and participate around it.  

• Radio 1’s Newsbeat site focuses on delivering news in text, audio and 
video to the hard to reach 16-24 audience. 

• The BBC ensures that its news provision is ‘part of the web’, through its 
news feeds, embedded rich video, mobile access, and by encouraging 
users to email stories to each other, highlighted on the list of ‘most emailed 
stories’ on the news front page. 

• Mobile offerings also attract these audiences and are likely to become more 
important still as mobile browsing becomes mainstream. 

• A third of the audience to the news site is aged under 3527. Almost half of 
the young adults who consume online news use the BBC’s news site28. 

 
However, the challenge will intensify going forward, and bbc.co.uk will play an 
increasingly central role in maintaining the reach and impact of BBC journalism.  
 
Central to the BBC’s response, as explored in the Creative Future process, will 
be initiatives to future-proof the delivery of news, upgrading the offer for the 
Web 2.0 world. It will offer increased personalisation and customisation, 

                                            
24 Sage E-metrics, “RSS public click”, UK internet users only, average Jun-Nov 07 
25 Sage M-metrics 
26 Pan-BBC Tracking Study, Sep 07 
27 Nielsen//Netratings Netview, Sep 07 
28 Nielsen//Netratings Netview : 48% of young people consuming online news visited the BBC News website in Sep 07  
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embedded video and audio, better aggregation around key events to bring 
together the best of BBC and third party content, and improved support for the 
key news programmes. While programmes such as Today and Newsnight have 
their own sites now, there is room to enhance such support, making it more 
interactive and integrating it more with the main news offering. The aim is to 
focus on fewer, better programme support sites for the key brands. 
 
Key to addressing the skew in the current demographic, and driving reach 
among harder-to-reach audiences, will be even greater syndication to ensure 
that BBC news content is available throughout the internet in places in which 
people of all ages and backgrounds can find it readily and in forms which they 
can easily consume, customise, use and share. 
 
 

2.2.3 Context and analysis 
 
 
 
 
 

Apart from its commitment to fast, accurate breaking news, the news site offers 
a wide range of context and analysis from its own in-house experts and BBC 
correspondents in the UK and across the world. As the amount of material has 
grown, the significance of enabling audiences to understand news stories in a 
wider context has grown with it. 
 
One of the priorities for correspondents in the field is to deliver additional 
content for the site around the major stories of the day. This will most often be 
in text – a full written piece offering analysis or colour from the ground, or 
perhaps a more straightforward Q&A – but could also be video or audio pieces 
made specifically for the site. 
 
This background material is key to offering context and explanation around the 
significant events of the day. It is prominently displayed on the front page of the 
news site and the various other indices, and a clear path to it will also be 
offered from links on the main story page.  
 
For a significant, ongoing story, a special in-depth index will be created, where 
the best of all the relevant text, audio and video from across the BBC can be 
brought together. Examples of this approach would include the 7/7 London 
attacks, where the index offered the latest news reports plus interactive 
graphics, user-generated content, debate, analysis and tributes to the victims.  
 
The site’s various specialist areas offer similar in-depth indices – for example 
Business bringing together the best of the BBC’s coverage around the credit 
crunch, or Entertainment showcasing coverage of the Oscars.  
 
Blogging is another way in which the news site is increasingly delivering 
additional context, analysis and insight from a range of leading correspondents. 
The political editor Nick Robinson has pioneered this approach, by regularly 
updating users with the latest from Westminster and allowing them to comment 
in response. Other regular bloggers include Business Editor Robert Peston, 
Europe Editor Mark Mardell and North America Editor Justin Webb. 
 

Key news events should be set in context, using analysis by BBC correspondents, with 
text, images, graphics, audio and video. It should include specialist subject areas and 
provide guides to the key issues of the day. 
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Support sites for specific programmes such as Moneybox or Analysis allow 
contextual information to be brought together around programme themes. 
 
Alternative viewpoints and perspectives can also be given through links to 
other news and information providers. The Graf Review noted that links were 
often provided, but not consistently throughout the site. In response to this, the 
news website introduced the News Tracker, which places external links on 
every major news page, and generates a quarter of a million click-throughs to 
other content providers every month29. Further information about external links 
generally is given in section 5.3. 

 
 
2.2.4 Audiovisual content 
 
 
 
 
 

Links to short-form audiovisual content are placed alongside the text of most 
major news stories. Content such as clips and packages is mainly taken from 
News 24 and the various national and local television and radio bulletins. In this 
way greater and continuing value can be obtained from audio and video which 
may otherwise be broadcast only a limited number of times on linear broadcast 
services. Online access helps to maximise the consumption of audiovisual 
news content by effectively matching supply and demand. 
 
The range and volume of audiovisual packages throughout the site is a source 
of distinctiveness, setting it apart from the bulk of other online news providers.  
 
Bespoke on-demand audiovisual content produced or edited specifically for the 
internet has also proved successful and is playing an increasingly important 
role in the online mix. So too is content submitted by audiences themselves 
(see section 2.2.5).  
 
Overall, around 100 new clips are added every day, and there is an archive of 
130,000 video clips and 100,000 audio clips. 
 
Going forward, the BBC recognises the potential to enhance the user 
experience further through a richer, embedded video experience and more 
effective integration of audiovisual content with text.  
 
The site also offers live and on-demand access to all main news and key 
current affairs television and radio programmes from the BBC, live simulcasts 
of News 24 and BBC Parliament and 5 live, and live coverage of some events 
not offered by linear channels. Programme support sites include extra 
audiovisual content such as uncut interviews or material from those 
programmes’ archives. 

 
 

                                            
29 Sage E-metrics July 2007, data from the UK only 

It should simulcast television and radio news and offer on-demand access to the main BBC 
television and radio news bulletins, selected headline packages and some current affairs 
programmes. 
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2.2.5 Involving audiences 
 
 
 
 

Debate and discussion 

Many bbc.co.uk sites actively seek to involve their audiences in debate and 
exchange on the issues of the day, from Have Your Say on the news site, 
through to discussions on 1Xtra or on 5 live, or around subjects featured on 
Woman’s Hour. Have Your Say receives 12,000 emails on an average day. 

The trust which audiences have in the BBC’s independence means that they 
feel comfortable engaging in debates hosted by the BBC. The BBC can give a 
platform to a wide range of views. With its values of fairness and impartiality it 
is uniquely trusted to give an editorial lead to debates. 

 
The news site itself hosts a range of debates each day. Users’ questions are 
put to BBC correspondents and people in the news – often in tandem with 
News 24 – and the Editors’ Blog provides a platform for editors to explain their 
decisions. In 2006/07, 70 BBC News and BBC Sport editors made 500 posts 
and received over 30,000 comments from readers in response.  

Beyond news and current affairs output, bbc.co.uk provides audiences with an 
opportunity to engage with the BBC as citizens, for instance where television 
dramas such as EastEnders stimulate discussion of important issues.  

 
 User-generated content 

Images and video contributed by audiences are playing an increasing role in 
providing up-to-the-minute and diverse coverage of news stories. The volume 
of material sent to the news site by its users has grown significantly, with 
several step changes prompted by events like the Tsunami, the Buncefield fire 
and the UK floods of 2007. On 7/7, the site received some 20,000 emails, 
including pictures and video from the scenes of the explosions.  
 
The emailed information, still pictures and video became a central part of the 
site’s coverage, but crucially was also distributed widely to other parts of BBC 
News. For example, the 6pm news on BBC One the following day led on the 
range of mobile video received from audiences.  
 
On the back of these experiences, the site has established a User-Generated 
Content hub, staffed around the clock to examine and verify incoming material 
and distribute it as quickly and widely as possible. As well as handling a 
significant volume of material around a major event, it has a key day-to-day 
role in finding case studies to help explain stories.  
 
In October 2006, 5 live established an audience team to monitor incoming 
material and speak to listeners with a view to finding original news and sports 
stories. The team looks for issues, trends and stories, researches and verifies 
them and gets them on air. A weekly newsletter, LiveWire, gives subscribers 
the latest on the stories generating most interest and encourages further 
contact. So far, the team has put 190 stories to air, more than 50 of which have 
been exclusives and many of which have been picked up by BBC television 
and local radio as well as the national press.  

It should encourage active involvement of the audience by hosting debates on important 
issues and enabling users to submit news-related text and video. 
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2.2.6 Media literacy 
 
 
 
 
 
 
 

In the early days, bbc.co.uk played a key role in persuading people of the 
benefits of exploring the online world. Research carried out by MORI for the 
BBC at the time of the Graf Review suggested that around 2m people, 7% of 
the population, had been encouraged online specifically by the BBC. 
 
The BBC considers it still has a role in this respect and section 2.7 explores 
how it can seek to exercise it now, in particular in relation to the most reluctant 
adopters, and so aim to help make the internet as universal as possible.  
 
Now that internet take-up has become so widespread, however, the BBC can 
adopt a deeper role, building on its position of a uniquely trusted online 
provider. The BBC’s own data shows that BBC sites score higher for trust 
among audiences than, say, Google and Yahoo30. People are likely to trust the 
BBC to help them understand new and emerging aspects of online digital 
media, as well as how to read the media and appreciate the practical 
processes that lie behind the development of media content.  
 
The BBC’s specific service goals in the area of media literacy are therefore to: 

• Help people through the digital media jargon used in the marketplace. 

• Encourage audiences to adopt emerging technologies and services to 
deliver additional public value. 

• Encourage audiences to experiment creatively with digital media tools in 
order to contribute to the BBC’s output and engage with wider society. 

• Provide advice to enable children to explore online content in safety. 
 

Section 2.7 considers the BBC’s role in encouraging take-up of new 
communications technologies generally, including digital television and radio.   
 
bbc.co.uk’s key targeted provision around internet take-up is brought together 
under the WebWise site, which has 130,000 users a week31 and features a 
number of components: 

• Computer Tutor, an audiovisual guide aimed at the complete novice to 
using a computer, helping them to get started.  

• Specially-produced audiovisual content presented by Huw Edwards and 
Kate Humble, providing a Guide to Broadband, explaining what broadband 
is and how to get it, but also taking users through more in-depth aspects 
such as WiFi, digital rights management and peer to peer networks. 

• An accredited course, taken by 800 people a week, designed to develop 
awareness of things like email, security and safety and e-retail. 

                                            
30 Internet Pulse, Nov 07 
31 Sage E-metirics, weekly average users, Oct 07 

bbc.co.uk should encourage internet adoption, including through digital media literacy 
projects, thereby making a substantial contribution towards a digital UK. It should support 
new users with advice and aim to increase their confidence, particularly helping those 
audiences who risk being stranded on the wrong side of the digital divide. It should foster a 
“learning curve” of interactive engagement, encouraging audiences to move from passive 
consumption to active participation online. 
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• Ask Bruce, providing the answers to commonly-asked questions about the 
internet and links to relevant content inside and outside bbc.co.uk. 

 
Other areas of bbc.co.uk explicitly set out to support internet literacy among 
particular audiences include: 

• My Web, My Way, an award-winning site built in partnership with AbilityNet, 
helping disabled users to optimise browsing to make the internet easier to 
use.  

• Stay Safe, an online tutorial for children explaining how to surf the web 
safely. It uses the character Dongle the Rabbit to show some of the 
potential dangers of the internet and how to avoid them. 

 
More broadly, online media literacy is often woven into mainstream content and 
services on bbc.co.uk. A good example is podcasting, where an online guide 
explains what podcasts are and how to get started, while the wide range of 
programming which the BBC makes available encourages audiences to 
overcome any resistance to sampling content in this way. 
 
Section 2.7 considers how through online initiatives such as WW2 People’s 
War, the BBC can target particular audiences and encourage them to start 
using the internet. The range of opportunities for audiences to contribute their 
own content to BBC sites also encourages active understanding of the 
medium, and this is considered further in section 2.5.5.  
 
Despite the range of activities already undertaken, the Trust’s research with 
audiences around the public purposes suggests that the BBC may be falling 
short of expectations in the area of media literacy generally32. A key challenge 
for the BBC is now to drive more coherence across the media literacy offer, 
both formal and informal aspects, to create greater public value overall.  

                                            
32 http://www.bbc.co.uk/bbctrust/consult/closed_consultations/purpose_remits.html 

http://www.bbc.co.uk/bbctrust/consult/closed_consultations/purpose_remits.html
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2.3 Promoting education and learning 
 
 
2.3.1 Introduction 

 
 
 
 
Education and learning were a strong focus of the early development of 
bbc.co.uk. This area was identified by Philip Graf as a key priority, and in the 
service licence as an area where the BBC’s online activities could make a 
strong contribution to the delivery of public value.  
 
Education and learning lie at the heart of the BBC’s remit as a whole and are 
involved in the delivery of each one of its public purposes. More specifically the 
BBC aims to fulfil this purpose across all platforms through the implementation 
of its knowledge-building strategy. Each of these aspects is considered below. 
 
How bbc.co.uk delivers learning in pursuing the other public purposes 
Aspects of the relationship between the learning purpose and the other public 
purposes are apparent throughout section 2 of this submission. For example: 

• Under citizenship (section 2.2), news online also delivers educational value 
by providing current information and by adding depth in its analysis of 
topical stories or through additional material such as country profiles. 

• In reflecting the UK’s nations, regions and communities (section 2.3), 
bbc.co.uk offers opportunities for learning, including information and debate 
about the different religious and other beliefs of the UK or language 
learning modules in support of the UK’s indigenous minority languages.  

• With a separate education system in Scotland, web content for learners 
there has always been one of the more successful elements of the BBC 
Scotland offering.   

• As part of stimulating creativity and cultural excellence (section 2.5), 
informal learning is accessible online to encourage and enable active 
participation in cultural activities from dance to film and music. 

• bbc.co.uk provides informal learning in bringing the world to the UK via the 
information and analysis of its global news coverage (section 2.6). It 
delivers additional depth with material of educational value in support of 
programming such as Tribe to broaden UK audiences’ experience of and 
exposure to different cultures around the world.  

• The BBC’s commitment to media literacy and in particular digital media 
literacy (section 2.2.6) serves the emerging communications purpose, 
through the provision of material such as WebWise or StaySafe, and guides 
to new delivery mechanisms like RSS feeds or mobile internet in order to 
promote the understanding and uptake of new media technologies. 
 

bbc.co.uk should make a very important contribution to this purposes amongst its users. It 
should offer something of educational value to people of all ages. 
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The knowledge-building strategy on bbc.co.uk 
The BBC’s pan-platform knowledge-building strategy sets out the ambition to 
underpin the literacy of the UK population, from basic learning skills to scientific 
literacy, cultural literacy, civic literacy, life literacy and media literacy.  
 
The ambition covers both formal and informal learning. The Agreement 
requires the BBC to ‘stimulate interest in, and knowledge of, a full range of 
subjects and issues through content that is accessible and can encourage 
either formal or informal learning’. Each is considered separately below. Online 
activity is increasingly important to delivering the strategy, complementing and 
adding to the BBC’s linear services. 
 
From the earliest days, the BBC prioritised its online investment and activity in 
formal learning, alongside news. The BBC recognised the great potential of 
online interactivity in delivering learning material which people would find 
engaging and educationally valuable, and in providing greater range and depth 
of learning than had been possible through linear broadcast services alone.  
 
The approach to formal learning on bbc.co.uk (set out in more detail in sections 
2.3.2 and 2.3.4 below) is to provide a range of materials of direct value to 
learners themselves, unmediated by teachers, while also ensuring that 
teachers can access BBC content that is useful to them. 
 
The BBC’s formal learning strategy online (covered in more detail in Annex A4) 
is informed by key long-term trends in the learning sector: 

• Lifelong learning and self-improvement: People want to be able to access 
support to help them manage their lives or pursue their interests at every 
age, not just at school. Public policy initiatives increasingly focus on 
learning – both formal and informal – as a lifelong activity. 

• Changing delivery mechanisms: Increasingly, the emphasis is on interactive 
learning, with materials delivered to people wherever they are, enabling 
them to learn at their own pace and in their own time.  

• The rise of skills: At a national level there is significant emphasis on 
transferable skills that will help school children to learn across all subjects, 
and basic skills for adults, such as literacy and numeracy. 

 
In parallel to providing formal learning, the BBC has extended the range and 
depth of its knowledge-building and more informal learning offer. Content is 
linked to a wide range of genres – from history to lifestyle sites – and 
complements and builds upon linear programming, so aiming to generate a 
more active, engaging experience around BBC content. This is explored in 
more detail in section 2.3.5). 
 
The breaking down of distinctions between formal education and lifelong 
learning, the rising demand for skills and the new ways learners expect to 
acquire their knowledge, makes the delivery of learning a more complex 
business. But for the BBC it continues to present a huge opportunity to build on 
the relationship that it already has with audiences of all ages, in particular to 
use their interests and passions to take them on learning journeys. As 
audiovisual content comes increasingly to sit side-by-side with the full range of 
online learning content, those journeys will become more frequent and more 
valuable. 
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2.3.2 Educational content for schools, children, parents and teachers 
 
 

 

Online output from the BBC aimed at supporting formal learning by the school-
aged audience currently has three main elements, considered in more detail in 
Annex A4: 

• Bitesize, which helps children revise and prepare for exams based on 
curricula requirements. While the BBC generally has struggled to engage a 
teenage audience, Bitesize remains incredibly popular with this age group – 
12% of 7-15 year old internet users visit a BBC Schools site each week33, 
with 34,000 weekly users of Key Stage (KS)1 Bitesize, 165,000 of KS2 and 
100,000 of KS334. The number of weekly unique users of Bitesize in the 
peak revision month of May actually exceeds the 650,000 pupils in each 
GCSE cohort. 

• Blast is focussed on encouraging children to acquire key skills, and initially 
focussed on supporting the development of creative skills through a mixture 
of online resources and advice, and partnerships with local youth arts 
organisations to deliver events every year in many parts of the UK. There 
are currently 70,000 weekly users of the BBC Blast site35. 

• Support materials for teachers and parents, progressively including online 
delivery of clips from the rich archive of BBC educational programming 
delivered through the out-of-hours Learning Zone and the daytime schools 
schedule on BBC Two, with links to curriculum-related content elsewhere 
on bbc.co.uk. In addition, BBC Schools Radio provides online audio and 
text resources including clips or full programmes, teachers’ notes and story 
packs, integrated with the curricula. 

• Where appropriate, teachers and parents are supported elsewhere in the 
portfolio with classroom resource materials for 60 Second Shakespeare 
and Celebdaq, for example, and curriculum information for parents on 
CBeebies.  

 
The BBC’s online curriculum learning service, BBC Jam, was suspended at the 
request of the BBC Trust in March 2007, following regulatory challenges. The 
BBC is currently developing plans (for submission to the BBC Trust) for the 
future evolution of the whole learning portfolio in the light of this suspension. In 
doing so, management is looking again at the balance between curricula 
versus skills learning within the portfolio.  
 
A key challenge going forward will be to ensure that the learning portfolio 
develops in a coherent way in which all elements can link and interact; this was 
not possible with BBC Jam, which operated under a separate service licence, 
subject to strict conditions over its scope which effectively prevented linking to 
other learning content or using Jam content elsewhere in the BBC. 

                                            
33 TNS New Media Tracker, Q2 2007 
34 Sage E-metrics, Sep 07 
35 Sage E-metrics, Sep 07 

It should invest in content that creates educational value for schools, children, parents and 
teachers. 
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2.3.3 Content for children and teenagers 
 
 
 
 
 

The BBC’s online offering for children through to early adulthood has 
developed strongly, and is set out in detail in Annex XX. It is becoming 
increasingly important in the provision of culturally relevant content for children 
as UK production of children’s content declines, and has three main elements: 

• CBeebies, which aims to deliver early learning goals in entertaining and 
engaging ways for children up to the age of 6, employing rich interactive 
experiences around the key brands and characters of the television channel 
and radio output on BBC 7. CBeebies offers a wide range of content 
providing help for the Sure Start aspects for 0-3 year olds and the Early 
Learning Goals for the Foundation Stage from age 3 to the end of the 
Reception year. 

• CBBC for 6-11 year olds, which by connecting children in a safe online 
environment encourages them to collaborate in creative and fun online 
activities, allowing them to explore the world at their own pace. Safety is of 
paramount importance and the BBC offers entertaining training modules to 
ensure children understand the risks of internet usage, and the universally 
used SMART rules, to become responsible users of the internet as they 
grow. This content is regularly used by the charity Childnet International, in 
its nationwide schools training programme, taking it to an even wider 
audience and bringing credit back to the BBC. 

• BBC Switch, a major recent redesign and rebranding of the BBC’s offering 
for teenagers across all media, blending informal interactive learning 
focussed on their own lives with opportunities for users to contribute their 
own content. This is an essential element in meeting the challenge which 
the BBC faces of connecting with and engaging this audience. BBC Switch 
will build into one of the most significant commissioners of original UK 
editorial content for the teenage market. For further details, see below. 

 
23% of 7-15 year old internet users visit a BBC Children’s site each week36. 
 
Each of these sites aims to promote informal learning by delivering educational 
objectives. In addition, however, for this audience as for others, informal 
learning content pervades the entire range of the BBC’s output. For example:  

• Music sites harness the passion that young people have for making music 
of all kinds, by providing information and advice on how to pursue a career 
in music. 

• One Life, which is linked to Radio 1 and 1Xtra content and forms part of the 
BBC Switch portfolio, provides young people with important information on 
the issues that affect them, such as relationships, coping with exam stress, 
and health and wellbeing. 

• Games like CDX and Death in Sakkara engage a younger audience than 
the television programmes they accompany and deliver informal knowledge 
building in the history genre. 

                                            
36 TNS New Media Tracker, Q2 2007 

It should continue to develop, as a key priority, a comprehensive service for children, to 
ensure availability of UK online content for children, directed towards learning outcomes 
and promoting safer use of the internet. 
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 BBC Switch 

bbc.co.uk has been providing online content for teenagers for a number of 
years, and there have been some successes – for example, Slink, the online 
magazine providing advice and entertainment for teenage girls. However, the 
Creative Future project highlighted a gap in the provision of content specifically 
designed for teenagers across the BBC’s various platforms. It also identified 
the teenage audience as one the BBC was in danger of losing.  

To inform future content choices, qualitative research into the world of teens37 
was commissioned and reached these broad conclusions about media habits: 

• Internet consumption and other computer-based content is the dominant 
platform for 10-16 year olds – free, easy to use and capable of delivering 
highly valued social interaction, learning and entertainment.  

• Of the top 20 sites most visited by UK teens, only bbc.co.uk is primarily a 
producer of UK editorial content.38 Otherwise, social networking and user-
generated content sites tend to predominate, most with a US bias. 

• The mobile phone also plays a big role. It may be the first screen that 
children own and do not have to share. What excites this age group most is 
that mobile allows them to capture, store and carry content to share with 
their friends.  

• Teenagers are also captivated by how other people live, and television 
often provides stimulus with chat shows and real life documentaries being 
especially popular. US entertainment content is typically highly valued. 

• Teenagers readily use digital technology to construct their own media 
worlds, pulling in brands and platforms that have resonance for them and 
seeking out additional content from brands they love, across all platforms.  

 
As a result of this and other research, the online offering for teenagers was 
combined with content from all other platforms and re-branded BBC Switch. 
The aim was to create a coherent teenage portfolio which pulled together 
propositions like Sunday Surgery (Radio 1) and Sound (BBC Two), while also 
working in partnership on projects with other parts of the organisation, like sport 
or film. The emphasis is on creating a genuine cross media offer, allowing the 
audience to follow brands they love from platform to platform. 

 
Online, BBC Switch is fulfilling a vital and virtually unique role in the provision 
of culturally relevant UK editorial content for the secondary school audience. It 
is already exploring a range of new forms of content, from interactive drama in 
Signs of Life to online documentary in Them?, and soon will embark on 
creating a challenging current affairs site for the teenage audience.  
 
Critically, BBC Switch does not seek to replicate the offer of social network 
sites. Rather it aims to join the audience in those spaces as appropriate, 
ensuring that teenagers can find BBC content when they go there.  
 
The central hub of expertise being built around BBC Switch also aims to help 
the BBC as a whole provide better content for teens across all platforms. 

                                            
37 Sparkler Teens audience research 2007 
38 Nielsen//Netratings Netview, Oct 07 
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2.3.4 Content for adults 
 
 
 
 
 

Informal learning for adults is discussed in more detail in section 2.3.5. 
 
The BBC’s formal learning for adults is focussed on supporting the acquisition 
of essential skills, through a number of initiatives that have a web presence: 

• Skillswise provides learning materials for adults to develop basic literacy 
and numeracy. This service has proved to be particularly valued by users, 
including tutors of basic skills, achieving bbc.co.uk’s third highest Net 
Promoter score39. It delivers online factsheets, worksheets, quizzes, games 
and a messageboard and encourages learners to send in stories of their 
lives to the Your Stories section. Skillswise provides support for tutors and 
free posters, leaflets and campaign updates for partner centres. 

• RaW is currently supporting the BBC’s adult literacy campaign but evolving 
to provide similar support to other skills initiatives. It is run in partnership 
with 6,528 RaW centres across the UK, and over 62,000 people attended 
regional events and workshops in the summer of 2007. The online 
dimension of the initiative employs a wide range of learning techniques 
including games and quizzes. An example of how user-generated content is 
incorporated is a current competition encouraging learners to submit their 
own short stories. In 2007 RaW commissioned six mobisodes (mini 
narrative extensions for mobile phone) of BBC Scotland's ongoing drama, 
River City, enabling users to follow the story of one of the soap's most 
popular characters as she struggled with reading and writing.  

• A wide range of language products are available online for independent 
learners, covering the main European languages but also providing learning 
modules for Welsh and basic Mandarin Chinese. Following the introduction 
of a broadband French site, Ma France, next year will see the launch of 
broadband Spanish site with a narrative gaming approach. The language 
modules deliver around 10 hours of interactive video clips and more than 
5000 audio clips. There are currently 160,000 weekly users of the language 
sites40. 

• WebWise supports adult learning in new media literacy (see section 2.2.6). 

• Ouch! supports the development of creative talent among disabled people, 
using a variety of techniques to engage this audience, including the award-
winning Ouch! podcast. 

 
Additionally, many areas of BBC output have strong knowledge-building 
purposes, including those considered in the next section. 

 
 

                                            
39 bbc.co.uk Pulse Q3 07, Skillwise scored 64 for Net Promoter and was placed third overall behind News Magazine 
and News 
40 Sage E-metrics, Sep 07 

[It] should offer material to support lifelong learning amongst adults…[investing] in content 
for adults pursuing both formal and informal learning, using text, images, graphics, audio 
and video clips, interactive applications and user-generated content. 
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2.3.5 Adding depth to broadcast output 
 
 
 
 
 
 

bbc.co.uk’s contribution to skills acquisition such as numeracy, literacy and 
languages is dealt with in sections 2.3.2 to 2.3.4 above. 
 
Delivering learning through added depth 

The knowledge-building strategy by definition aims to cover a full range of 
subjects and interests and knowledge building is seeded throughout the BBC’s 
online offer. However, the designated areas of bbc.co.uk with most explicit 
knowledge-building aims are: 

• Science and Nature – covering Animals, Prehistoric Life, Human Body and 
Mind and Space 

• Society and Culture – History, Arts, Religion and Ethics  

• Lifestyle – Food, Gardening, Health, Parenting and Consumer  
 
In recognition of widely varying learning styles and motivations for learning, a 
number of different techniques are used to attract a range of users, from those 
with a casual interest to the dedicated enthusiast. All sites aim to produce 
content that is authoritative and intellectually robust, often produced in 
partnership with other experts and institutions.  
 
These sites provide support for linear programming, with microsites for 
individual programmes. They also offer a broad-based interactive platform of 
knowledge in related genres and a springboard into further viewing and 
listening – whether rich audio and video archive resources or current 
programming in related areas. By harnessing different platforms, services and 
programmes, the BBC can greatly enhance the value of its knowledge-building 
offer, engaging the audience in a more active, participative way, taking them on 
journeys that enable them to build their knowledge and understand more.  
 
For example, knowledge building is at the core of Radio 4’s remit, and the 
network is using many of the interactive enhancements around its 
programming to pursue that brief online – from podcasts of health or 
environment sections of You and Yours to the extensive offer of archived 
programmes, research information and links to authoritative sources which 
support In Our Time. 
 
Knowledge-building sites also often attempt to engage audiences in activities 
which can benefit society as a whole. For example, Lifestyle sites have been 
the natural home for online delivery of a number of campaigns, including 
DoNation, which encouraged organ donation, and the Family Wanted adoption 
campaign. Elsewhere, audiences have been engaged in activities with real life 
impact, such as The Climate Change Experiment and Breathing Places. 
 
As well as helping develop literacy in knowledge areas such as arts, music, 
science and history, the bbc.co.uk aims to support life literacy through output 

bbc.co.uk should add further depth to BBC broadcast output in areas such as basic skills 
including numeracy and literacy, languages, history, science, natural history, religion, 
ethics and the arts, as well as lifestyle and leisure. Lifestyle content should focus on the 
provision of content closely related to BBC television or radio programmes. 
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around health, food and diet, parenting, gardening and travel. In a highly 
competitive environment, the BBC’s reputation for independence and lack of 
the commercial imperative to sell is particularly powerful in these areas.  
 
The BBC is uniquely placed to make connections between different content 
areas – for example, connections which allow audiences to journey from 
lifestyle or entertainment content into more challenging territory. In these ways, 
the BBC can help audiences to gain a broader and deeper understanding of 
the world by engaging them first in their own passions. 
 
This last point is particularly important in relation to audiences who might be 
unlikely to go direct to ‘learning’ content. Lifestyle output in particular is 
attractive to some audiences of a demographic which is less inclined than 
others to engage in formal learning. Its content is strongly linked to major 
programme brands and increasingly exploits television content. The BBC aims 
to find creative ways to engage these audiences and provide opportunities for 
them to participate in informal learning though a wide range of mainstream 
programming. For example: 

• The Gardening site provides access to video and audio clips from 
Gardeners World and Gardeners’ Question Time.  

• The Consumer site is strongly associated with the Watchdog brand.  

• The Health site supported Stephen Fry: HIV and Me with message boards, 
advice and extended video and text coverage of the subject.  

• In support of the current series of In Search of Perfection: Heston 
Blumenthal, the Food site carried video recipes and episode guides, but 
also experiments to turn your kitchen into a food science laboratory.  

 
Since the Graf Review, a number of areas within Lifestyle that were not 
sufficiently differentiated have been closed (for example, the generic 'motoring' 
portal and the 'antiques' portal). The BBC has been at pains to ensure the rest 
of the portal differentiates itself from the market with a clear focus on the public 
purposes, including education and learning, as well as editorial excellence, 
links with BBC television output, quality and innovation.  
 
Examples of tools and techniques used to deliver a learning experience across 
the whole range of genres include:  

• The Food pages use Flash software to provide an award-winning 
combination of text and video to teach basic cooking skills. 

• Interactive video modules deliver first aid basics in the Health site. 

• On BBC Switch, Quizoo combines competitive interaction between users in 
an online quiz with reward for good general knowledge. 

• The Making of Music accompanying programming on Radio 3 and Radio 4 
provides an interactive timeline mapping the development of classical 
music against key historical events.  

• Core knowledge subjects are made more engaging via applications like the 
Interactive Human Body or the Baryonyx Mystery dinosaur detective game.  

• DIY Dance X, builds on the success of the television programme by 
teaching dance steps. 
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Online enables learning to be personalised to a unique degree:   

• Civilisations uses web technology to reveal the sweep of historical forces, 
the rise and fall of great empires and evolution of ideas over 5000 years. It 
can be tailored to focus on areas of greatest interest to the user.  

• The Gardeners’ Calendar uses archive content to deliver a personalised 
informal learning product. Users can create a virtual profile of their garden, 
upload photos, store notes and receive tailored advice and reminders via 
video clips from BBC gardeners and ‘how-to’ information from the website. 

 
A number of learning initiatives are truly pan-platform and link widely through 
the BBC portfolio and into the wider internet. These elements are perhaps most 
powerfully demonstrated in the context of special campaigns or seasons: 

• Autumnwatch combines a range of means to bring alive its audience’s 
awareness of nature. It includes on demand clips and previews from the 
television programmes, an interactive map, a message board to allow users 
to engage directly with each other, links to the BBC Breathing Spaces 
campaign, from where audiences can link to local wildlife groups and 
participate directly in environmental action. 

• The Abolition season in the summer of 2007 celebrated the bicentenary of 
the abolition of the slave trade. The main website brought together 
resources on the history of slavery, its contemporary legacy around the 
world and local dimensions across the UK. It linked to radio and television 
programmes and other online content across all parts of the BBC, and in 
turn to external resources such as museum websites. 

• The breadth of archive content supporting the India and Pakistan season 
shows the potential of multi-faceted journeys through archive content and 
the future knowledge building potential of this rich educational resource. 

 
There have been many notable successes for bbc.co.uk in adding depth to 
programming. It is true however, that the range and scale of the BBC’s activity 
is not always easily visible. For example, quality content with a strong historical 
relevance produced for sites supporting radio programming like The Making of 
Music would not always be found via the history site. There are guides to 
creating a business plan within both the business and consumer pages, but 
users cannot easily discover this and travel between them.  
 
A new approach to horizontal navigation across the whole of bbc.co.uk 
(explained in more detail in section 5.2.1) will begin to address this issue. The 
site as a whole will offer richer, more interesting and more relevant connections 
between different pieces of content. Current editorial links will be supplemented 
by automated services which offer audiences suggestions of where to go next, 
based on what they like or do not like, or what their peers consume. It will be 
an environment in which a user can move seamlessly from fish dishes by Rick 
Stein to information about Cornwall or related content from the archive. The 
aims will be to promote discovery, deliver beyond audiences’ immediate 
expectations, and maximise the value of each piece of content.  
 
In some areas the full potential of the BBC’s reach and impact have been 
underplayed. For example, while learning campaigns in all parts of bbc.co.uk 
have been successful in terms of measurable outcomes, more could be done 
to raise their profile. In areas like the food and health sites there is already a 
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strategy of refreshing the focus on the engagement of large-scale audiences in 
learning campaigns and to related knowledge building content of a more 
serious nature. 
 
Despite the enormous range of current activity, the BBC recognises that there 
are some knowledge subject areas which are under-represented on bbc.co.uk. 
Limited investment in the Arts portfolio for example has not made the most of 
the opportunity for the BBC in this area and the site functions below potential 
given the wealth of creative arts related content both in current output and in 
the archive.  
 
Looking ahead, mobile offerings will become more valuable in engaging hard-
to-reach audiences in learning content. Mobile content already offered includes 
RaW and content in the areas of history, natural history, food and gardening.  
 
Delivering learning through participation 
bbc.co.uk enables users to participate and contribute to knowledge building 
while learning themselves, through successful initiatives such as WW2 
People’s War, which is examined in section 2.7.  
 
In some output, the BBC works with the academic community to enable 
audiences while they learn to contribute to academic research and the sum of 
knowledge. The Memory Experience supported a season of related 
programming on Radio 4 and its online survey provided data which challenged 
current academic thinking about memory in early childhood. Other examples 
include Sex ID and The Climate Change Experiment. 

 
Connecting to broadcast content 
Increasingly bbc.co.uk offers a rich learning resource of audiovisual material 
playing on the strengths of the BBC’s programming. For example: 

• The ground-breaking service Parenting Video on Demand was the first to 
break down the content of programmes, enabling specific clips from within 
them to be accessed. It delivers a database of a 1000 clips from the three 
series The Human Body, Child of Our Time and Little Angels, searchable 
by age, series and topic. 

• The Planet Earth Explorer application allows users to navigate through 
video clips from the natural history series via an interactive globe and store 
clips in their own space to view later. The offering has been able to reach a 
wider audience by being made available via mobile.  

• Nature UK allows users to navigate through an interactive map to watch 
and listen to the best of the BBC’s UK natural history content. 
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2.4 Reflecting the UK’s nations, regions and communities 
 
 
2.4.1 Introduction 

 
 
 
The full range of the bbc.co.uk offering for the nations and regions, as a key 
part of the delivery of this purpose, is covered in detail in Annex A2. The main 
points are drawn out below, alongside consideration of how other parts of 
bbc.co.uk support different, non-geographic communities of users. 
 

 
2.4.2 News 

 
 
 
 

The main online news site contains 55 subsections covering Scotland, Wales, 
Northern Ireland and the English regions. Together these carry around 300 text 
stories and 100 video clips per day. Each nation’s section has dedicated 
coverage of its own political institutions. 
 
Nations and regions’ sections of the news site achieved high Net Promoter 
scores: England News had +59, Scotland News +58, Northern Ireland News 
+57 and Wales +5741. Some 3.5m weekly users visit the English regions 
sections of the news site, while content for Scotland reaches 1.4m, Wales 1m 
and Northern Ireland 0.5m42. 
 
A strong partnership has built up between BBC Nations and Regions and BBC 
News. This will be enhanced in future by training local staff to add their own 
news, and pilots of this are already under way. This will in time ensure that the 
news within English local radio stations is also made available. 

 
Beyond the news site, dedicated parts of bbc.co.uk for Scotland, Wales and 
Northern Ireland also include news alongside other content, and there are 60 
sites that are largely based on BBC local radio coverage areas which include 
local news, sport and weather. For more information on both, see section 2.4.4. 

 
 
2.4.3 Indigenous languages 

 
 
 
The BBC offers dedicated online services to support the UK’s main indigenous 
languages – Welsh, Gaelic and Irish. 
 
Welsh 
The BBC’s Welsh language online offering (Cymru’r Byd, Newyddion and five 
Lleol i Mi sites – see section 2.4.4) provides news, sport, weather, local and 

                                            
41 bbc.co.uk Pulse, Q3 07 
42 Sage E-metrics, Sep 07, UK internet users only. 

bbc.co.uk should make an important contribution to this purpose amongst its users.  
 

Its news services should cover key events and issues in the nations and regions of the UK 
and provide a window into the local communities of the UK.  
 

It should provide and develop services in the main indigenous languages in the UK.  
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cultural coverage, children's content and educational material as well as 
websites supporting the BBC’s Welsh language television and radio 
programmes. Audiences can consume Radio Cymru programmes and video 
highlights on demand. Four Welsh-language podcasts are currently available. 
The reach of Welsh language sites has increased 28% since 2005 to 34,000 
weekly unique users43. Young Welsh speakers make up three quarters of the 
users of these sites.  

 
The National Eisteddfod (one of Europe's largest and oldest cultural festivals) 
was a major focus for Cymru’r Byd in 2007 with an enhanced website 
generating almost a 50% increase in page impressions. Over 10,000 hours of 
audio and video content was consumed. 
 
Gaelic 
Alba, the BBC’s Gaelic language website, provides a range of content that 
reflects and supports the cultural life of the Gaelic language community. It is 
usually one of the ten most popular parts of bbc.co.uk’s offering for Scotland44, 
with a Net Promoter score of 4545, and the most popular elements are those 
aimed at learners of the language, Beag air Bheag and Litir do Luchd-
lonnsachaidh. The bulk of Radio nan Gaidheal output is available on demand, 
including a podcast for Gaelic learners.  
 
Irish 
BBC Northern Ireland’s Irish language site covers a range of areas to meet the 
diverse needs and interests of the language community, such as Gaelic sports, 
traditional music, arts, drama, events and science, plus on-demand access to 
Irish language radio and television programmes, including an Irish Language 
Magazine podcast, and support material. Education and learning is a key 
focus, with a range of material including the award-winning Colin and 
Cumberland multimedia site, which receives around 4,000 hits per week. The 
Irish site as a whole receives around 14,000 hits per week46.  

 
 
2.4.4 Building communities 

 
 
 
 
 
 

Geographical communities – nations and Where I Live sites 
Scotland, Wales and Northern Ireland each have their own websites. 
Additionally there are 60 Where I Live sites covering Scottish, Welsh and 
English regions (including five Welsh language sites called Lleol i Mi). In 
England these are based around local radio stations.  
 

                                            
43 Sage E-metrics, comparing average weekly unique users from the UK in November 2005 and November 2007. 
44 Sage E-metrics, bbc.co.uk/scotland/alba is usually in top 10 level 2 sites within bbc.co.uk/Scotland, looking at UK 
internet users only, for the period April–September 2007. 
45 Q3 07 
46 Sage E-metrics, average weekly figures from September–November 2007, from UK only.  

bbc.co.uk should aim to provide a safe online environment for interest-based or geographic 
communities. bbc.co.uk should encourage users to generate their own content...with the 
provision of information and factual content which helps build local communities. It should 
play in important role in enabling communication within communities and between those 
with shared passions and interests and by letting audiences access and contribute content.  
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All these sites offer text and audiovisual content across news, sport, weather, 
television and radio support and local events. There are podcasts from Radio 
Wales, Radio Cymru, Radio Scotland and Radio nan Gaidheal, as well as 
some English local radio stations. In the nations there is also extensive 
coverage of political matters and social issues. In many parts of England, these 
sites provide the only local editorial voice with audience participation. 

 
The nations and regions sites link to content from around the BBC which has a 
local or regional dimension (for example the Springwatch initiative mentioned 
below). They provide opportunities for engagement, including messageboards 
to support discussion and debate, and opportunities to submit video and other 
user-generated content. They also play an important role in reflecting and 
promoting the unique cultural heritage of each nation, region or locality, and in 
supporting the emergence of local talent such as unsigned music acts (in 
partnership with the radio network sites).  
 
The Where I Live sites are visited by around 4.8m unique users each week47 
and weekly page impressions have grown from 41m in 2006 to 45m now48. 
During the recent summer floods, the weekly online use of certain Where I Live 
sites exceeded the usual weekly reach of their corresponding local radio 
stations. This event showed how highly the sites can be valued as a trusted 
source of information during such significant local events. 
 
Although many of these sites are popular, and on average outperform the 
market, research carried out for the BBC Trust and management’s analysis of 
audience tracking data suggests that overall there is a shortfall in meeting the 
purpose requirement for ‘localness’, relative to the importance which audiences 
place on this purpose. The BBC acknowledges the priority of addressing this 
purpose gap while continuing to improve the distinctiveness of the BBC’s local 
offer. Management addressed this priority in Creative Future. 
 
Management has developed ideas for enhanced broadband multimedia content 
delivered through map-based navigation and aggregation, which will provide a 
relevant and more distinctive offer for local audiences. It would be built on the 
current pattern of the Where I Live sites, with an extra editorial focus on 
multimedia content in the core areas of local news, sport, weather and travel 
information, as well as better showcasing of BBC linear news and non-news 
content and more linking to the broader web.  
 
With the pursuit of this initiative, management would expect to see UK weekly 
reach to the BBC’s local online content increase, and for measures of audience 
appreciation and promotion to signal a closing of the purpose gap. 
 
Audiences also perceive gaps in the BBC’s delivery of the purposes in Wales, 
Northern Ireland and, particularly, Scotland. In response, the BBC plans to 
enhance the non-news multimedia offering in key knowledge-building genres 
such as history and nature. 
 

                                            
47 Sage E-metrics, average weekly unique users in September 2007 from the UK 
48 Sage E-metrics, comparing average weekly page impressions from the whole of 2006, to the year-to-date (up until 
the week of 25th November) 2007. UK internet users only.  
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Support for geographic communities elsewhere on bbc.co.uk 
Throughout the rest of the bbc.co.uk many sites deliver regionally relevant 
content encouraging interest in and conversation about different parts of the 
UK, regularly employing interactive maps or postcode search systems: 

• The Comedy Map of Britain supporting the BBC Two series of the same 
name is an interactive map guiding users to quirky facts about the places 
that inspired our finest comedians.  

• The Voices project, which was nominated for a Webby, built up a UK-wide 
picture of accents, dialogue and language. Audio material recorded by BBC 
journalists was complemented by contributions submitted by users 
themselves, with variations in language plotted on an interactive map. 

• The UK Love Map uses data from a variety of sources including official UK 
statistics and a BBC survey. The results allow users to discover how their 
area compares to other parts of the UK – for example, whether people 
there are more likely to have religious marriages, or co-habit or divorce. 

• Nature UK is built around a map based on Google technology linking to the 
BBC’s best natural history content – searchable by map or by postcode. 

• To celebrate BBC Two’s Summer of British Film season and in partnership 
with The Culture Show, the British Film Locations Map provides stories 
about iconic film locations around the country.  

Such local mapping tools are often employed to encourage users to get 
involved in their local communities: 

• Springwatch maps the progress of Spring across the UK each year. Each 
dot on the interactive maps represents a sighting for a particular species 
sent in by the Springwatch audience. Users can find out how early their 
area saw ladybirds, frogspawn, bumblebees, hawthorn, swifts and peacock 
butterflies, for example. 

• The Gardeners World site encouraged the planting of tulip bulbs, and its 
interactive map allowed users to see when the tulips came into bloom in 
different areas.  

• The Big One website which supports Red Nose Day has an interactive map 
guiding users to local events and encouraging them to get involved. 

• Strictly Come Dancing provides a map leading to details of dance courses 
in areas across the UK. 

 
 BBC Learning is also active in support of the nations, regions and localities. It 

provides a searchable database of local courses and other learning 
information. Its curriculum-focussed learning offerings focus on the particular 
requirements in the different nations of the UK. The revision service Bitesize is 
uniquely versioned for use throughout the UK. 

 
Cultural communities 
bbc.co.uk has an important role to play in celebrating the range of cultures and 
communities across the UK and in providing online spaces where those 
communities can debate amongst themselves. For example: 

• Ouch! reflects the lives and experiences of disabled people. It has regular 
columns, features, quizzes, a monthly podcast, a blog and a community 
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messageboard. The vast majority of contributors are disabled. The result is 
a site very much for the disabled community, not about them. Ouch! 
encourages user-generated content such as personal anecdotes of how 
disabled people have been treated or perceived by the able-bodied world. 

• The religion site helps people to understand the beliefs of others and to 
examine their own beliefs critically. There are guides to a range of faiths 
and beliefs, dedicated messageboards for major religions, discussions of 
the week’s themes from programming like The Big Question and The Moral 
Maze, and access to some programme transcripts and archive content. 

• The site supporting the Asian Network celebrates film, music, fashion and 
more from the Asian community and hosts wide-ranging discussion, debate 
and news on its messageboards. Five podcasts are currently provided. 

 
Communities of interest 
 
bbc.co.uk provides many places where people with shared passions and 
interests can come together, whether the sites for Strictly Come Dancing, the 
parenting, food and gardening sites, the 606 sports community, or the 1Xtra 
site dedicated to lovers of black music. Many have well-used messageboards. 

The online culture magazine, Collective, is entirely built on the idea of bringing 
people together around common interests. The editorial team publishes 
reviews and interviews on subjects ranging from films to new music releases, 
novels or gaming, and then opens up the debate around each topic. Members 
of the community can contribute opinions and then create their own space as a 
home for their reviews and conversations which others can visit. 

The most successful long-standing community on bbc.co.uk, h2g2 has a very 
devoted core membership. An unconventional guide to ‘life, the universe and 
everything’, available via fixed and mobile internet, it is an encyclopaedic 
project where entries are written by people from all over the world. Although 
sharing very similar ambitions, h2g2 predates Wikipedia and was originally 
developed outside the BBC. It remains one of the most valued sites on 
bbc.co.uk with consistently high Net Promoter scores49. 

Since the Graf Review, the BBC has reviewed its offering of community forums 
more generally, closing those identified as replicating long standing forums run 
outside the BBC. The forums it continues to support are, broadly speaking, 
ones where there are active contributions from BBC hosts alongside user 
contributions, or where the BBC can make a valuable contribution through the 
deployment of best practice moderation – for example in spaces devoted to 
children and teenagers or around sensitive news and currents affairs topics: 

• The Archers’ messageboard is hosted by a scriptwriter who uses the 
community as a sounding board for new plotlines and character changes. 

• For the BBC Two courtroom drama, The Verdict, the entire production team 
including the producer, director and programme lawyer, and several of the 
‘jurors’, responded to users’ queries. 

• One Life offers a safe and expertly hosted environment for teenagers 
sharing health, relationship and exam problems 

                                            
49 bbc.co.uk Pulse. In Q3 07 its score was 50, compared to an average of 30, ranking 26th of 138 sites surveyed. 
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• CBBC's forums, blogs and the virtual gaming environment of Adventure 
Rock allow the younger audience to communicate with each other and the 
BBC. Drawing on experience such as this from over a decade, the BBC 
often advises other providers on how to operate child-safe communities. 

 
At the same time as the BBC was closing many forums in response to the Graf 
Review, social media has witnessed an explosion of use. In retrospect, the 
BBC recognises that it was slow to develop new approaches and so take its 
place in the emerging landscape of online communities. A strategy is now in 
place to engage more comprehensively with the wider social media 
environment, which has already seen the BBC joining communities in sites like 
Flickr and MySpace. The aim is to ensure that the BBC can join the 
conversation, and provide content, in the main places where audiences gather.  
 
Going forward, the community aspect of many parts of the BBC’s online 
offerings will be enhanced by developing a new infrastructure enabling users to 
contribute more easily and to rate and recommend other content.  

 
 
2.4.5 Support for user communities 

 
 
 
 
 
The BBC was a pioneer in making content available for users to reuse or 
consume in different contexts via its early adoption of the RSS syndication 
standard. This now provides over 17m click-throughs every month to news and 
sport stories from the BBC50. The facility now extends to television and radio 
listings (using the TV Anytime standard), weather forecasts and a variety of 
other headlines and data from BBC programmes and journalism.  
 
Such data has powered a vast number of informal BBC ‘widgets’, created by 
users and added to such open platforms such as Google’s or Microsoft’s 
personalised homepages, Apple's desktop dashboard and social network 
platforms like Facebook. One of the most popular ‘friends’ on the mobile/web 
microblogging service Twitter, for example, is the BBC Sport headline feed, 
updated throughout the day with a link back to the full story on bbc.co.uk. 
 
Large parts of bbc.co.uk (news, sport, blogs, music events) also now offer 
standard social bookmarking links which encourage users to post their 
favourite pieces of content to user-driven services that aggregate popular 
content and best links across the internet. 
 
The BBC has begun to experiment with embeddable video content, starting 
with the site supporting BBC Two’s Seven Ages of Rock. During the lifetime for 
the series, it is estimated that pages where users had embedded the BBC’s 
video clips were viewed 4m times. The embedded media project is now 
exploring ways to make this facility more widely available across bbc.co.uk. 
 
At a more proactive level, Backstage provides an online community supporting 
professional and amateur web developers, and a means for the BBC to engage 

                                            
50 Sage E-metrics, “RSS public click”, UK internet users only, average Jun-Nov 07 

It should support user communities and, thereby, support social innovation, by encouraging 
users to build sites and projects and use open standards which enable users to find and 
repurpose BBC content in more flexible ways. 
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with them. Some 2000 users have subscribed to the mailing lists. Around 100 
prototypes have so far been shared with Backstage by amateur developers. 
 
At the Hack Day in 2007, held in collaboration with Yahoo!, over 400 UK web 
developers tried over 48 hours to produce prototypes using publicly-available 
or specially-provided web feeds, data and content. Some 73 such ‘hacks’ were 
created. Some have been developed into services, such as the iPlayer 
Facebook hack. Other hackers or developers at the event have been contacted 
about working with the BBC. One example is the World Service Bangladesh 
River Journey mashup, combining images, diary entries and a regional map. 

 
 
2.4.6 Working with other providers 

 
 
 
 
 
Following the Graf Review, the BBC’s national and local sites shifted in focus. 
A number of features were brought to an end, such as local cinema listing 
pages and television listings, where it was considered that adequate alternative 
commercial supply existed.  
 
In place of such activity, the sites started to work more closely with other 
suppliers. A new commissioning process puts ideas in development to an 
assessment of public value and market context, checking what is already 
locally available on the web. The default position is to link to suitable external 
sites (especially in entertainment and news) rather than duplicate provision. 
Provision for links is included as standard on page templates. As well as news 
providers, examples of local organisations linked to include consumer bodies, 
healthcare providers, elected officials and arts organisations.  
 
Additionally, the local news sites benefit from the same facility for deep linking 
to other sources as the rest of the news site, with the output of a range of news 
providers monitored and real time links supplied to appropriate parts of the site. 
 
The sites rely on key local partnerships to provide their content. For example, 
the English local sites work with local councils to provide people with 
information about such things as schools closed due to winter storms.  
 
In a particularly vivid example of local collaboration and complementary 
provision, a BBC website for the Isle of Man (where the BBC has no dedicated 
broadcast presence) has been established in partnership with Manx Radio. 
 

 
2.4.7 Sport 

 
 
 
 
 
BBC Sport uses the internet as a key platform to showcase its comprehensive 
coverage of live sport and sports news, and also to enhance the range and 
depth of available content. The sport website has a large and loyal audience of 

Local areas of the site should work effectively with other local news and information 
providers, sourcing or sharing content and minimising duplication where there are areas of 
overlap, such as local listings. 
 

Sports content should reflect the breadth and depth of the BBC’s broadcast sports 
coverage. It should aim to deepen the BBC’s relationship with its audience around a range 
of sports, from major events to minority pursuits.  
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up to 5m UK unique users a week51, who follow sporting events through video, 
audio and text and access an in-depth and on-demand sports news service. 
 
Coverage includes: 

• Comprehensive coverage of sports news, providing an outlet for the BBC’s 
independent journalism and expert analysis. 

• Separate sections containing news and live output for all the major UK 
sports. 

• Specific focus on the Olympic sports, including more ‘minority’ areas, as 
part of a journey towards London 2012. 

• Around 7000 hours of live video and audio coverage a year, across the 
range of the BBC’s broadcast sports, including Wimbledon tennis and Six 
Nations rugby. This now plays a significant part in the broadcast strategy 
for BBC Sport, offering fans of different sports more choice and more 
opportunities to watch events than was ever possible with the traditionally 
limited coverage within television magazine shows such as Grandstand. 

• On-demand access to clips of major television sports programmes and 
highlights of past matches, exploiting the BBC’s rich sporting archive. 

• User-generated content, tapping into the passion that exists in sport and 
the communities that build up around specific clubs and events. This 
includes the thriving 606 community which developed out of the 5 live 
football phone-in, and blogs which enable a deeper relationship with the 
audience, particularly for events like the football, cricket and rugby World 
Cups. 

• Programme support content for titles such as Match of the Day and Test 
Match Special, including editorial from on-air pundits and journalists. 

 
In addition to national and international sport, the BBC’s Nations and Regions 
provide coverage of sports that can connect with specific communities on a 
local level – such as Gaelic sport in Northern Ireland and rugby union in Wales. 
 
BBC Sport aims to use the internet to reach all audiences, with a broad 
approach to the sport genre. However, the site also focuses in particular on 
under-served audiences, such as young males (through initiatives like the 
Sport Academy, which aims to encourage participation in sport) and ethnic 
minorities (with coverage of areas like Asian cricket).  
 
Looking ahead, the BBC aims to continue to build reach among the target 
audiences with initiatives explored in the Creative Future programme. These 
will enhance the BBC’s existing online offer to allow audiences to find text, 
audio and video sports content where and when they want it. It will use the 
unique characteristics of the internet to deepen the BBC’s relationship with its 
audience around a wide range of sports, from major events to niche sports, and 
provide independent sports news and journalism. The broadband offer will 
underpin an ambitious 2012 Digital Olympics proposition around what is likely 
to become a highly significant event in the BBC’s history.  

 
 
                                            
51 Sage E-metrics, Sep 07 
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2.5 Stimulating creativity and cultural excellence 
 
 
 
2.5.1 Introduction 

 
 
 
 
Cross-refer to Question 1(b) in Chapter 3. 
Cross-refer to Question 1(c) in Chapter 4 
 
 
The broad requirement to provide a wide range of online propositions is 
evidenced throughout the whole of this submission. The distinctiveness and 
innovation of the BBC’s offering is considered in Chapter 3.  
 
bbc.co.uk’s creative remit is fulfilled in a number of broad ways: 

• By making broadcast content available more widely, particularly through 
iPlayer and Radio Player.  

• By playing a creative part in multimedia propositions. In this respect, the 
move to 360 degree commissioning will enable more joined-up propositions 
to be developed in which the online component is an essential element 
from the start, underpinning its creativity.  

• By developing innovative creative content and products that are unique to 
the online environment.  

• By stimulating and supporting the creativity of others, including audiences. 
 
bbc.co.uk has to represent the whole BBC at its most creative. The same 
creative excellence which is exhibited in the radio and television services must 
be evident throughout diverse aspects of the online offering – whether through 
innovative educational tools, new forms of interactive storytelling, the highest 
quality news and information, or engaging kinds of informal learning 
opportunities around genres as wide as science, entertainment, history or food.  
 
The new media landscape poses creative challenges to which the BBC is 
responding. Recent developments in drama, comedy and entertainment are 
explored in section 2.5.2, but the following are examples of new forms of 
creativity across a range of other genres:  

• bbc.co.uk was the first site to use computer graphics for virtual replay 
technology to recreate football highlights online, including the ability to view 
the action from the perspective of different players.   

• The Power of Art site – developed in partnership with the Arts Council, 
allowed users to view galleries of paintings inspired by major artists in 
locations around the UK via an interactive map, and watch videos of 
experts debating the nature of the artist’s inspiration  

• The first experiment for the BBC in a new area of content activity – location-
based services – Coast invited users to take a series of walks around 

bbc.co.uk should make an important contribution to this purposes amongst its users. It 
should offer distinctive and innovative online content and also seek to support the BBC’s 
broadcast output with interactive provision. 
 
It should comprise a wide range of propositions, including text and pictures and a range of 
live and on-demand audio-visual streams and downloadable applications and content. 
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coastal towns by accessing an audio guide on their mobile phone with 
directions and information on key landmarks at the location.  

• Radio 1’s Big Weekend this year included the Frozen Indigo Angel virtual 
game, Flickr streams of photographs from the event, and pages on 
MySpace and Facebook.  

• Every Square Mile is the latest innovative approach to mass participation in 
history telling. As a pilot project, it encourages users to annotate their own 
local area and so create a rich multi-layered regional memory map. 

 
As well as providing content which itself displays creativity and adds to cultural 
value, bbc.co.uk encourages, supports and showcases creative talent across a 
range of genres, and encourages creativity on both large and small scales. 
Support for young filmmakers is considered in detail in section 2.5.4 below, but 
other examples are listed below: 

• BBC Introducing is the BBC’s biggest-ever initiative in support of unsigned 
UK music artists, an example of a cross-platform, multimedia approach to 
simulating creativity and cultural excellence, linking digital resources with 
on-air showcases.  

• Users can create their own verse with the help of the interactive DIY Poetry 
tool. 

• Rockerz is a collaboration between BBC Switch and Radio 1, in partnership 
with YouTube, aimed at young people who want to be in the next big UK 
rock band. The winning contestants will be immortalised as animated ‘Rock 
Gods’ and the band will play Radio 1’s One Big Weekend in Spring 2008. 

• The Creative Archive trial offered content free for audiences to download, 
manipulate and share. Content included radio, local news, Open University 
programmes and natural history television. Ideas and applications for 
editing the material were also provided, leading to the award-winning Open 
Earth Archive.  

• Writersroom offers tips for scriptwriting, video advice from BBC 
commissioners, a calendar of opportunities for new writers, and sample 
scripts to download from top BBC programmes. Talented writers coming 
through Writersroom have been commissioned for BBC programmes.  

• The English Regional sites have partnered with Blast to recruit over 200 
young reporters to report on sports and arts in their local areas. Some 
reporters have gained employment as a result.   

 
 

2.5.2 Supporting drama, comedy and entertainment 
 
 
 

 
The support given to drama, comedy and entertainment programming on 
bbc.co.uk enhances value to the licence fee payer. Audiences can go deeper 
into BBC content, develop a closer relationship with loved brands, discuss and 
review the content, and use it to develop their own creativity.  
 
Following the Graf Review, there was some refocusing of entertainment sites. 
Some, such as Cult and Pure Soap, were closed. Others were reviewed to give 

It should support the BBC’s investment in new drama, comedy and entertainment by 
providing additional clips, previews and other material on-demand.  
 



 

 42 

them a clearer purpose and higher value, such as Celebdaq, where the 
educational element was enhanced to tie in more closely with relevant curricula 
and provide support for teachers. 
 
Websites related to these genres aim to realise the opportunities of innovations 
such as podcasting and social networking tools and user-generated content, 
and to develop new interactive formats to better serve the audience: 

• My Science Fiction Life was created alongside the Science Fiction Britannia 
season on BBC 4. The site built an online community around the 
audience’s passion for Science Fiction, enabling users to display their 
memories and observations about the development of the genre from Mary 
Shelley’s Frankenstein to the present day. These contributions led to the 
commission of a follow-up programme where viewers had the final say. 

• The Life on Mars website made creative use of short form video archive 
transporting audiences back to the show’s setting in the seventies via the 
oil crisis, the winter of discontent and the haircuts.    

• The Hitchhiker’s Guide to the Galaxy website won Radio 4 a Bafta, with 
features including web chats with cast and crew, video and photos from the 
recordings, a production diary and a creative writing competition. 

• New entertainment ideas can begin their life on the internet and then move 
to television, such as the recently announced Upstaged.  

 
Through programmes sites, audiences can engage more closely with the 
programmes in a wide variety of ways – whether downloading podcasts for 
Silver Street or The News Quiz, playing games around shows like Spooks, 
Robin Hood or Hustle, or using messageboards for The Archers. They can 
explore the worlds of the shows and relive favourite moments via a range of 
short form video or audio content.  
 
Before broadcast and during transmission, clips and marketing trails may be 
available to promote programmes and build an audience on BBC portals and 
programme sites, its mobile offering and its presence on YouTube and Bebo.  
 
During and after transmission, the best loved key moments from selected 
programmes remain available to view. The Strictly Come Dancing site currently 
displays all dances in a searchable database, and the same clips can be seen 
on YouTube and Bebo. For some major dramas, ‘minisodes’ are created 
enabling audiences to catch up on the storyline in just 2-3 minutes. 
 
Additional video material may be available before, during and after 
transmission and will often include interviews with actors, directors or 
production staff and insights into filming from the location or set. Additional 
material of this kind delivers to a real need in the audience to get closer to 
some programmes, and builds greater audience loyalty and engagement. 
 
Challenges ahead include making the most of the opportunity of automated 
programme pages to support each and every programme, while providing 
enhanced support for key brands and creating a smaller number of very high 
profile multimedia propositions. This is explored in more detail in section 4.1. 



 

 43 

 
New forms of online expression 
In drama, entertainment and comedy, as in other genres, the internet is more 
than simply a tool to support broadcast output.  
 
The internet is by nature an engaging and entertaining medium. Younger 
audiences in particular are increasingly drawn to the web, in preference to 
television, as their first choice for leisure time media consumption. It is 
therefore an important part of the BBC’s online offering, and is playing an 
increasingly vital role. A bbc.co.uk without strong drama, comedy or 
entertainment content going forward risks leading to a BBC which fails 
adequately to deliver those traditional public service genres to an increasing 
number of licence fee payers.  
 
The online space is generating new forms of creative expression. In drama, 
comedy and entertainment examples of such developments include: 

• Short-form drama. The dramatic potential of short-form video was shown by 
LonelyGirl 15, a series which began life on YouTube. A spin-off show, 
KateModern, launched in July 2007 on social networking site Bebo, 
followed by Sofia’s Diary. The series has generated more than 60m views52.  

• Short-form comedy. Short pieces of comedy are becoming the dominant 
form, with enormous potential for sharing between users.  

• Gaming.  Games constitute a large proportion of entertainment experiences 
online. Relating them to television dramas has great potential for delivering 
truly engaging experiences. 

• Virtual worlds. Immersive online worlds are increasingly being used for 
drama. In September 2007, HBO acquired the rights to a new, short-form 
documentary shot entirely within the virtual Second Life world. 

 
The BBC is already exploring the potential of such innovative forms in its own 
online portfolio (as explored further in section 3.3.2): 

• Signs of Life for BBC Switch, which aims to engage users in an unusually 
intimate relationship with the story, by enabling them to explore their own 
personality and export the results into their own social networks. 

• Your Story is a new narrative format from BBC Switch in which teens from 
across the UK will help us to tell a love story in 60x30 second sequences 
that develop over time into a 30 minute show. 

• Interactive dramas which have broken new ground online for a teenage 
audience include the BBC’s first alternate reality game, Jamie Kane. 

• Adventure Rock takes the form of a downloadable game for 8-11 year olds, 
set in a virtual world with an immersive 3D environment. 

 
Challenges ahead include developing new interactive entertainment formats to 
replace Test the Nation and Celebdaq, creating a few high profile multiplatform 
dramas that can exist comfortably on all platforms, and threading tools 
throughout content which allow user-generated content, comment and 
personalisation of content, especially around key programme brands. 

                                            
52 YouTube’s figures of views: http://www.youtube.com/members?s=mv&t=a&g=3 

http://www.youtube.com/members?s=mv&t=a&g=3
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 Supporting new comedy talent 

bbc.co.uk is proving especially valuable in providing another set of nursery 
slopes for new comedy talent. Just as radio and the digital television networks 
have helped develop talent and programme ideas which, innovative or niche at 
first, have later come before a mass audience on BBC One or BBC Two, 
bbc.co.uk can provide similar experience and exposure for comedy talent: 

• The BBC seeks out new talent at the Edinburgh Festival Fringe and brings 
it to a wider audience through bbc.co.uk, with a video clip of a new comedy 
performer added to the site every day of the 2007 Festival, and now 
available on YouTube.  

• Comedy Shuffle is a pan-platform initiative which showcases new comedy 
ideas and performances, guiding users to the funniest content from around 
the web, and encouraging them to submit their own comic material. The 
best new talent can then appear on the BBC Three programme.  

• Cowards, a group of four comedians, launched themselves online at the 
beginning of 2007 by taking over the BBC Three website. Visitors to the site 
found themselves apparently looking down on them through a hole in a 
ceiling, before the quartet presented a show loosely based around their 
occupation of the space. The BBC encouraged the troupe to establish 
presences for themselves elsewhere on the internet in social networking 
sites like MySpace and with content on YouTube and linked to them. In 
April the Cowards appeared in their first series on Radio 4. 

• Comedy Soup encouraged aspiring comedians to upload video of their 
performances and provided advice online from the BBC and constructive 
comment from the Comedy Soup community. Video, audio and image 
assets from the BBC were made available to download and mix. The best 
videos were brought to another audience via the Comedy Soup mobile site. 

 
 
2.5.3 Radio programmes 

 
 
 
The BBC was swift to recognise the potential of the internet for radio. Radio's 
capacity to be both a secondary medium and a highly interactive one offered 
an instant fit with the internet.  
 
The ability to listen to radio live and on demand takes the medium into new 
locations, such as the office, and into times of day where traditional radio 
listening is lower, such as after the breakfast peak. The BBC began streaming 
live output from its UK-wide radio services in the late 1990s and now almost all 
its output is available live and on demand, together with the output from the 
BBC's local, regional and nations services and the BBC World Service. Rights 
issues prevent a small amount of programming, most of which is live sporting 
commentary, from being streamed. 

 
The launch of the BBC Radio Player in 2002 represented a turning point in on-
demand media, establishing its value to both audience and industry. Pioneering 
rights deals and the simple packaging and presentation to audiences of the 
wealth of BBC radio programming, constituted a huge step forward.  

It should simulcast radio programming and offer radio programmes on-demand. 
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Organising programmes by genre as well as by originating station has alerted 
audiences to BBC programmes and services of which they may have been 
unaware, such as comedy programmes on Radio 4 or new urban music on 
1Xtra.  
 
Enabling people to listen to programmes broadcast at times when they might 
usually be unavailable to tune in live has had an impact on the reach of niche, 
specialist programmes. This can constitute some of the most expensive 
programming, and online access therefore releases greater value for money.  
 
The Radio Player has grown rapidly and it has now become an indispensable 
part of the BBC's radio offering and an example of the way in which the internet 
has breathed new life into established media in the BBC and beyond. In 
September 2007, 16.1m requests were made via Radio Player53, accounting for 
14.9m live listening hours and 6.6m hours of on-demand listening54. 
 
Building on the audience appetite for radio on demand, the BBC was the first 
UK broadcaster to embrace podcasting, in 2004. This facility brings portability 
back into play, restoring to radio one of its key advantages as a medium. The 
flexibility of the podcast format enables the BBC to innovate with ways of 
reaching new audiences with its output, as well as existing ones.  
 
For example, as well as podcasts of whole programmes, such as 5 live's 
Fighting Talk, there are podcasts which group related programmes of which 
new audiences may be unaware, such as Radio 4's Friday Night Comedy 
podcast which offers The News Quiz and The Now Show.   
 
There are also podcasts that offer highlights from a week's worth of 
programming, such as Wake up to Wogan, subject-based podcasts from 
magazine programmes, such as the Environment podcast from You and Yours 
on Radio 4, and themed podcasts that draw on range of different programmes, 
such as 5 live Football Daily, or a range of different radio stations, such as 
NewsPod.  
 
There are now well over 100 titles available, generating 12.5m downloads in 
October 200755. Through its adoption and promotion of podcasting, the BBC is 
helping to stimulate a thriving emerging market for podcast content as other 
players have followed suit, including many outside the radio and media 
industries altogether.   

 
The BBC's radio sites are among the most successful and well-loved parts of 
bbc.co.uk and offer pockets of rich programme support material and deeper 
engagement with audiences via tools such as blogs and messageboards. This 
has changed the way that radio programmes sound, with audience interaction 
a key part of many of them across all services. It is also increasingly changing 
the way in which radio programmes are made. For example: 

• 6 Music's Listener 6 Mix offers a listener the chance to take over the station 
every Sunday night to play their personal two-hour music mix, building on 
the popularity of the 6 Mix slot on Saturday nights when professional DJs 
and musicians do the same. 

                                            
53 Sage E-metrics, Sep 07, includes International traffic 
54 Sage E-metrics, Sep 07, includes International traffic 
55 Sage E-metrics, Oct 07, includes International traffic 
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• Radio 4's iPM involves users in the production of a new kind of current 
affairs programme that seeks to reflect a different agenda from traditional 
broadcasting.  

 
The programme support offering will continue to improve as the automated 
programme support project rolls out (see section 4.1), providing a more 
consistent, base-level experience to audiences across all programmes, and 
freeing up staff to work on more ambitious interactive content for radio. 
 
 

2.5.4 Film 
 
 
 
 
The online offering plays an important part in the delivery of the BBC’s Film 
Policy, which states that the BBC should aim to have a significant impact on 
film culture in the UK.  
 
Following the Graf Review, the online offering for film was reassessed, and its 
focus expanded from encouraging movie going into supporting young 
filmmakers. A partnership was formed with the UK Film Council to this end.  
 
The result was the Film Network, which provides a showcase and community 
for up-and-coming UK filmmakers.  
 
Around 500 films have been hosted on the site, around a third of which are 
submitted direct by the user community and the rest provided via a network of 
partners. Members can submit films and comment on or rate films submitted by 
others. The site also provides filmmakers with tools to create online profiles 
and exchange tips, advice and ideas. 
 
The Film Network is an example of a service that adds significant value in the 
area between what is usually understood by ‘user-generated content’ and 
professional/commercial material. 
 
The BBC has responded to an enormous change in the use of audiovisual 
equipment. The tools to capture and edit linear video narratives are now widely 
available. This is creating a generation for whom the bulk of the technical and 
financial constraints on making a short film have disappeared, and who, given 
the appropriate support and advice, can make the final leap towards creating 
work of cultural and commercial value. 
 
The Film Network is for people who want to learn more than they can find in 
their camera's instruction manual, which could make the difference between 
amateur and professional-looking result. It is also for those who have finished a 
film and want to show it to people. In both cases, the BBC can help people 
make that break-through. 
 
Filmmakers who join the Film Network have access to masterclasses and 
tuition from experts in areas such as templates, screenwriting, getting the best 
from location, editing and special effects. They can experience peer review and 
share their own knowledge as they showcase their talent.  
 

It should educate users about the creative process of film-making and enable users to 
share their own films and film-related content.  
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Because of the overlap with services already or potentially provided by 
community groups and commercial organisations, the Film Network works in 
collaboration with bodies such as onedotzero, Nokia Shorts, Shooting People 
and various record labels. The relationship is complementary: the external 
partners gain greater reach and the collaboration creates a service which is 
greater than the sum of its parts. 
 
The filmmaking scene is diverse, encompassing those who know a little and 
those with wide experience, large and small commercial bodies, public 
organisations, volunteer groups and a network of distributors, festivals and 
third-party rights-holders. The Film Network is a model of good practice in 
creating a visible and trusted public network to the benefit of all the parties.  
 
Beyond the Film Network, initiatives like Writersroom and New Talent also 
provide tips and advice from professionals for aspiring filmmakers and writers, 
with the possibility of work experience at the BBC.  
 
Online activity around film contributes to bbc.co.uk’s delivery of media literacy, 
to the extent that it helps people to become involved in the act of creating film 
and understand the film-making process. Other examples include: 

• Video Nation provides local production teams to give training and advice to 
users who want to make a short film for the web. This year a series of video 
diaries portraying homelessness today were brought together in a film 
which won Best Documentary at the Royal Television Society Midland 
Centre Awards. 

• Blast provides teenagers and young adults with a range of practical ways to 
learn about and become involved in the process of film making. Designed 
to build creative confidence in the expressive arts, Blast includes tools and 
tips on many aspects of film making from idea generation, through to 
publicising the final output – with advice on issues like solving problems 
and managing people. Message boards and galleries provide peer 
feedback, while the Blast mentoring scheme and Blastcast video shorts 
provide professional advice and inspiration. 

• On the Me and My Movie website, children can learn about film-making as 
well as have the opportunity to publish their own mini-movies and enter 
them into a special BAFTA award. In just three months, there were over 
50,000 downloads of the training booklet. 

• The 60 Second Shakespeare site encouraged users to make a one minute 
long interpretation of a Shakespeare story and submit it. It provided a step 
by step guide offering tips and techniques in text and video plus notes and 
lesson plans for teachers. 

• A number of other projects have solicited and showcased user generated 
video content from Summer of British Film: Mini Movies Made by You to 
Comedy Soup. All projects have provided advice, support and in some 
cases assets for contributing filmmakers. 
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2.5.5 User-generated content 
 
 
 
 
 

 
 
 

On one level user-generated content simply represents users submitting video, 
pictures or words for incorporation into bbc.co.uk. On a deeper level, it forms 
part of a much more profound development in the online landscape – the 
development of social media. This encompasses anything that uses the 
internet to facilitate conversations and represents what some have called the 
‘democratisation of information’ in which individuals cease being merely 
readers of content and themselves become publishers.  
 
User-generated content is changing the one-to-many broadcast model into a 
system where creation resides in the exchanges between the authors, the 
readers and the wider communities – the many-to-many model. Social media in 
turn is a fundamental building block in the revolution that has swept the internet 
as it transforms itself into ‘Web 2.0’. These trends are explored further in 
Chapter 7. 
 
Social media applications can be found at the root of many of the net’s 
household names – YouTube, Google, Wikipedia, MySpace, Facebook, 
Last.fm, Bebo, Second Life, Flickr. Social media allows information of any 
description to be connected by users themselves and the resulting ‘wisdom of 
crowds’ results in the most compelling content rising to the top and being more 
easily found. It is represented by a wide variety of forms, including 
messageboards, blogs, wikis, podcasts, pictures and video.  
 
Participants can contribute by uploading content, commenting on the content of 
others, rating, recommending or bookmarking content, taking it away via feed 
systems or widgets, embedding it in their own sites, creating new content jointly 
with others, sharing content or creating ‘mashups’ which combine content and 
applications from different sources to produce new forms.  
 
User-generated content is evident throughout bbc.co.uk, and examples are 
cited in many sections of this submission. The BBC aims to encourage 
audiences more generally to be creative, and then incorporates their creative 
contributions into output. Further examples include the following: 

• Audiences can provide news ideas and help write and film them, through 
Your News.  

• 606, the sport community, has recently been overhauled to allow users to 
share and create match reports, links and fan profiles with each other. 

• Doctor Who worked with CBBC this year to enable users to make their own 
comics online.  

• The Asian Network’s Asian Nation initiative combined users’ photographs 
and stories with a broadcast documentary and on-air discussion, in an 
exploration of what it means to be a British Asian in 2007. 

 

It should encourage users to generate, remix and share their own content and support 
them in this activity. It should also encourage the development of collaborative 
communities of professional innovators and engaged amateurs. 
 
bbc.co.uk should encourage users to generate their own content, particularly material 
which creates democratic, educational, social and community value. 
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A portal page, Create with the BBC, aggregates over 40 such areas, providing 
an easy route in for audiences to make creative contributions across areas as 
diverse as music composition, life in Cumbria, family history, children’s 
drawings, producing a report for Newsround, and collecting regional dialects.  
 
Encouraging audiences to participate in this unique way is helping to ensure 
greater engagement in BBC content. Formats where audiences can really 
interact with programme-makers and contribute to the output, have proved 
immensely popular, with Springwatch, already cited in this submission, being a 
good example. 
 
Increasingly however the BBC is adopting an approach where rather than 
hosting user content itself, it curates creativity hosted elsewhere. For example, 
over 25,000 photos of Britains' architecture were shared by users inspired by 
the BBC One documentary, How We Built Britain. Although the best photos 
were syndicated to bbc.co.uk, users created the proposition on the external 
photo sharing service, Flickr. Similarly archive home videos from users to 
complement Andrew Marr's A History of Britain were shared with YouTube and 
the best embedded into the BBC’s news site. 

  
For the BBC, user-generated content is increasingly becoming fundamental to 
maintaining a close relationship with audiences. If the BBC is to remain 
relevant in the digital age, bbc.co.uk must genuinely be seen as a home for 
licence fee payers. User-generated content needs to be put at the centre of the 
BBC’s strategy going forward. 

 
The BBC is now developing technical systems and processes that will allow 
better engagement with social media across bbc.co.uk and the wider web, 
including: 

• delivering systems that allow users to better navigate content. 

• facilitiating rating, recommendation and bookmarking by users, and 
aggregating these, with users permission, to drive demand. 

• harnessing users’ creativity and curating creativity shared elsewhere online, 
seeking new partnerships with existing communities wherever appropriate. 

• making BBC content embeddable, global and permanent wherever 
possible, so that users can take BBC content with them.  

• supporting open platforms and making BBC code available for re-use 
whenever possible. 

• engaging and participating in discussions around programmes, content, the 
decisions the BBC makes and why. Embracing social media has a role to 
play in making the BBC more accountable, enabling audiences to shape, 
change and improve what it does. 

 
Beyond stimulating the creativity and contributions of its audiences, the BBC 
has a series of externally-facing events and initiatives which contribute to the 
nurturing of talent in the web development community. Backstage provides an 
online community supporting professional and amateur web developers and 
enabling them to share their prototypes with the BBC and others. Innovation 
Labs provide opportunities for independent web developers to pitch and work 
up their ideas. Both are considered further in section 3.3.2. 
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2.5.6 Multimedia propositions 
 
 
 

 
 

The concept of 360 degree commissioning has emerged and evolved 
organically in line with the development of digital platforms. Historically, it 
happened in pockets, with initially only a small proportion of projects 
commissioned with more than one delivery platform in mind.  
 
In BBC Vision, linear and multiplatform commissioning processes have now 
been formally aligned to create a single point of commissioning across all 
platforms. As a result, major commissions will be developed with the 
multiplatform potential of an idea considered at the outset, to maximise 
audience value. 
 
Even before these developments, however, there have been good examples of 
cross-media propositions in which online has played an important role: 

• Doctor Who has been one of the BBC’s most successful 360 offers, 
combining updates and information about the series and stimulating and 
showcasing viewer creativity. Russell T Davies was involved from the 
outset in extending the narrative across platforms, from satellite sites in the 
wider web to specially shot Tardisodes for the mobile platform.   

• Long Way Down redefined the BBC’s approach to event television, creating 
a live cross-platform event over the six months of filming building to the 
launch of the series. Web and mobile carried reports on the overland 
motorbike journey from Scotland to South Africa. Viewers shared their own 
experiences of the countries visited and the challenges to travellers.  

• The news site regularly offers bespoke content including uncut versions of 
interviews or ‘show and tell’ facilities on topics such as the renovated St 
Pancras station or the launch of the Apple iPhone. BBC News is being 
reorganised into a single multimedia newsroom to facilitate the increasing 
convergence and complementarity of online, television and radio content. 

• Digital Picture of Britain set viewers the challenge of capturing their own 
view of their nations, regions and communities in photographs uploaded 
and showcased on the website. Innovative technology generated a video 
stream of the best images exhibited in a gallery behind the red button.  

• Test the Nation challenged the UK to take the IQ Test. Red button, mobile 
and the website allowed everyone to take their own test, on the platform 
most appropriate to them, giving them personal feedback and enabling 
them to compare and contrast themselves with the rest of the population. 

• Radios 1, 2, 3, 4 and 5 live have each had their own interactive teams in 
place since 2000, giving rise to a number of true multimedia propositions 
across them and their sister networks, 1Xtra and Sports Extra. 

• CDX used immersive gaming alongside the Ancient Rome series to attract 
a much younger audience profile than the television programme – 64% of 
players were under the age of 35. Critically, it delivered its knowledge-
building ambition, with 84% of users saying they had learned something 

It 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. 
 



 

 51 

about Ancient Rome and 81% saying they had extended that learning as a 
result56.  

• In Sport, major events like the Ashes cricket have been conceived in a 
multimedia way, with text alerts, online video highlights packages, 
podcasts, Test Match Special messageboard and blog, supporting and 
extending the broadcast coverage.  

Music events such as Glastonbury or the Electric Proms are key areas where 
the benefits of multiplatform commissioning come to the fore. Coverage of 
Glastonbury included: 

• live audio streams and specially commissioned video of each gig. 

• the facility for users to post their own reviews to more than 100 artist pages.  

• a WAP site carrying photos and information such as weather forecasts. 

• photo galleries, diaries and links to broadcast features.  

• video coverage of non-music events. 

• multiscreen video coverage via the red button. 

The Glastonbury site had just under half a million users in the week leading up 
to the event 57. On-demand video stream requests totalled a record 1.8m58.  
 
Similarly, coverage of The Electric Proms included web and mobile offerings 
including photos, reviews, a daily 80-second update and videos including 
interviews with Noel Gallagher, Mark Ronson and the Chemical Brothers. 
Extensive social networking was built in. Minute-by-minute reports were filed to 
twitter.com. Content was syndicated to artists’ own sites. The gigs had a 
presence on last.fm and Facebook which have since grown into communities.  
 

 
2.5.7 UK content 

 
 
 
 
bbc.co.uk is the premier provider of UK-centric information, debate and cultural 
content. No other leading content and service provider comes close in terms of 
scope or ambition. It represents all aspects of the UK – from major national 
events to local news, from history and context to current information about life 
in different regions and localities. It embraces all aspects of the UK’s culture, 
history and geography.  
 
The scale and ambition of bbc.co.uk has been based around the provision of 
original content – text, images, audio and video – designed to represent the life 
and culture of the UK on the web. The critical mass of BBC content is 
augmented and enhanced by contributions from audiences themselves.  
 
All news content on bbc.co.uk is original, written by BBC journalists. There is 
no doubt that this commitment to original content contributes strongly to the 
audiences’ perception of the high quality of the service. 

                                            
56 CDX online survey, 2006 
57 Sage E-metrics, week of June 17 – June 23, includes International traffic 
58 Sage E-metrics, June & July 2007, includes International traffic 

It should play an important role as a leading provider of UK-originated and culturally-
relevant online content. 
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The BBC’s wide geographical network – encompassing national and regional 
bases, local radio stations, drop-in centres, outreach activities, sponsored 
events, outside broadcasts, travelling programmes such as Any Questions – 
and partnerships with a broad range cultural and social partners, gives the BBC 
unparalleled opportunities to reflect the whole UK. This breadth is reflected in 
its online content. bbc.co.uk can share with users to reflect what is happening 
in Britain today, with deep information updated constantly.  
 
In a cultural landscape that is increasingly shaped by homogenous global 
brands, bbc.co.uk can help to ensure that the UK is strongly represented on the 
internet and that licence fee payers can find a place to explore and discuss 
their lives, interests and concerns. 
 
 

2.5.8 Partnerships 
 
 
 
 
 
 
In addition to its creative partnerships with independent suppliers (see section 
2.5.10), the BBC has formed strong partnerships with a range of major and 
smaller industry players, to ensure the provision of innovative online material 
and user experiences, and to make sure that the BBC’s content is widely 
available in major destinations in the wider web. Key partners have included: 

• Autonomy, the technology partner which provides bbc.co.uk’s search 
functions, indexing the whole of bbc.co.uk. 

• YouTube, with which the BBC has an agreement to provide short 
programme clips, including specially shot sequences (such as behind-the-
scenes content from Doctor Who) and montages. Some 1000 clips are now 
available and they have received almost 10m views since launch59. 

• Microsoft, to collaborate on strategic projects. The BBC and Microsoft have 
so far worked together on a series of prototypes demonstrating how content 
and technology can work together to produce innovative user experiences. 

• iTunes, through which the BBC currently provides over 130 audio podcasts. 

• IBM, with which the BBC has engaged on two audience-facing projects – 
People’s Chart (a proposition for teenagers which collates information from 
social network sites about the things they are really interested in), and 
CBBC Video Searching (enabling children to find video content by 
searching by colour or objects). 

 
The BBC has developed a service called MediaBank to provide a repository for 
BBC assets such as images, video, text and links, and make them available to 
users of that site (especially other content sites which provide substantial 
coverage of television output, such as The Sun, The Daily Telegraph and 
Yahoo!). 
 

                                            
59 YouTube data on views: http://www.youtube.com/members?s=mv&t=a&g=3&p=7 

bbc.co.uk should support the UK new media sector by forming partnerships which deliver 
greater public value to licence fee payers by ensuring wider access to BBC content, 
connecting BBC audiences to a wider range of UK talent and creativity, and by supporting 
innovation and growth in the UK online market. 
 

http://www.youtube.com/members?s=mv&t=a&g=3&p=7
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The BBC is increasingly using external social networking sites to improve 
access to BBC content and engagement between the BBC and its audiences: 

• It has launched a channel profile on Bebo and built up a large fan base in a 
short time, participating in Bebo's Open Media platform launch.  

• It has developed some key applications for Facebook, around podcasts, 
radio, news headlines and the iPlayer. 

• Feeds of some programme music track listings have been made available 
on the social networking site, last.fm. 

• Radio 1’s Big Weekend in 2007 linked to Flickr to enable people to share 
their photos, as well as creating pages on MySpace and Facebook. 

 
 

2.5.9 Links 
 
 
 
 
Activity around links has been a major development in the period since the Graf 
review, and this requirement is addressed in detail in Section 5.3 below. 

 
 
2.5.10 External commissions 

 
 
 
 
 
 
 
 
The BBC cannot fully deliver on its service licence objective to innovate and 
provide originality without the creative and technical talent to be found in the 
external new media sector.  
 
Following the Graf Review, the BBC committed to commission a minimum 25% 
of content by value from the independent sector. This has enabled the BBC to 
tap into a wider pool of creative ideas and talent and to broaden its supply base 
at a time when competition for the best online talent has been intensifying. The 
ability to draw, on a project by project basis, on some of the best talent in the 
industry is recognised as a critical factor in the successful implementation of 
online strategies.  
 
Healthy and fair competition and a diverse supply base encourage excellence 
as well as improved value for money. Using external suppliers also provides 
positive externalities for a healthy and vibrant UK production sector. 
 
In 2006/07 just over £17m (29.6% of eligible spend) was spent outside the 
corporation across a range of different new media activities that contributes to 
the production and running of bbc.co.uk. This figure represents a doubling of 
spend compared with the previous 12 months. 

 

It should link to content from other providers and aim to increase the volume of click-
throughs to external sites from all parts of the service. 
 

bbc.co.uk should commission a minimum level of… distinctive and original content and 
services from external suppliers. These commissions should enable bbc.co.uk to draw on a 
wider range of creative and technical talent, help establish a baseline for efficiency within 
the BBC and contribute to the development of the wider new media sector.  

Condition: bbc.co.uk should commission at least 25% (by value) of eligible content and 
services from external suppliers 
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The number of different suppliers the BBC worked with has also increased by 
15% to 164, representing a more diverse range of talent from across the UK 
and beyond. 

 
However, it has been clear that there is scope to improve further the 
relationships between the BBC and the independent sector. The BBC’s 
commissioning process, split as it has been between different teams for 
television, radio and online, can be confusing and difficult to navigate, 
especially for smaller independent companies. Decision making has not always 
been as rapid as it should be and business processes could be improved.  
 
The BBC has been working on a range of initiatives both to widen the 
opportunities available for suppliers, and to make working with the BBC easier: 

• The appointment of a Head of External Supply, to help encourage the use 
of external suppliers. 

• Working in partnership with a number of regional development agencies 
around the UK to run a series of Innovation Labs. 

• Running a series of ‘Face Time’ events across the UK where suppliers can 
meet commissioners for a 25 minute ‘speed-date’. 

• ‘Content 360’, an open competition for multi-platform content ideas. 

• Development of a new media rights framework, which allows stand-alone 
new media formats to be retained by the external companies that develop 
them, with potential revenue-sharing opportunities for the BBC. 

• A new commissioning structure for BBC Vision, the establishment of a new 
independent integration unit in Vision Production, and clearer technical and 
editorial guidelines for producers.  

• A new, more generous rights framework, agreed with PACT and other 
industry bodies, which stimulates the creation of IP and secondary markets 
for new media content. 

 
 External spend for 2006/07 by different parts of the BBC is set out below. 

 
 
Headline Performance by BBC Division 2006/07:* 

 
      %   Spend £(k) 

Future Media & Technology  25.3   7,457 
Sport     38.4      471 
Nations & Regions   26.2      898 
Factual & Learning   34.2   2,696 
Radio & Music    24.0   1,478 
CBBC     29.1   1,094 
Drama & Entertainment   51.1   2,013 
Television    45.1   1,118 
Total:     29.6               17,290 

 
        Source: FM&T Finance 
 

*These figures do not include hosting and distribution costs, which are already outsourced 
activities, or non-eligible content activity, such as news. 
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Recent substantial, high profile commissions from independent producers have 
included Signs of Life (Endemol and Victoria Real), a new creative format 
designed specifically for online, Get Cooking (Illumina Digital), a video rich 
cookery guide, and Adventure Rock (in conjunction with Larian Studios). 
 
While the BBC met its quota obligations and increased its activities to engage 
with external suppliers, it recognises that it needs to work harder to commission 
the talent that is emerging outside the M25. Even more than in the traditional 
media production industry, the potential for positive market impact resides 
outside London. 
 
Commissioning of content for bbc.co.uk has moved from being a separate 
activity to become part of the overall multiplatform commissioning process in 
BBC Vision. A single point of commissioning has been established managed by 
the commissioners in each genre. To support the genre commissioners, 
multiplatform executives have been appointed to add expertise and experience.  
 
The commissioning process is explained in detail on the BBC's commissioning 
website. Also published on the website are the periodic development priorities 
for BBC Vision's genres on all platforms. These are communicated at regular 
industry briefings. The output divisions are committed to sharing objectives via 
the site to ensure both traditional linear independent companies and new 
media companies can enter the process. 
 
Some engagement initiatives will be rolled out during 2008 to encourage 
collaboration between traditional linear producers and their new media 
counterparts.  
 
 

2.5.11 Market impact 
 
 
 
 
The BBC aims to make a significant and positive contribution to the online 
market place. Research carried out KPMG at the time of the Graf Review found 
that the BBC has a number of positive impacts on the market: 

• Its high quality content acts as a benchmark for others. 

• The licence fee allows a degree of innovation and experimentation which 
commercial companies might feel is too risky. 

• The BBC plays an industry-wide role in training and supporting the 
development of a strong UK new media skills base. 

• It supports the independent and freelance multimedia sector. 

• It promotes online take-up and exploration. 
 
Since the Graf Review, the BBC has increased the potential for supporting the 
wider market through its extension of external links, bringing several million 
valuable click-throughs to third party sites every month60. Media literacy work 
around creative content production or safe surfing encourages users to trial 

                                            
60 Sage E-metrics, 6.9 million external link click-throughs in Oct 2007. 

bbc.co.uk should, at all times, balance the potential for creating public value against the 
risk of negative market impact. 
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social networking sites with confidence (especially with those sites where the 
BBC has developed content partnerships). The Radio Player and iPlayer have 
encouraged the development of new rights models for content distribution 
across the UK production sector. 
 
In these ways and others, the BBC can help generate the tide on which all 
players – public and commercial – can rise. 
 
While it is widely accepted that the BBC’s activities as the major UK internet 
content player is beneficial, there is however a risk that in nascent markets the 
BBC could dissuade potential commercial propositions if it launches large-scale 
public service offerings. Philip Graf acknowledged the risk, but said that while 
there were indications that some commercial investment may have been 
deterred by BBC online activity, it was unlikely that such activity had eliminated 
effective competition across any large areas of online content.  
 
Neverthess, the BBC recognises this legitimate concern and responds to it in 
several ways (as explored in other parts of this submission): 

• In line with Graf’s recommendations, the editorial focus on areas of the 
portfolio which he considered least distinctive from other suppliers has been 
refocused, or sites closed. Section 3 of this submission deals with the issue 
of bbc.co.uk’s distinctiveness in greater depth.  

• In areas such as podcasting where there is uncertainty about the 
commercial potential, the BBC has been careful to avoid rushing into a 
market. The BBC trialled its podcasting activities for 18 months before it 
became apparent that most genres now normally offer content for free 
download rather than pay-per-play.  

• In accordance with the BBC Trust’s protocol on pilots and trials and a policy 
statement which has been agreed by the Trust, management reports 
quarterly to the Trust on the progress on trials. It has put in place a system 
to ensure the policy is monitored and implemented consistently across the 
BBC, and integrated as appropriate with the commissioning process.  

• Investment decisions by management on new areas of activity employ the 
‘precautionary approach’ recommended by Graf in relation to potential 
market impact. 

 
In the case of significant changes to an existing service licence, or a new 
service, the new governance framework introduced this year requires the Trust 
consider whether such proposals should undergo a Public Value Test. That 
Test would incorporate an assessment of potential market impact. In cases 
where the scale of change or investment is smaller, the Trust may decide that it 
still requires scrutiny of BBC plans.  
 
While recognising the importance of considering potential adverse impacts in 
the market, it is also important to recognise that taking a cautious approach can 
reduce the potential for bbc.co.uk to appear innovative. This is a continuing 
challenge for a service that must continually address new technologies or 
emerging ways of audience consumption. Audiences do not readily understand 
why the BBC is ‘slow’ to embrace the new opportunities fully. For example, the 
BBC faced vociferous audience criticism for the small scale of its original 
podcast trial. 
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2.6 Bringing the UK to the world and the world to the UK 
 
 
2.6.1 International news and information 

 
 
 
 
The coverage of international news events and issues draws on online 
specialists as well as the BBC’s extensive network of journalists and reporters 
at home and around the world.   
 
On a typical day, the world news desk produces around 60 stories, organised 
into section on Africa, the Americas, Asia-Pacific, Europe, Middle East and 
South Asia.  
 
In addition, a significant proportion of the stories produced by the Business, 
Technology, Science and Entertainment multimedia teams (see section 2.2.2) 
are of global interest. In-depth ‘special reports’ are routinely produced to 
editorially aggregate and present the best content – from the BBC and 
elsewhere – around major international news stories for UK audiences.  
 
The news site also includes country profiles, covering the history, politics and 
economic background of countries, and background on key institutions. 
 
For children, both Newsround and Blue Peter have a tradition of covering 
international issues and campaigns, and this informs the online news offering 
for children. 
 
The international flavour of bbc.co.uk goes much wider than its news offering, 
however. Throughout the site, audiences are invited to take a global view, and 
to engage with the wider world. To take just two examples from elsewhere: 

• World Class is an initiative from BBC Schools, demonstrating the benefits 
of international school linking. An interactive map of the UK allows schools 
to publish their twinning partners. Guidance from contributing organisations 
including the British Council allows people to identify schools around the 
world which are looking for potential twinning partners. 

• The pan-platform Abolition season covered the end of the transatlantic 
slave trade. The centrepiece of the accompanying site is an interactive 
world map containing factfiles, images and audio clips displaying the extent 
of the trafficking and how events in Britain and across the world contributed 
to the passing of the 1807 Abolition of Slave Trade Act. 

 
 
2.6.3 Global access to bbc.co.uk content 

 
The BBC is the single major UK player in the international marketplace. The 
BBC needs scale, scope and global presence if it is to be able to make a 
difference in terms of ensuring a strong UK online voice around the world, and 
attracting engagement and involvement of an international audience which will 
prevent bbc.co.uk appearing to be domestic in a global context. 
 

bbc.co.uk should contribute to this purpose amongst its users primarily by bringing the 
world to the UK, via comprehensive coverage of key international news events and issues. 
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bbc.co.uk has an international version which gives prominence to world news, 
sport and weather. The news site includes bespoke internationally-facing 
editions of its front page and Business, Entertainment and Health sections. 
This allows the selection and presentation of stories with a global audience in 
mind, although the content they link to is also found on the UK-facing edition. A 
range of video and audio content is also available.  
 
With the launch of the first phase of bbc.com, advertising appears on the 
international news site when accessed by users from outside the UK. BBC 
World plays the role of commissioning editor, and is also responsible for 
ensuring that advertising does not compromise the editorial proposition and 
brand.  
 
bbc.com will help to grow reach and awareness to the BBC’s international 
news content around the world while underwriting additional content and 
international distribution.  
 
For international audiences, the BBC’s online presence has matched the 
reputation of its television and radio services, seen as embodying the 
traditional values associated with the UK itself – dependability, fairness, 
propriety and honesty. People around the globe look to the BBC’s online 
content in a similar way in which they have looked to the World Service, for 
information they can rely on.  
 
For example, during the hurricanes affecting Jamaica in 2005, the BBC 
received many texts from Jamaican residents in gratitude for the dedicated 
WAP weather service which had provided the sole source of live hurricane 
information when users were driven from their homes. One such text read: 
‘Thank you Britain. Thank you BBC’. 
 
The news site has 8.4m international weekly unique users61, and receives more 
than 440m page impressions a month in traffic62. 
 
Including consumption by UK audiences, BBC News is the top news site 
globally in terms of reach. Among non-UK audiences alone it has around 60% 
of the reach of MSNBC or CNN, which of course benefit from the much larger 
domestic US audience. In the US, only domestic online news providers have 
greater reach than the BBC, and the BBC is placed 7th overall63.  
 
News is also provided in 33 languages, tailored for users in different parts of 
the world, in sites run, branded and funded by the World Service. These fall 
outside the scope of the bbc.co.uk service licence and this service review.  
 
 
 

                                            
61 Sage E-metrics, average weekly unique users (international only), Sep 07 
62 Sage E-metrics, (intenational only), Sep 07 
63 Comscore, Oct 2007 
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2.7 Emerging communications 
 

 
 
 
 
 
 
 
 
At the time of the Graf Review, research by MORI suggested that bbc.co.uk 
had had particular success in bringing audiences online. MORI reported that 
7% of UK online users (between 1.5m and 2m individuals) stated that they 
were encouraged to go online in the first place by the BBC64.  
 
Subsequent surveys by the BBC have confirmed this finding. When asked how 
strongly they agree with the statement “The existence of the BBC's website 
was one of the main reasons why I first accessed the internet”, between 7% 
and 9% of respondents either agree strongly or slightly, and this figure has 
been consistent over several surveys65. 
 
Despite the subsequent dramatic rise in internet, and particularly broadband, 
penetration, there remains a significant proportion of the UK who are not 
connected to the net at all, and the BBC can continue to play an important part 
in demonstrating the benefits of the medium for audiences. 
 
Those that do use the internet are predominantly connected at home with only 
7% of UK internet users not accessing it from home.66 Audiences cite a number 
of reasons for not having home access and cost is still a factor as, to a lesser 
extent, is competency. However, nearly half of all adults without access say 
that they have no need for the internet (around 4.5m households – 18% of the 
population) and the percentage making that claim has increased.  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

                                            
64 MORI Omnibus Survey May 2003 (questions commissioned by KPMG on behalf of the BBC).  
65 TNS Tracker, 2005-2007 
66 Ofcom The Communications Market 2007 (August) 

The BBC’s sixth purpose is defined in the Charter as “in promoting its other purposes, 
helping to deliver to the public the benefit of emerging communications technologies and 
services and, in addition, taking a leading role in the switchover to digital television”.  
 
All elements of bbc.co.uk should play some part in…[contributing] to this purpose, in a 
variety of ways …including helping to build understanding of, and drive the use of, new 
forms of content and distribution.  
 

Reasons for not having the internet at home 
(Ofcom: The Communications Market 2007) 
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There is still a clear case for the BBC supporting digital literacy generally, 
increasing the audience’s understanding of how to take part in the online world. 
However, the BBC believes there is now, perhaps even more fundamentally, a 
role for the organisation to play in two key respects: 

• Bringing new online developments to the attention of existing internet users, 
both by using them online and by promoting their use on-air. 

• Targeting key groups of potential users and demonstrating where the value 
of the internet lies for them. 

 
Ofcom notes that ‘when it comes to internet penetration, a large element of the 
so-called digital divide is related to perceived need and is a divide between 
younger and older generations’67. Penetration falls significantly with age, with 
just 16% of over-65s using the web. Since 16% of the overall UK population fall 
into that age group68 the numbers not connected are substantial. However, 
‘silver surfers’ spend significantly more time than any other group online each 
month suggesting that they can and do derive real value from the experience.  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

The BBC set out to target an older audience through WW2 People’s War. This 
was successful in encouraging older users to post their wartime memories 
online, often with the help of their more computer literate children or 
grandchildren. It created a lasting archive of 47,000 stories and 15,000 photos. 
During the life of the project the BBC’s outreach team signed up over 2,500 
associate centres where volunteers helped veterans to enter their stories on 
the site. 90,000 over 65s said they had started or would start to use the internet 
following attendance at a WW2 People’s War event. 
 
More broadly, websites supporting Radios 2, 3 and 4 and those identified with 
BBC local radio stations, are important in generating an online response from 
the older people who make up a relatively large proportion of their audiences. 
 
At the other end of the audience spectrum the most highly connected group are 
families with children, where there is a 73% internet penetration rate69. 
However, that leaves over a quarter of homes with children unconnected, 
which could impact on the digital literacy of the next generation. The BBC 
therefore seeks to encourage them online, through programming on CBeebies 
and CBBC and support materials for parents.  

                                            
67 Ofcom The Communications Market 2007 (August) 
68 Office for National Statistics online http://www.statistics.gov.uk/cci/nugget.asp?id=949 
69 Ofcom The Communications Market 2007 (August) 

 Internet use by age (Ofcom: The Communications Market 2007) 
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The BBC’s investment in research into audience behaviour in new media 
environments, such as the Emerging Media Study, is making possible a more 
sophisticated understanding of the preferences of individual audience groups 
for particular platforms. By combining this with their preferences for other BBC 
content, the BBC can identify opportunities to promote internet take-up by 
specific parts of the audience.  
 
In general, through bbc.co.uk, the BBC promotes the uptake and 
understanding of new media technologies in a number of broad ways: 

• By investing in new media services and content: the early commitment to 
create a rich resource of UK online content on bbc.co.uk played an 
important role in encouraging the nation to go online, seeing it as a place in 
which they could find things of value to them. 

• By using established media to encourage audiences to explore new ones: 
much can be achieved by using trusted brands and talent to encourage 
people online, such as Terry Wogan mentioning his website. 

• By pioneering the popular use of new online functionality: The scale of 
Radio Player, the adoption of RSS feeds and the early understanding of the 
power of mobile browsing, are examples of how the BBC helped niche 
applications to benefit millions of users, as considered in Section 1.3. 

• By encouraging people to use bbc.co.uk as a trusted stepping-off place for 
exploring the wider web: The adoption of informed links to the best of the 
wider web has become widescale throughout bbc.co.uk, as is considered 
further in Section 5.3. 

• By using diverse content to encourage different groups of people to explore 
the web: By providing online resources and campaigns of attraction to all 
audiences and age-groups, bbc.co.uk has helped to get people online who 
might not have considered the internet to be a place for them, as the 
People’s War initiative did for the wartime generation. 

• By encouraging people to move from being digital spectators to digital 
contributors: The BBC’s widespread encouragement of user-generated 
content has helped develop an audience with growing digital media literacy 
and with the confidence to participate more fully in the new media world. 

• By providing specific media literacy campaigns: The resources available on 
WebWise provide practical support to around 130,000 users a week70, to 
help them understand and make the most of online media, as considered in 
section 2.2.6. 

• By providing simple online guides to digital television and radio such as 
About BBC Radio or Digital, providing audiences guidance about digital 
services and how to access them, whether as linear services or on 
demand, as well as information about television digital switchover. 

• By exposing audiences to new content available on digital platforms: The 
online premiering of BBC Three programmes has been used to encourage 
take-up of digital television, just as Radio Player has grown audiences for 
digital radio networks. More broadly, online content related to output on 
digital channels such as BBC Four’s The Genius of Photography – can help 
persuade audiences to make the switch to digital. 

                                            
70 Sage E-metrics, weekly average unique users, Oct 07 
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Chapter 3 The public service characteristics 
 
 
“bbc.co.uk should exhibit some or all of the following characteristics: high 
quality, original, challenging, innovative and engaging…”  
bbc.co.uk service licence 
 
To what extent is bbc.co.uk distinctive and innovative? Does it display the other 
content characteristics set out for it?  
Trust consultation, Question 1(b) 
 

 
 

 
3.1 Introduction 

 
The annexes to this report show, genre by genre, how the public service 
characteristics are present across all parts of bbc.co.uk. The sections below 
draw out some key themes about how the characteristics are displayed, with 
examples from the annexes and elsewhere. 

 
 
 

3.2 Distinctive 
 
 

3.2.1 Aspects of distinctiveness  
 
Distinctiveness in the marketplace is not a simple concept to define, analyse or 
measure. For bbc.co.uk, it is displayed on at least three broad levels.  

• In the overall positioning and brand values of bbc.co.uk, taken as a 
whole, as explored in Chapter 1 – a place where all can experience online 
content in an non-commercialised environment, so narrowing the digital 
divide; a plural place to share views and safe haven in which to explore 
them; a beacon of quality; an impartial, independent and trusted source of 
information; the major destination for original UK content in a US-dominated 
market; a stepping off point for the best of the rest of the web; and a source 
of innovation in content and technology. 

• In the manner in which they help deliver the BBC’s public purposes. The 
BBC delivers its purposes across the broadest range of content genres and 
diverse services and activities. Its online remit reflects this – the genres and 
activities on bbc.co.uk are just as broad and in highly individual ways help 
to deliver the purposes. Just a few examples are given in section 3.2.4. 

• In the degree to which its content displays the characteristics of public 
service content, as explored in the following sections. 

 
These aspects are embodied in the unique requirements of the BBC’s Charter 
and Agreement. They were the basis on which bbc.co.uk was originally 
approved, and they form the backbone of its service licence framework. 
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3.2.2 Independent review 
 

As part of its service licence commitment to monitor editorial distinctiveness, 
the BBC commissioned external consultants, Human Capital, to undertake an 
independent review, giving their own view of the distinctiveness of the main 
areas across bbc.co.uk.  
 
This review focused on the delivery of each area of the service against the 
BBC public purposes and also compared the offering to that of a relevant 
choice of alternatives from the marketplace. The reviewers aimed to assess the 
distinctiveness of bbc.co.uk by taking both a ‘top down’ view of each area as a 
whole and a ‘bottom up’ review of component areas, tools and features.  
 
The reviewers’ broad conclusions are that: 

• The editorial portfolio of bbc.co.uk functions successfully as a total service. 
It meets its purposes and is distinctive at a service level. 

• All areas of bbc.co.uk deliver against BBC public purposes to a greater or 
lesser degree. 

• Most areas of bbc.co.uk score highly for distinctiveness against market 
alternatives, with some exceptions. 

• Even those areas that score relatively low on overall distinctiveness, such 
as food, are highly popular with their audiences and among the most valued 
of the whole of bbc.co.uk, and have elements within them that reflect 
distinctive content or products. 

 
The BBC commissioned this independent, external perspective to provide an 
important input into this review and for the BBC’s own understanding of the 
overall public value of bbc.co.uk. It is important to recognise that any 
assessment of distinctiveness will involve some subjective judgement, and this 
report is no exception. Management will carefully consider the views expressed 
by the reviewers, which will complement and provide a valuable alternative 
perspective alongside the other measures that the BBC uses in assessing 
public value and in developing the future strategy of the service.  
 
 

3.2.3 Distinctiveness and broader strategy 
 
Distinctiveness is not of course the only or primary measure informing strategy 
and prioritisation of resources. The BBC’s overall performance is judged 
according to the RQIV framework of reach, quality, impact and value for 
money. The single-minded pursuit of distinctiveness to the exclusion of all else 
could easily be at odds with other elements of this framework, such as 
perceived quality and reach. Not every piece of content within a broad, 
interlinked service like bbc.co.uk can be as distinctive as the next piece. 
 
To better inform strategic judgements, BBC management is developing its 
thinking with regard to a more regular and standard approach to evaluating 
distinctiveness across all its services, and the approaches used in this report, 
and the lessons they suggest, will inform that thinking. 
 
As mentioned above, the broad conclusions of the Human Capital report are 
that bbc.co.uk is distinctive, but that there are some areas that are less 
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distinctive than market alternatives. The reviewers identify certain themes, 
including around the level of user-generated content and general audience 
interactivity and networking as well as the amount of audiovisual content in 
some sections of the site. At a more specific site level, areas such as lifestyle 
and weather are scored at a lower level of distinctiveness.  
 
The BBC’s own analysis as part of its Web 2.0 project reached a similar view 
that the output and distinctiveness of some parts of bbc.co.uk needed to be 
strengthened, along themes similar to those identified by Human Capital. 
Management is therefore putting measures in place to do this. For example:  

• In the weather site, there is an opportunity to deliver more relevant and 
distinctive weather services online. The site needs to incorporate the 
principles of Web 2.0, becoming more integrated with the wider web and 
making its content more available to users when and where they want it. 
The focus will be on enhancing the localness of the content across the UK, 
improving accuracy, providing better video integration and adding 
enhanced participation and sharing features. 

• In its sites for different local audiences, the BBC recognises the potential to 
improve audience value and the distinctiveness of its existing online offer. 
Initiatives developed as part of Delivering Creative Future would provide a 
broadband multimedia offering built on mapping technology, improve the 
local relevance of content, and more effectively integrate video. The 
editorial offer would also be more focused, with priorities around local news, 
sport, weather and travel as well as enhancements to BBC linear content. 

• In the area of lifestyle the BBC intends to improve the offer through a 
process of refreshment and sharpened editorial focus. The sites will build 
on the more innovative elements like Get Cooking (see below), enhance 
their programme support with a page for every episode of every show and 
include much richer opportunities for audience engagement through user-
generated content. The BBC will also look to encourage more journeys 
between these popular areas and other parts of bbc.co.uk and minimise 
duplication in the lifestyle portfolio, including across public service and 
commercial offerings.  

 
Further examples of specific ways in which the BBC is already taking steps to 
increase distinctiveness are contained in the genre annexes.  
 
Generally, the BBC believes that distinctiveness is exhibited throughout 
bbc.co.uk as a whole. The distinctiveness of specific areas of bbc.co.uk is 
explored in the genre annexes, and the different ways in which distinctiveness 
can be displayed, and some key examples, are drawn out below.  
 
 

3.2.4 Examples of distinctive content 
 
A few examples of the ways in which the BBC aims to be distinctive, through 
different types of content, in the pursuit of its public purposes include: 
 
In the breadth and depth of coverage  

• The news site calls upon the BBC’s extensive newsgathering network to 
generate unrivalled coverage, supported by background information, 
archived stories and analysis from BBC correspondents. 
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• Music sites provide a comprehensive guide to twelve different music 
genres, covering BBC highlights and scheduled programmes, album 
reviews and news as well as links to other specialist websites covering that 
genre. No other provider offers the same combination of range and depth. 

• iPlayer stands out amongst other providers of video on demand in the 
sheer range of programmes available to watch again; the ambition to make 
everything the BBC broadcasts (subject to rights) available beyond the 
moment of transmission is very different to the approach of other players.    

 
In the scale and scope of its commitment 

• The BBC embraced podcasting in its early stages and, while other 
providers have followed in main genres, none does so on the scale of 
bbc.co.uk, which has built demand for downloads across a wide range of 
genres, from business programmes to the Reith Lectures. 

• The scale and integration of BBC entertainment, drama and comedy 
content means that it is in a unique position to take forward initiatives to 
grow new talent and support the future of the UK cultural industry – for 
example through online initiatives such as Writersroom and New Talent. 

• The Parenting on Demand site provides episodes from The Human Body, 
Little Angels and Child of Our Time, broken down into different sequences 
covering topics of concern to parents like sleep, nutrition and discipline. A 
special interface has been built to ensure that these are put into context 
and that it is as easy as possible for users to navigate through the material. 

• A similar approach has leveraged the popular coverage of cookery on 
television to create a comprehensive, multimedia guide to the subject. Get 
Cooking provides a wide-ranging and appealing guide to recipes, 
ingredients and techniques which allows users, for example, to read a 
recipe and watch it being prepared at the same time.   

• The independent review by Human Capital notes that ‘the depth of the BBC 
provision is outstanding’ and that ‘bbc.co.uk is very distinctive in the 
breadth and depth of editorial content it offers’, with comparable sites either 
offering a broad range of subjects at relatively low levels of detail or a 
smaller range in similar depth. 
 

In contributing to the delivery of informal learning, across all genres 

• Informal learning pervades the whole range of the BBC’s online offering for 
children, tailored to their particular levels of media literacy to encourage 
them to explore in a creative way. For teenagers, bbc.co.uk provides a 
source of impartial information and advice. 

• Examples from across bbc.co.uk’s genres are explored in considerable 
detail in section 2.3.5. They include using lifestyle or entertainment sections 
to deliver social campaigns or to encourage people to go on learning 
journeys around their own passions. 

• Radio and music sites go beyond the programme or the music, with links to 
resources both inside and outside the BBC. Play It Again video tutorials 
help beginners learn to play an instrument, One Music provides guides to 
getting started in the music industry, and a Parents’ Music Room has tips 
about musical activities for children.  
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• Human Capital note these types of instances of informal learning across 
bbc.co.uk, as well as others including how Celebdaq raises awareness of 
business issues, Sport Academy, information about world faiths within 
religion sites, and further examples in areas like health, nutrition, parenting 
and gardening. 
 

By serving areas less well-covered elsewhere  

• CBeebies and CBBC fill a clear gap in the children’s market, providing 
quality UK-originated content to children. As other UK broadcasters leave 
the children’s market, it is becoming characterised by global syndication 
groups such as Disney and Viacom. Most of the new entrants, including 
YouTube, Bebo, Facebook and MySpace, exclude under-13s, since they do 
not want the responsibility of employing child-protection measures. 

• CBBC provides a unique web search facility, with links carefully selected for 
their suitability for children. 

• The offerings brought together under the BBC Switch brand provide a 
unique core of UK content in a teenage market dominated by US-based 
social networking sites. 

• The Disability Sport website is the biggest of its kind. 

• Human Capital note several more instances of this, including the skills-
based focus of adult learning provision, revision guides for minority 
curriculum subjects in addition to mainstream ones, gardening for children, 
representation of the UK’s indigenous languages, and coverage of niche 
sports. 
 

By taking a different approach in areas where other providers are active 

• bbc.co.uk’s approach to delivering learning for children is centred on 
learners themselves, and is intended to be used without teacher 
moderation, unlike the bulk of materials in the commercial market place. 

• In contrast to other disability sites, Ouch! has an extremely irreverent, 
humorous tone. Although it contains much factual information and advice, 
its non-PC approach to issues is very distinctive, as noted by Human 
Capital. 

• CDX was a completely new approach to history content, using an 
immersive game to engage users with the history of ancient Rome and 
letting them learn while playing. 

• The Parenting on Demand application referred to above makes great use of 
video content from BBC programmes in addition to the text and discussion-
based content which is typical of non-BBC sites. 

• Human Capital note several other instances of novel approaches, including 
the range of demographics covered within content on relationships, the 
breadth of genres covered by music sites, the mobile offerings for areas 
such as health, food, science and nature, and the range of archive video 
and audio sports content.  
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3.3 Innovative 
 
 

3.3.1 Audiences’ overall perception  
 
41% of users give bbc.co.uk a high score for innovation. Not surprisingly, 
perhaps, this is one of the BBC’s highest scores and above the average for the 
BBC’s television and radio services as a whole71. 
 
 

3.3.2 Ways in which bbc.co.uk innovates 
 
At its narrowest, innovation can be defined as bringing new content or services 
to market. Innovation of this kind has naturally been a key feature of the first 
phases of the BBC’s online offering.  
 
For example, BBC Learning saw the opportunity for a step change in the way in 
which learning could be delivered and the value which this could bring to 
learners. Bitesize was the first multimedia approach to revision and one of the 
first online revision offerings in the market. Its popularity has helped create a 
demand which commercial providers have subsequently been able to exploit. 
Learning has continued to innovate, with exploration of new learning formats 
such as mobile quizzes and downloads. 
 
More broadly, however, the BBC has continually aimed to encourage 
innovative approaches across bbc.co.uk, and to provide the means in which 
this innovation can be supported and harnessed, both within the BBC and 
outside. For example: 

• The news service holds a quarterly competition for staff to put forward ideas 
for new ways of providing coverage.  

• The week-long residential Innovation Labs give independent producers the 
chance to have their new ideas evaluated by BBC commissioners and 
mentors. Some 700 such ideas have gone through this process, with 70 
worked up in more detail at the Labs, and 10 so far invested in by different 
parts of the BBC.  

• Football Virtual Replays were the sport team’s response to the BBC’s lack 
of video rights to classic football moments. The replays show moving 
representations of the goal or event using high quality graphic simulation.  

 
A particular challenge is for the BBC to be at the forefront of new narrative 
formats, combining interactivity and the BBC’s core competence of storytelling. 
Some recent innovative developments were explored in section 2.5.2, including 
Signs of Life and Your Story.  
 
Current examples include CDX, which through an interactive gaming format 
provided a learning dimension around the Ancient Rome series, or Taggerz 
from 1Xtra. These new formats will play a particularly important role in the 
evolving offering for teenagers, building on successes such as Jamie Kane and 
Wannabes. 
 

                                            
71 Q&I tracker, Wave 2 07: people aged 15+ who have used the service in the past week 
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bbc.co.uk aims to use new online functionality in innovative ways: 

• Local sites have employed mapping technologies to enhance the value of 
coverage of local events, as already explored in section 2.4.4.  

• In partnership with the Wildfowl and Wetland Trust, one aspect of 
Springwatch was the use of tracking technology to enable audiences to 
follow the journey of ten light-bellied Brent Geese through a complete 
migratory cycle from their wintering grounds in Northern Ireland to their 
breeding grounds in the Canadian Arctic and back again.  

• The adoption of Jivesoft software which now allows audiences to contribute 
directly to Have Your Say without pre-moderation. 

 
bbc.co.uk itself has in turn driven innovation in broadcast output. Radio in 
particular has become a more visual medium, with visual identities for stations 
and programmes, to webcams, animations and photo sharing.  
 
The BBC has also innovated in the ways in which it delivers and shares 
content, developing new formats and approaches appropriate to different 
platforms, devices and online audiences: 

• The BBC has been ahead of the bulk of the market in the way it has 
embraced innovations such as podcasting to deliver whole programmes or 
highlights, as considered further in Chapter 5. The BBC’s pioneering role is 
recognised more widely. For example, the Ouch! podcast recently won an 
RTS Innovation Award, and the BBC’s Radio and Music Interactive won the 
Innovation Award at the Broadcasting Press Guild 2006 

• The BBC is increasingly using external web communities to engage with 
target audiences, particularly the young, for example with interaction 
around BBC content and events on Flickr, Facebook and MySpace 

• ‘Tear-off strips’ allow people to take BBC content such as video clips and 
embed them in their own sites and networks. This offering, limited at 
present, will become an increasingly vital way of ensuring that BBC content 
reaches its audiences. 

• Local sites used YouTube to invite users’ videos of this year’s flooding in 
parts of England. 

 
However, as noted in section 2.5.11, by adopting a cautious approach to 
potential adverse market impact, the BBC is sometimes unable to move as 
quickly as others in the market, or at the pace which audiences would like, 
leading to audience frustration, for example during the podcast trial. While the 
BBC led thinking on the delivery of on-demand audiovisual material through the 
iPlayer, the eventual launch of that service was behind some other players in 
the market, again leading to the perception that the BBC was slow to act, over-
cautious or not sufficiently innovative. This balance between the need to be 
aware of market issues and reaping the benefits of BBC innovation for both 
audiences and the wider marketplace is a key question for the BBC’s 
management and the Trust going forward, as noted in section 7.6. 
 
The BBC’s partnerships with the wider industry are driving innovation beyond 
bbc.co.uk, as set out in section 2.5.8. Backstage reaches out to grassroots web 
developers, encouraging the sharing of hundreds of prototypes built using BBC 
feeds and APIs. It won the New Statesman Innovation Award in 2006.  
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3.4 High quality 
 
 

3.4.1 Audiences’ perceptions of bbc.co.uk quality 
 
The Net Promoter loyalty metric captures the notion of advocacy – how 
strongly would people recommend a website to someone else. It has been 
shown to correlate strongly to actual behaviour – that is, it is a good indicator of 
the future success of a product. It also gives an insight into the level of quality 
which users perceive in the sites they visit. 
 
The BBC has recently developed the capacity to track the Net Promoter scores 
for the larger parts of bbc.co.uk against other sites, which can provide a market 
context. This data is used partly as a benchmark, but also to more fully 
understand the marketplace, users’ wants and needs, and bbc.co.uk’s 
strengths and weaknesses compared to other websites.  
 
On the whole, BBC sites tend to be at the top or near the top of their category, 
either in terms of NetPromoter score or in terms of the other available metric 
(that used in television) – the AI or Audience Appreciation Index.  
 
The range of BBC sites that rate highly is diverse, with strong sites across 
several different genres: 

• In journalism, BBC News is the clear category leader with excellent scores 
for Net Promoter and AI, in addition to measures of trust.  

• The BBC’s linear brands online also do well, with sites supporting television 
channels and radio stations coming top of their categories.  

• BBC formal learning content has both AI and Net Promoter scores which 
are high above the category averages, and score extremely well for both 
usability and content.  

• Popular sites such as food and parenting also gain the highest value scores 
in their category.  

• Some Nations and Regions sites often feature at the lower end of the 
BBC’s Net Promoter scores. Compared to the category average for this 
genre, however, the BBC is quite strong72. 

 
All in all, BBC sites accounted for half of the top 20 websites monitored in Q3 
07. bbc.co.uk as a whole had an average Net Promoter score of 30, 
considerably higher than the average of all other sites measured73.  
 
 

                                            
72 Internet Pulse, Q3 07 
73 Internet Pulse, Q3 07 
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3.4.2 Key defining determinants of bbc.co.uk quality 
 
There are key aspects of the structure, management and ethos of bbc.co.uk 
which help ensure that in key respects it can stand out from the market in terms 
of its quality levels. 
 
Foremost is that the BBC aims to apply the same core values – particularly 
accuracy, impartiality and independence – to its online content as to its 
broadcast content, underpinned by editorial guidelines. The online world does 
not have the broadcasting market’s tradition of regulated impartiality. The 
content offered is often driven by commercial imperatives. Against this 
background, the BBC recognises that its role in providing impartial, 
independent and trusted news, information, recommendations and content 
generally is of paramount importance.  
 
In addition to editorial values and guidelines, the New Media Standards and 
Guidelines are used to ensure the quality of web, iTV and mobile services, for 
three major purposes: 

• to ensure users find the services consistently usable and accessible 

• to ensure services are technically resilient to the level of demand placed on 
them, and to any security attacks 

• to ensure services comply with current UK legislation in areas such as data 
protection or accessibility for people with disabilities. 

 
The published Standards and Guidelines embody best practice in the BBC. 
They are maintained by a full-time Editor and used by internal and external 
production teams to guide production for new and updated BBC sites and 
services, and by quality assurance staff in their testing and monitoring. 
 
The BBC aims to ensure that content is appropriate for the audience which will 
use it. On children’s sites, for example, content is designed to be suitable for 
specific age groups, and links to other content are carefully vetted and regularly 
monitored to ensure their suitability. All material contributed by users of the 
children’s sites, for example on messageboards, is pre-moderated by a 
dedicated team. iPlayer offers ‘G’ guidance symbols to draw attention to 
content which might not be appropriate for all audiences, whether children or 
adults. 

 
The BBC works with leaders in the field to ensure that the quality of the offering 
can benefit from their contributions. As well as tapping into the creative skill of 
a wide range of independent suppliers and technology innovators this means, 
for example, developing knowledge-building content in consultation with 
academics and other experts in their field – ranging from the input of curriculum 
experts into formal learning materials for Bitesize to the advice of top chefs or 
nutritionists on material for lifestyle sites.  

 
Since the Graf Review, the BBC has developed a sharper focus on delivering 
quality through the development of complementary partnerships with others. 
Partnership projects can deliver high quality outputs by drawing on the 
resources of renowned institutions like Oxford University in the development of 
The Climate Change Experiment, the UK Film Council in the delivery of Film 
Network or Bafta in developing the CBBC Me and My Movie project.     
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bbc.co.uk also seeks to keep pace with technological advances which enhance 
the audience experience. As evolving technology permits, the BBC aims to 
maximise the technical quality of the content offered, for example with the High 
Definition video clips delivered over broadband for Planet Earth – the first of 
their kind on bbc.co.uk. 
 
 

3.4.3 Monitoring and maintaining quality 
 
As previously noted, bbc.co.uk has developed incrementally over the last ten 
years in a plural fashion, with contributions coming from all over the BBC and 
at different points in time. This pluralism has brought considerable benefits, but 
also risks perceptions of the overall quality of the site. 
 
It is important that content remains relevant after publication. If not, the value of 
the content of bbc.co.uk, and perceptions of its quality, will fall. A website is not 
usually consumed as scheduled material in the way that broadcast media is. 
While this brings advantages – content can remain accessible for longer than a 
broadcast window – it can also mean that effort may be required to ensure that 
the site remains up to date and fresh. 
 
Some areas of bbc.co.uk have always performed strongly in this respect. The 
content on journalism sites is constantly updated. Key topical or recurring 
programme sites like The Chris Moyles Show or Blue Peter are refreshed on a 
daily basis. 
 
In other areas, the sheer scale of bbc.co.uk, the plural way in which it has been 
developed and produced, and the huge number of programmes supported has 
meant that not all parts of the site have been kept refreshed. While the content 
may remain valuable to audiences for several years, it may be too cost-
inefficient to maintain on an ongoing basis. 
 
The BBC continues to take steps to address this. As part of the Web 2.0 project 
a review of the bbc.co.uk sites was completed in August 2007. The immediate 
result was that 129 sites were assessed as no longer offering value to 
audiences and were deleted. A further 58 sites were clearly labelled as no 
longer being updated, but they remain available for review. This ‘mothballing’ 
technique keeps the archival benefits of the content, but ensures that 
audiences understand that it may be out of date. Finally, the content of 25 sites 
was archived by linking offsite to www.archive.org, which holds details of 85 
billion webpages. It is extremely simple to use and any information stored here 
is easy to retrieve.     

 
Responsibility for reviewing the quality of bbc.co.uk has now passed to the 
Controller, Internet. The next set of recommendations – affecting 122 sites to 
be retained, closed, archived or re-purposed – has been prepared.  
 
Going forward, one key development is the Programmes Beta site. This aims to 
provide a presence at a permanent URL for every episode of each BBC 
programme by harnessing and dynamically publishing the content naturally 
created in the course of production. Breaking down content into structured 
elements makes the data highly searchable and enables it to be easily re-used 
in different ways across bbc.co.uk or elsewhere on the web. Since page 

http://www.archive.org
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production is highly automated, it removes the need for hand-coding individual 
programme support sites, ensures that it remains relevant, and allows 
resources to be focused elsewhere. This is explored further in section 4.1. 
 
At appropriate points in their development cycles, particular sites are subjected 
to audits to rate their quality and raise the bar going forward. For example: 

• Prior to its relaunch this year, there was an audit of CBeebies to ensure all 
content met the quality threshold and was aligned with the brand ethos and 
the BBC’s public purposes. Editorial gaps were identified and steps put in 
place to fill them – such as the need for more numeracy content, with has 
now been met with Numberjacks, or more content appealing to boys. 
Applications using technologies which were by now looking outdated were 
removed or replaced with more technologically-advanced offerings. 

• A similar audit of CBBC resulted in around half of all its webpages being 
closed or replaced.  

• The history site has recently been restructured, in order to put in place an 
infrastructure on which the BBC can build going forward. This has allowed 
critical gaps in coverage to be identified and the right commissions put in 
place to raise the overall quality of the site. 

 
 

3.4.4 Awards 
 
Recent awards testify to the wider industry’s perception of the quality of 
aspects of bbc.co.uk. The following non-exhaustive list illustrates the range: 

• The children’s sites won the Children’s Bafta Interactive Award in 2005 and 
2006. In 2007 they made up three of the four nominations. 

• For the last two years bbc.co.uk has won the Education: Multimedia (CDX 
and Springwatch) and Education: Campaigns (The Secret Life of the Manic 
Depressive and Springwatch) categories in the Royal Television Society’s 
Educational Television Awards. 

• At the international Webbys, the news site won both the Jury’s Award and 
the People’s Voice Award for News in 2005, 2006 and 2007. 

• Scott Mills’ site for Radio 1 received a Gold award at the 2006 Sony 
Awards. 

Other awards won so far in 2007 include: 

• The British History Timeline – Arts and Culture, BIMA Awards. 

• The Climate Change Experiment – Prix Europa. 

• World Cup 2006 – Best Use of Digital Media, Sport Industry Awards. 

• Get Cooking - Best Website, Le Cordon Bleu World Food Media Awards. 

• Mental Health (Radio 1, 1Xtra and bbc.co.uk) - Raising Public Awareness, 
Media Awards 2007. 

• Radio 1 – Best Radio Website, Webbys. 

• PM website for Radio 4 – Gold: Interactive Programme, Sony Awards.  

• Ashes Interactive – Digital Content, RTS Sports Awards. 
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3.5 Original 
 
The term ‘Original’ in the context of public service content and services has two 
main definitions: 

• Content or contributions are originated and published on bbc.co.uk, either 
by the BBC or by audiences.  

• Elements of the service are new or bring new thinking to a topic or genre. 
As such it is closely linked to innovation, and there is inevitably some 
overlap in considering these two characteristics. 

 
A very high proportion of the content on bbc.co.uk has been produced 
specifically for the website. Where television or radio content is used, it will 
typically be re-purposed or put in a new context which gives it most impact on 
the web.  
 
News and sport coverage in particular draws on a range of sources but it is all 
written or prepared by BBC journalists and editors. In addition, as outlined in 
section 2.2.4, a range of original news video content is available for on-
demand-only consumption via the web. 
 
The BBC seeks to harness the unique capabilities of the online environment to 
provide original ways of delivering its purposes to audiences. A range of 
examples are given below: 

• The Beethoven Experience married up programme notes, SMS alerts, 
reviews and an animated score to bring the music to life for a wide 
audience. 

• Now in development for the CBBC audience, Tronji will be the BBC’s first 
massively multi-player online game (MMOG) enabling the audience to 
immerse themselves in problem solving activities via a blend of live action 
and real children in an animated environment. 

• Cowards for the BBC Three website, already cited in section 2.5.2, was the 
first broadband-only comedy the BBC had ever commissioned. 

• The In the Night Garden webgame for CBeebies recently introduced web-
cam functionality enabling young children to see themselves superimposed 
on screen alongside Macca Pacca and the Ninky Nonk. Early research 
suggests this to be a highly effective mechanism for young learners and 
there are plans to incorporate it in new commissions. 

• Next year’s launch of the broadband Spanish service will see a narrative 
gaming approach applied for the first time to language learning. 

• Original data was collected from 750,000 completed online tests as part of 
Sex ID. The information generated became the source material for the 
programme which followed and has fed in to at least 20 academic papers.  

• In support of television drama, online propositions have successfully drawn 
audiences further into the story with award-winning narrative games and 
interactive dramas based on Robin Hood, Shakespeare’s Stories and 
Spooks.  

• In 2005, the Doctor Who site was the first in the UK to develop independent 
satellite sites expanding the world of the drama into the wider web. 
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• Radio 1 scored a first in 2006 when it rented an island in the virtual world of 
Second Life. Real-world music events from the Radio 1 Big Weekend in 
Dundee were streamed onto large screens on the island for Second Life 
avatars to enjoy. 

• Digital platforms can build on linear output to enhance delivery of the BBC’s 
purposes. For instance, in 2005 the Reith Lectures was the first BBC radio 
series to be made available for download. In 2007 Evan Davies followed up 
on the lectures by hosting an audio web chat with lecturer Jeffrey Sachs.  

• The site supporting Radio 4’s The Making of Music combines historical 
information, graphical images and links to more information about the music 
featured in each programme. The Electric Proms site offers users 
innovative and distinctive content encompassing performances, specially 
commissioned material for the web, and user-generated content.  

• The wide-ranging Free Thinking site supported a season of programmes 
and public events around ideas and thought. Through devices such as 
messageboards, essays, interactive ‘eartoons’, haiku and links to third party 
sites, the site aims to stimulate new ways of considering things.  

• The award-winning Coast Mobile guided walks created an extension of the 
Coast series of a type which was uniquely suited to the mobile medium. 

• The Gardeners’ Calendar mines the archive of gardening programmes to 
deliver a personalised web-only product. Users can create a virtual profile 
of their garden, upload photos, store notes and receive tailored reminders 
and advice via video clips from BBC gardeners. 

• Radio 1 harnessed the potential of the web and mobile phones to allow its 
listeners to ‘take over’ the station for ten hours during a Bank Holiday. The 
website then created a record of the experience, showing the tracklists that 
listeners had created hour by hour during the day. 
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3.6 Challenging 
 

3.6.1 Audiences’ overall perception  
 
44% of bbc.co.uk users give the service as a whole a high score for being 
challenging, which compares favourably to BBC television and radio services74. 
 
 

3.6.2 How bbc.co.uk aims to challenge audiences 
 
Through its broad scope and coverage, bbc.co.uk offers opportunities for 
audiences to step outside their comfort zones and sample information and 
other content which they might not otherwise consider. 
 
The extensive internal and external linking across bbc.co.uk can take users on 
a journey to content that they may not have experienced on a single-subject 
site, or to a depth impossible on other sites. In addition, the editorial scope of 
bbc.co.uk, which aims to give platform to a range of editorial perspectives and 
voices, encourages users to understand a more pluralistic view across complex 
subjects.  
 
The following are some specific examples of how the BBC aims to challenge 
the users of bbc.co.uk: 

• The news site covers a far broader range of stories from all over the world 
than most people would consume through the broadcast or print media. 
The site also exposes audiences to a wide range of views and opinions, 
beyond simple coverage, with readers’ own views finding a home alongside 
editors’ blogs. 

• The 1Xtra documentaries websites bring social and cultural issues to a 
wider public, such as the position of gypsies and travellers in British society. 

• The navigational approaches adopted in the creation of the Science and 
Nature portal and the relaunch of CBeebies and CBBC sites highlight the 
depth of content available, and encourage the audience to try out a wider 
range of activities across the different sections. 

• Scorpion Island on the CBBC site was an event-style game running 
alongside a show with daily tasks and challenges of increasing difficulty 
over a three week period. Children were encouraged to find clues dotted 
around the site that would introduce them to new content or activities. 

 
The BBC’s sites for children focus on being both challenging and accessible for 
children of all abilities: 

• The Patchwork Game, a typical example on CBeebies, offers three levels – 
easy, medium and hard – in order to develop skills. 

• Similarly, as children explore the different levels of Adventure Rock they 
unlock creative studios suitable for different ages or ability. When they 
submit their artwork, dance routines, inventions or music tracks to the 
public galleries they are set new challenges which aim to push their 
creative skills further. 

                                            
74 Q&I tracker, Wave 2 07: people aged 15+ who have used the service in the past week 
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• Bamzooki is a cross platform initiative that challenges children's creativity 
while introducing them to concepts of bio-mechanics, physics and 
evolution. Children use digital putty to create 'living' creatures with specific 
body attributes and walking gaits, and submit them to the website or 
television show to be put to the test. The process demands quite complex 
and involved logic skills and evidence-based learning.  

 
By encouraging interaction, BBC online content delivers an experience that can 
enable users to return real value to the subject in the real world: 

• Breathing Places challenges people to think in new ways about the 
environment in which they live, and to go out and to put this into practice in 
their local communities. 

• When Woman’s Hour put its support behind Breast Cancer Awareness 
month in October 2007, a new portal page was created, and a 
messageboard which encouraged users to air particular issues around 
breast cancer. Some of these issues were then taken up by the programme 
and developed into broadcast items. 

 
Learning content is by definition challenging, and the BBC has been careful to 
lead users gradually through to material which pushes them further, without 
being off-putting. For example, the interactive video-tutor approach provides 
convenience and tutor-like support for those who do not want to go back to the 
classroom. 
 
Users can test themselves through demanding narrative games such as Death 
in Sakarra or quizzes, which are used widely across bbc.co.uk. For example, 
users can test their knowledge and their assumptions or prejudices in a weekly 
quiz on the religion and ethics site. 
 
Through interactive dramas like Signs of Life users are set the challenge of 
being participants in story telling rather than passive recipients. 
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3.7 Engaging 
 
 

3.7.1 Indicators  
 
At a headline level, 56% of users of bbc.co.uk give the service a high rating for 
being engaging75. 
 
A key indicator of the degree to which audiences are engaged by content on 
bbc.co.uk is the number of users who are interacting with the site – making a 
contribution to the site or undertaking some task – rather than simply 
consuming content. The number of ‘active’ users of this kind is currently 
running at around half a million a month76.  
 
Indications of actively-engaged audiences across bbc.co.uk include: 

• 150,000 user comments posted each month to Have Your Say77. 

• Almost 390,000 posts to the Points of View messageboard in the last year. 

• 30,000 Doctor Who comic strips submitted by users of the comic-maker 
application. 

• 85,000 images submitted to the Picture of Britain online gallery. 

• 250,000 downloads of the application to take part in The Climate Change 
Experiment, the BBC’s first exercise in distributed computing. 

• A million messages sent in to How To Start Your Own Country. 
 
 

3.7.2 How bbc.co.uk aims to engage audiences 
 
The internet is a medium that facilitates and encourages users to engage and 
enter into dialogue, both with the website provider and with each other. 
 
For bbc.co.uk, the potential to engage with its audience not only brings the 
opportunity to help the BBC be more accountable as a public service, but also 
to enrol its audiences in active participation, for the benefit of all. 
 
Engagement can help contribute to active citizenship and learning: 

• Editors’ blogs on the news site have rapidly grown to become a key point of 
engagement between the BBC’s journalists and its audiences. 1.5m user 
comments and posts are published on bbc.co.uk messageboards and blogs 
every month.  

• Stories on the news site routinely include text, images and video 
contributed by audiences, and user-generated content is routinely invited 
right across bbc.co.uk. Many examples can be found throughout this 
submission and its annexes.  

• Many channel, network or programme sites provide opportunities for a wide 
range of different audiences to participate in online discussion and debate 

                                            
75 Q&I tracker, Wave 2 07: people aged 15+ who have used the service in the past week 
76 Sage E-metrics: 509,000 ‘active’ users, Nov 07 
77 Sage E-metrics, Sep 07 
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in relation to broadcast themes – for example through the Radio 4 site on 
drama, music and the arts, or Today’s messageboards on current affairs.  

• Sites also encourage and support social action and campaigns around 
issues of central importance to people’s lives, one example being Radio 2’s 
Life to Live site, which has focused on issues including IVF, elder abuse, 
sexuality, preparing for one's death or living with HIV.  

• Messageboards can provide vital aftercare to support campaigns like that 
which followed BBC Two’s Stephen Fry: The Secret Life of the Manic 
Depressive. Psychiatrists took part in the online discussions, and at the 
request of the community of users the psychiatrists continued to respond to 
the messageboard for a further two weeks.  

• Many learning strands can be very engaging and involve close 
collaboration with audiences. WW2 People’s War generated 45,000 stories 
of life during the war, creating a valuable archive for future generations.  

• In another example with a similar legacy, The Memory Experience in 2007 
invited Radio 4’s audience to share memories. More than 11,000 memories 
were submitted, which were then used as part of the biggest ever survey of 
the nation’s memories, in conjunction with Leeds University. 

• The BBC’s ability to connect with large audiences can mean that projects 
like Picture of Britain, The Climate Change Experiment, People’s War and 
Danny Wallace’s How To Start Your Own Country become greater than the 
sum of their parts. The latter captured audience imagination to such an 
extent that self-generated communities gathered in cities around the UK. 

 
By actively engaging audiences, bbc.co.uk can encourage them to take 
creative risks and provide a showcase for their creativity, from photographs 
sent in to Digital Picture of Britain or short pastiche films submitted to The 
Summer of British Films. Me and My Movie encourages children to make their 
own video shorts and submit them for a special Bafta award.  
 
Messageboards are also used as a feedback loop to encourage users to 
discuss issues directly with programme makers. For example, the food 
messageboard allowed users to talk to the producer of Masterchef after the 
announcement of a controversial winner, while Radio 4 listeners have been 
able to discuss with BBC management changes to the network’s schedules.  
 
Whole programmes can be built around the interactive contributions of 
audiences. As well as the Listener 6 Mix and iPM examples referred to in 
section 2.5.3, these have included a 3-hour programme on 5 live which shared 
people’s memories and reactions on the fifth anniversary of 9/11. 
 
The engaging nature of BBC entertainment content is clearly demonstrated by 
the numbers who get involved and find an outlet for their creativity, such as the 
30,000 comic strips submitted via the Doctor Who comic-maker application. 
 
The online offer for Doctor Who also included satellite sites to create an 
alternative reality life for the series in the wider web. The audience themselves 
responded and there are now audience-created satellite sites ostensibly 
belonging to characters and locations in the series.   
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Chapter 4 Supporting broadcast output 
 
 
To what extent does bbc.co.uk reflect and extend the range of the BBC’s 
broadcast services?    
Trust consultation, Question 1(c) 
 
 
 

 
4.1 Programme material and context 
 
 
 
 
 
4.1.1 What audiences expect 

 
At the most basic level, audiences want bbc.co.uk to tell them when and where 
programmes will be broadcast and provide other programme-related 
information such as cast details and soundtrack listings.  
 
Beyond that, however, they expect more: 

• For certain key programmes, audiences want a much deeper level of 
engagement or the opportunity to use the programme as a springboard into 
wider exploration. 

• Some of the audience also want to contribute to the BBC’s programme 
pages and sites themselves, by rating a programme, adding a comment, 
voting, writing a review or uploading images and video. The rest of the 
audience can benefit from these contributions.  

• Increasingly, audiences expect to be able to watch on-demand content, not 
only whole programmes but also highlight clips and other short-form 
content (like marketing material, out-takes or behind-the-scenes material) 
or longer-form content that cannot be accommodated within the constraints 
of broadcast schedules (the unedited interviews from a documentary, for 
example, or the director’s cut of a drama). 

 
At their best, sites and pages supporting programmes can increase the power 
and effect of the programmes themselves. Key current examples where 
audiences actively engage with online content are Strictly Come Dancing, 
Doctor Who, Woman’s Hour and Today. These provide audiences with the 
opportunity to delve deeper into news stories or drama storylines, get closer to 
the characters or presenters, interact with the content or develop their own 
creativity.  
 
Increasingly, audiences value being able to engage with BBC programmes in 
the other webspaces that they frequent, such as Facebook or Bebo.  
 

bbc.co.uk should publish content which it creates as a natural consequence of television or 
radio production. It should provide content based directly on original television and radio 
programmes plus context for programmes and tools, such as navigation. 
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4.1.2 Automating programme support pages 
 
As outlined in section 3.4.3, programme-supporting webpages have 
traditionally been built locally. It has not been cost effective to build pages for 
every programme, and many sites have not been maintained after the 
broadcast of the programme. As a result, current programme support is 
variable, with too many outdated pages or broken links. Some programmes 
have lots of online support, while some have none at all. The BBC 
acknowledges that there is room for improvement in the way it provides 
programme support across the board, and is taking steps to tackle this. 
 
In 2004, the interactive unit for the radio networks developed the concept of 
automatically-generated programme information pages, built from information 
compiled in the course of each broadcast – for example, the music being 
played, the name of the presenter, or guests who appeared. This was rolled out 
first on the Radio 3 website, then extended to parts of Radio 4. This experience 
has yielded some important insights for the whole BBC.  
 
The project has evolved into the Automated Programme Support initiative. The 
initiative came to a head recently with the launch of the Beta Programmes site, 
which aims to provide a permanent URL for every episode of each BBC 
television and radio programme.  
 
By breaking down standard pieces of information about a programme into 
structured elements, that information becomes easily searchable and can be 
manipulated automatically and re-used in different ways across bbc.co.uk or 
the wider web. Pages supporting programmes can be generated automatically, 
drawing on this information and putting it into templates. This enables all 
programmes to be supported quickly and cost-effectively, avoiding the need to 
hand-build pages other than for landmark programmes.  
 
Automated programme support will allow bbc.co.uk to reflect for the first time 
the entire broadcast output of the BBC, and to ensure a permanent web 
presence for every single episode of every programme the BBC makes. This 
rich reference resource for audiences can be made richer still through 
automatically created links to related programme pages – more episodes of the 
same, material from the same writer, programmes in which the same actors 
appear, programmes on similar themes, and so on – and the facility for 
audiences to rate the content, share it, play clips or link to on-demand 
opportunities to view. 
 
The savings released by enabling most programmes to have automatically-
generated pages will mean that resources can be focused on providing 
additional levels of online support for key television and radio programmes, 
with some having enhanced online support, and a smaller number of big titles 
being conceived as fully interactive multimedia experiences. 
 
The Radio 4 website is currently being overhauled in line with this ambition. It 
will use the dynamic, automated publishing of content to improve the level of 
information about programmes and enable its users to discover more 
programmes of interest to them by aggregating content around person or topic, 
not just programme title. This will serve as a model for other BBC radio 
websites. 
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In 2006, bbc.co.uk launched a Programme Catalogue facility, providing an 
index of BBC programmes, contributors and production teams, which has over 
a million entries. The data is available for re-use or remix by the developer 
community, with a full API and thousands of feeds available under licence. This 
catalogue has the potential to become the cornerstone of on-demand archive 
propositions. 

 
 
4.1.3 Channel and network sites 
 

Channels act as a critical route through which audiences travel to discover 
programming content, both familiar and new. All television channels and radio 
networks have dedicated websites and the BBC is now developing richer sites 
which reflect channels as live services and help push audiences to what they 
can watch now on any platform.  
 
Channel and network sites provide current schedule information and link to 
content related to current programming. Increasingly they are reflecting 
conversations about the BBC’s content which are taking place around the 
internet on blogs, messageboards, social networks and sharing sites.  
 
In time, the BBC’s television channels themselves should be available live 
online via channel sites, as the radio networks already are. 
 
Sites are also designed to help audiences discover programmes that are 
coming up, maximising awareness and building anticipation and engagement. 
For television channels, that promotional function has historically been played 
out in the fortnight or so before transmission, but increasingly programme 
makers are experimenting with new ways to engage audiences well before the 
broadcast. This may involve premiering programmes online, as is already done 
for BBC Three and which BBC management believes, going forward, should be 
an option in relation to other channels. Or it may engage audiences in the 
production phase of programming providing access to content many months in 
advance – Long Way Down is the most fully-fledged example of this so far. 
 
Television channel sites will need to reflect and showcase the wealth of on-
demand programme material available via the iPlayer and in clip format, just as 
the radio sites already make a wealth of audio available. The BBC is putting in 
place systems which will also allow personalisation and recommendation so 
that audiences can record their preferences and be guided to content they 
might like.  
 
Television channels need to become identified more and more as multiplatform 
brands. CBeebies and CBBC already succeed in this respect. In future, each 
channel will have different strategies for developing programming related to 
their brands across platforms. In BBC Vision, channel controllers are supported 
by Multiplatform Channel Executives in the development and delivery of their 
strategies. So, for example, BBC One might concentrate on mass participation 
enhancements increasing the scale and ambition of TV events and event 
coverage. BBC Three by contrast is likely to look at more niche, cutting edge, 
and experimental forms. 
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4.2 On-demand access 
 
 
 
 
 
 

 
The BBC’s audio content is made available online on demand through Radio 
Player. In September 2007, 6.6m hours of on-demand radio was consumed 
through the Radio Player78. In addition, an increasing number of titles (currently 
130, planned to rise to 150 by the end of 2007) is available each week as 
downloads and podcasts, with over 12.5m downloads until the end of October 
200779.  
 
Through iPlayer, which received its soft launch earlier in 2007, audiences can 
download on-demand television programming, with over 300 hours made 
available each week.  
 
As outlined in section 2.2.4, the news site offers live and on-demand access to 
all the BBC’s main television and radio news programmes, and live simulcasts 
of BBC News 24 and BBC Parliament. The sites also offers on-demand access 
to the BBC’s key current affairs programmes and news packages or clips, 
mainly taken from News 24 and the various television bulletins. The on-
demand archive currently contains some 130,000 video clips and 100,000 
audio clips in addition to full news and current affairs programmes.  
 
The Sport site offers about 7000 hours per year of live coverage of sports 
events including the Olympics, World Cup, Commonwealth games and local 
sports, on-demand access to rights-cleared cuts of key television programmes, 
and highlights of past matches. The on-demand archive contains around 
14,000 video and 53,000 audio items. 
 
Audio and video clips are available to audiences throughout key programme 
pages and channel sites. 
 
The BBC is currently trialling an archive service, in which several hundred 
hours of selected older BBC content is available on demand, as considered in 
the next section. 

 
 

 

                                            
78 Sage E-metrics, Sep 07, includes International traffic 
79 Sage E-metrics, includes International traffic 

Subject to the relevant approvals, bbc.co.uk should offer on-demand access to some BBC 
television and radio programming… 
 
bbc.co.uk should include content from, and related to, many of the BBC’s UK public 
services; their own Service Licences define how their content may be distributed. 
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4.3 Archive material 
 
 
 
 
 The internet gives the BBC an unprecedented opportunity to open up the 

archive to licence fee payers in new ways. Unconstrained by the linear 
schedule, users can access greater volumes of content, search and explore it 
according to their interests and, where rights allow, use it for their own (non-
commercial) purposes.  

 
 To investigate the ways in which users might like to access the archive, the 

BBC has run two initiatives – the BBC Archive trial and the Creative Archive 
trial. Findings from these trials will help the BBC formulate its strategy for 
making more archive content available to the public. 

 
 Launched in June 2007, the BBC Archive trial aimed to understand what 

programmes audiences would want to watch and listen to. Almost one 
thousand programmes were released to a closed group of twenty thousand 
triallists. A small selection of programmes were also released to the public, in 
support of the BBC's season commemorating the anniversary of independence 
for India and Pakistan. The trial ended in December 2007. 

 
 The Creative Archive trial, launched in 2005, explored how the BBC could allow 

audiences to re-purpose BBC programmes as fuel for their own creative 
endeavours. The reality is that BBC content is already being unofficially re-
used and re-purposed on the internet. Acknowledging and legitimising this use 
of content not only opens up commercial or creative possibilities across the 
industry, it is provides an opportunity to promote best practice and higher 
standards in the activity that is already taking place. 

 
 In April 2005, The BBC, the bfi, Channel 4 and the Open University set up the 

Creative Archive Licence Group to make their content available for download 
under the terms of the Creative Archive Licence – a single, shared user licence 
scheme for the downloading of moving images, audio and stills. In terms of 
industry impact, it is a pioneering project which has led and influenced the 
thinking of other rights-holders about how they can best enhance the public 
and commercial value of their material.  

 

…and open up some of the BBC’s content archives for creative uses. 
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Chapter 5 Access, navigation and search 
 
Does bbc.co.uk enable users to navigate and search easily and does it lead its 
users effectively beyond BBC content? 
Trust consultation, Question 1(d) 
 

 
 

 
5.1 Access 
 
 
 
 
 
 
 

 
5.1.1 Routes of access 
 

bbc.co.uk has evolved to respond to the changing ways that audiences choose 
to access the BBC via the internet. To date this has principally been as a 
website consumed via computers over a fixed connection.  
 

 Over time access to bbc.co.uk has changed in line with the development and 
popularity of different internet technologies and internet-enabled devices. 
These changes have been both technical and editorial.  

 
 The BBC has ensured that different versions of bbc.co.uk content are available, 

appropriate to the particular ways in which audiences access them. Beyond the 
mainstream website, access through portable internet-enabled devices such as 
mobile phones and personal digital assistants (PDAs) has proved particularly 
successful.  

 
Since 2000, the BBC has provided various different versions of bbc.co.uk 
content designed for access through different portable devices. Over time 
these have developed to include images, audio and video clips. The amount of 
video delivered has doubled since 2006.  
 
Journalism content has been at the core of all offerings, and this has driven the 
majority of usage and growth. It has been complemented with other material as 
the service has developed and understanding of how audiences wish to use 
the medium has increased. A range of genres is now represented in mobile 
offerings. In 2004, the BBC partnered with Orange and O2 to offer a video 
highlights trial for the Olympics. 2005 saw the launch of the Coast mobile site, 
which allowed users to receive audio guides based on where they were along 
the UK coastline. 
 
In 2007, the BBC conducted a review of its entire mobile proposition. This led 
to a renewed focus on the mobile browser proposition that reflects its 
increasingly mainstream position. The aspiration is to consolidate the appeal of 

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.  
 
The service should be continuously available and free at the point of use. 
 
[It] should be available to any internet-enabled device. 
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mobile versions of bbc.co.uk, and that these should support the editorial 
aspirations of the BBC and act as a platform to enable innovation on other 
mobile technologies. Refreshing the technical infrastructure will enable more 
rich media material to be provided to more people. A partnership with The 
Cloud in September 2007 will provide a WiFi version of the offering. 
 
Editorially, the aim is to serve audience needs, including the immediacy which 
people expect when they are on the move and possibly short of time, and to 
recognise both the personal relationship which people have with their portable 
devices and the importance of locality.  

 
 In September 2007, 2.53m people accessed a mobile version of bbc.co.uk80, 

and the number of unique users increased by more than a million over the 
space of a year81.  

 
 Some people find mobile access simply a convenient complementary method 

of access. However, in Q3 2007 37% of mobile visitors had visited bbc.co.uk 
only by mobile. In Q2 2007 the figure was even higher, at 47.43%82. Enabling 
portable device access is therefore essential to extend reach of the service.  

 
 Mobile offerings also broaden the demographic. Audiences via mobile are 

predominantly C2DEs – 67% in Q3 07 – while fixed line internet is skewed 
towards ABC1s, who made up 74% of users in the same period83.   
 
 

5.1.2 Reliability and robustness 
 

From a user’s perspective the reliability and robustness of bbc.co.uk is 
determined by its availability – that is, whether a page can be successfully 
loaded and the time that the page takes to download.   
 
Data on this have been collected since October 2003, across a set of pages on 
bbc.co.uk and a basket of other UK sites. Data for key pages (the bbc.co.uk 
home page and the news home page) are presented in the charts overleaf. 
These demonstrate that there has been a general trend of improvement, and 
bbc.co.uk has consistently out-performed the benchmark. 

 
 
 
 

                                            
80 M:Metrics 
81 M:Metrics (measuring traffic to BBC News, Sport and Weather only) 
82 TNS New Media Tracker 
83 TNS New Media Tracker 



 

 86 

UK Page Download Performance
(measured from Gomez nodes in the UK internet backbone)
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 5.1.3 Accessibility 
 

The BBC has opened up elements of its online offering to people who might 
otherwise be unable to consume BBC web content: 

• The bbc.co.uk web standards ensure users with assistive technologies, 
such as screenreaders, can access core content on all new BBC online 
services. 

• The first English-language subtitled content appeared on bbc.co.uk across 
Signs of Life, Panorama, Film Network, Video Nation, Click Online and See 
Hear. This was followed by the first dual language subtitled content, both 
English and either Welsh or Gaelic, on the Pobol Y Cwm and Eorpa 
websites respectively. The commitment to subtitle will increase to 
encompass most new non-broadcast content. 

• As well as delivering subtitles for linear broadcast content, iPlayer also 
provides British Sign Language as alternative content and will soon support 
the delivery of Audio Description for vision-impaired users.  

• In developing iPlayer, the BBC consulted users with disabilities, and more 
than 100 such users were beta triallists for the service. The BBC also 
consulted accessibility experts and representative groups. As a result, 
iPlayer has the most accessible interface of any legal download television 
catch-up service on the web. As it evolves, consultation and testing will 
continue to ensure standards are maintained. 

• The Ouch! podcast won the award for Most Outstanding Achievement in 
Accessibility in the 2007 BIMA Awards. 

• In designing its games for children, the BBC has sought to be inclusive, 
providing a range of content which is accessible via ‘switch’ technology, 
which enables children with motor disabilities such as Cerebral Palsy to join 
in the fun. 

• The first prototypes for the delivery of visual customisation appeared on the 
bbc.co.uk homepage, My Web, My Way and iPlayer. These tools are 
designed so users who are vision impaired, dyslexic or have other cognitive 
disorders such as Asperger’s Syndrome can better access web-based 
content. 

• The award-winning Accessibility Help site is the most comprehensive such 
user-centred site available anywhere on the web. 
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5.2 Navigation and internal search 
 
 
 
 
 
 
 
 
5.2.1 Navigation 
  
 The guiding principals informing the way in which bbc.co.uk approaches 

navigation are: 

• Make it simple and efficient to discover or access content or to acquire 
additional information.  

• Tell the audience exactly what is available.  

• Exploit the strengths of the medium to best advantage and deliver 
experiences appropriate to the user’s context. 

• Deliver consistent organisation and navigation.  

• Enable visitors to have a personalised experience, in which websites 
recognise them and respond to who they are and how they have tagged 
and rated content. 

• Try never to leave a visitor’s aims frustrated.  
 
The User Experience design team in FM&T is constantly evaluating and 
assessing the quality of user experience on bbc.co.uk. Based on these 
assessments the navigation is improved and evolved with the aim of delivering 
simple, personalised, effective and consistent navigation. 
 
The BBC seeks to encourage users to navigate across bbc.co.uk by offering 
relevant, interesting and rich relationships (‘horizontal navigation’) between 
content. This promotes discovery, delivering beyond audience expectations 
while maximising the content’s value to a broader audience. 
 
bbc.co.uk homepage 
The bbc.co.uk homepage aims to provide a simple, user-friendly and 
comprehensive way into the range of BBC online content. Users can find what 
they need through the search engine and genre-based directory, and key news 
stories, content highlights and local information are displayed. The homepage 
also provides links to the BBC Trust website and other useful information.  
 
The homepage has been refreshed and updated over the last decade to reflect 
the symbiotic development of technology and content, and the latest stage in 
this development has recently been beta-launched, the start of an iterative 
series of further improvements. 
 

 Directories 
Up until now the approach to horizontal navigation has been largely 
handcrafted across bbc.co.uk and so, necessarily, some routes and 
opportunities for travel between related content have been omitted. The BBC is 

It should ensure that the BBC’s content is as easy to navigate as possible, enabling them 
to find quickly what they are looking for whilst taking reasonable steps to protect users from 
inappropriate or offensive websites and material. It should encourage users to navigate 
across bbc.co.uk in order to broaden their range of media consumption. 
 
It should tailor and enhance existing search and navigation products and services. 
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now re-appraising the technology behind its horizontal navigation to produce a 
much more comprehensive set of relationships between content from all parts 
of the organisation, automated wherever possible.  
 
The Automated Programme Support initiative outlined in section 4.1.2 will 
support the creation of a large number of directories, increasing the number of 
entry points to content and creating rich horizontal navigation possibilities 
across websites. Users will be able to click on almost any keyword: a name, 
place, topic and so on to receive an automated page detailing all of the content 
and services the BBC has to offer on that subject.  
 
There will be a spectrum of directories ranging from fully automated to heavily 
curated and they will be split into four main types: 

• Genre: These will create links to the highest priority programmes and other 
content, directory pages for key talent, relevant news and related 
directories (for example from Comedy to Drama).  

• Person: Initially this will involve building enhanced online presences for key 
talent, alongside automated pages which aggregate information from inside 
and outside the BBC about actors, writers, directors and so on.  

• Place: BBC News will prioritise the development of a range of editorially 
enhanced place sites, while other parts of the BBC will support the 
development of automated pages which link programmes set, for example, 
in Manchester or about the Galapagos Islands. 

• Topic: The BBC is developing pages which pull together and point to all 
available BBC content on a particular topic. Again, this will be a balance of 
editorially curated and fully automated and will draw in material from across 
the whole BBC for maximum impact and value. 

 
 Channels and Networks 

As explored in section 4.1.3, television channel and radio network sites also 
have a role in aiding navigation, guiding audiences to content which they might 
not have otherwise discovered.  

 
 Search and metadata 

Search is provided in partnership with a technology provider, Autonomy. The 
service indexes the whole of bbc.co.uk, including making available related 
news and sports headline in real time. It has the highest level of filtering 
possible to exclude offensive content and make it a genuinely 'family friendly' 
search. Results can also be filtered to show just news and sport results or 
audiovisual content only. Alternatively, users can opt to search the whole web. 
In each case, editorially selected 'BBC Recommended' links from around the 
web will be displayed if these exist for the relevant search term.  
 
Search is maintained around the clock by a network of BBC journalists, editors 
and software engineers.  
 
The key to enabling effective search is metadata – the information that 
describes content and media assets. Metadata tells both the BBC and its 
audiences what content is available. 
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Between 2003 and 2005, the BBC Search editorial team ran regular workshops 
for web teams to raise awareness of good metadata practice. However, as ever 
increasing amounts of audiovisual content is made available via the internet, 
metadata becomes more than just a new media issue. There must be good 
metadata for programmes as well as webpages. 
 
It is easier and more cost-effective to include metadata at the point of creating 
content than to add it afterwards. Everyone involved in the whole publishing 
process, from commissioning through production to delivery, therefore needs to 
ensure that the right metadata is captured at the right time.  
 
The systems and processes that manage the BBC’s metadata have generally 
been fragmented and poorly integrated. To address this, a Metadata Steering 
Group (MSG) has been set up. The Digital Media Initiative (DMI) is delivering a 
foundation for managing BBC media assets and the Orion project has already 
improved the ability to manage our commissioning and scheduling activities. 
The MSG is developing and implementing a coherent metadata strategy that 
links these and other initiatives together to enable an efficient end-to-end 
metadata chain for the whole of the BBC. 
 
As the volume of the BBC’s online content grows, added to by archive and by 
new material, search will become the crucial way in which the BBC connects 
audiences to this material. Users will navigate this content using the BBC’s and 
other search engines in ways that are difficult to predict. 
 
The challenge is to anticipate forms and aspects of search that will not be 
provided by external commercial search tools. Put briefly, the roles performed 
by, for example, Google Search are not an exact or even close fit to the roles 
that a public service organisation will wish to see performed. 
 
In the past, the BBC has addressed the fact that traditional search engines are 
predicated upon a certain degree of a specific kind of literacy on the user's part. 
bbc.co.uk has used visual cues in search and provided a separate search 
facility for children, in order both to serve them better and to provide additional 
protection from inappropriate material. 
 
The next task is to anticipate, develop and deliver services that understand the 
context for searches and that return results much more pertinent to the user's 
intention and understanding both of the world and of bbc.co.uk. This will 
necessitate further work on search and the development of a search engine 
whose ultimate purpose is public service-led. 

 
 
5.2.3 Syndication 
 

As well as ensuring that BBC content can be navigated effectively within 
bbc.co.uk, steps have also been taken to ensure that users of the wider 
internet can discover BBC content.  
 
For example, since the creation of the news and sport sites, the BBC has 
sought to ensure that all stories are assigned addresses that can be accessed 
in perpetuity ('permalinks'). As the volume of material has grown, this has had a 
positive benefit for users. The sites’ stories are now linked-to from across the 
web, and this – together with the BBC’s trusted brand – has helped establish 
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these pages as the web's 'newspaper of record'. It has also resulted in Google 
ranking BBC stories highly, which in turn drives reach. 
 
Today, about one in five UK visitors to the news site arrive from external sites 
that link directly to specific stories on the site – for example, from search 
engines, RSS feeds or manual links. This reflects BBC News’ strategy to be 
‘part of the web’. The BBC’s open-access RSS news feeds of text headlines, 
summaries and other content, account for a significant proportion of the UK 
visits to news and sport stories. 
 
Syndication is key to ensuring that BBC content of all types is found across the 
internet, through a range of tools which are enabling people to take the pieces 
of content they want and consume them without necessarily visiting the original 
website. The BBC has therefore developed relationships with major social 
media providers, and developed applications which allow people to find, play 
and share BBC content wherever they gather. BBC short-form video content 
can already found on Bebo and through the BBC channel on YouTube, which 
by the end of November was approaching 10m video views84. Syndication is of 
increasing importance and will be pursued in line with approved policies. 
 
The adoption of a suite of tools to be applied to content across bbc.co.uk will 
enable content to be rated, recommended, bookmarked and shared by users. 
Sharing may involve feed systems or the ability to display BBC video and audio 
on users’ own sites via delivering it in an embeddable form on bbc.co.uk. The 
BBC has already experimented with embeddable video in the Seven Ages of 
Rock series on BBC Two.  
 
The rollout of automated programme pages, considered in section 4.1.2, will 
provide an important step forward in improving searchability of BBC 
programme-related pages, ensuring coherent and consistent basic level of 
information about every episode of every programme in permanent pages. This 
will mean that people can embed links with confidence that those links will not 
be broken. 
 

 
  

                                            
84 YouTube data on views: http://www.youtube.com/members?s=mv&t=a&g=3&p=7 

http://www.youtube.com/members?s=mv&t=a&g=3&p=7
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5.3 Trusted Guide and External Links 
 
 
 
 
 

 
 
 
 
 

The BBC’s continuing role as a trusted guide to the internet is built upon its 
own reputation for quality, independence and trust.  
 
The BBC does not seek to substitute for major external search engines like 
Google, but rather to give audiences safe, editorially relevant links to high-
value third party sites. This practice accelerated following the Graf Review, and 
now pervades large parts of the offering. It continues to be relevant, beyond the 
early days in which simply encouraging internet take-up was the primary 
concern. The focus is to ensure that the BBC helps audiences to explore, 
experiment and develop their consumption of online content and engage fully 
with the wider internet. 
 
Editorially relevant external links from bbc.co.uk are an especially good way of 
helping audiences to deepen and strengthen their knowledge on a range of 
topics and issues. The BBC cannot and would not want to provide content on 
everything, but by providing clear, trusted links to third party sites it can help to 
encourage media literacy beyond BBC material.  
 
The BBC’s particular service goals are to: 

• Provide a wide range of editorially relevant and trusted third party links. 

• Encourage audiences to explore these links. 

• Develop a clear and robust editorial policy for publishing external links. 

• Publish external links via the BBC search engine. 

• Act as a trusted guide for children by operating a children’s search engine. 
 
External links are presented slightly differently across bbc.co.uk, often to 
maximise their visibility next to content.  
 
In total, there were more than 6.7m click-throughs from bbc.co.uk in July 
200785. 
 
Following the Graf Review, the news and sport sites introduced a facility for 
deep linking to the content of other news providers. The News Tracker, which 
places external links on major story pages, generates around 500,000 click-
throughs per month, while the Sports Tracker delivers over 250,00086. Where I 

                                            
85 Sage E-metrics, July 07 
86 Sage E-metrics, July 07 

It should act as a starting point on the internet from which users can develop their use of 
the medium and provide a trusted guide to the wider internet…linking users frequently and 
consistently to relevant external websites with high public value which they might not 
otherwise have accessed. 

It should link to content from other providers and aim to increase the volume of click-
throughs to external sites from all parts of the service. 
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Live sites link direct to a range of other local sources of information, including 
local newspapers. 
 
The BBC’s search services currently contain over 15,000 external links. A 
dedicated bbc.co.uk editorial team selects what it considers the best links, 
applying strict criteria including content, usability and sustainability. Once a link 
is in the search database, it is monitored on a daily basis to ensure its 
continued availability and relevance. 
 
A dedicated search facility for children is incorporated into the CBBC site, with 
links chosen for their educational relevance, and checked to ensure their 
suitability for this audience and fit with BBC values. 
 
One challenge going forward is to broaden the choice of external links to 
encompass relevant commercial sites, to facilitate the journeys which 
audiences will expect to be able to make, without eroding trust in the BBC’s 
independence.   

 
 
 

5.4 Media literacy 
 
 
 
 

The range of media literacy activity on bbc.co.uk has already been addressed 
in sections 2.2.6 and 2.7. 

bbc.co.uk should encourage internet adoption through digital media literacy projects. 
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Chapter 6 Accountability 
 
 
Does bbc.co.uk make the BBC more accountable to licence fee payers? 
Trust consultation, Question 1(e) 
 
 
 
6.1 Strengthening accountability 
 
 
 
 
 

 
 
In the BBC’s broadcast services, the space which can be given to 
accountability outside programmes like Feedback or Points Of View has 
generally been limited. Within the new spaces created by bbc.co.uk, the BBC 
has been able to increase accountability in new ways and at various levels – 
from the choices behind individual news items to the very structure and 
purpose of the corporation.  
 
The flexible, open and public-facing nature of the website enables people to 
engage direct with individuals within the BBC – managers, decision-makers 
and talent – to access facts and figures, to more deeply understand what the 
BBC is seeking to achieve and why decisions are taken. For example, the BBC 
publishes online its editorial guidelines, Freedom of Information policy and 
complaints handling procedure as well as information about the licence fee and 
how this is spent. 

 
The BBC also uses bbc.co.uk to explain, in a more thorough and enduring way 
than a broadcast bulletin, its decision-making processes when these are 
questioned. Through blogs and messageboards, the BBC can enter into a 
dialogue with users about the issues that concern them. Blogs written by 
employees as diverse as the political correspondent, the Director FM&T and 
Chris Moyles have allowed key figures in the organisation discuss their work 
with the licence payer. 
 
Users can feed back complaints or comments about BBC services through any 
page on bbc.co.uk, via a link to a central site. There are currently 12,000 
weekly users to the BBC Complaints site87. This site is fully integrated with BBC 
Audience Services. Responses to serious complaints are published on the site. 
Responses also increasingly become the subject of editors’ blogs, particularly 
in the news site. 
 
In addition, every page on bbc.co.uk has a ‘contact us’ link for comments and 
enquiries about that particular site or subject area. In many cases, ‘frequently 
asked questions’ encourage audiences to seek out relevant information already 
provided.  

                                            
87 Sage E-metrics, Sep 07 

bbc.co.uk should enable the BBC to develop a deeper relationship with licence fee payers 
and strengthen accountability. 
 
It should allow licence fee payers to feedback their views to the BBC on current and future 
programmes, services and strategy. 
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Feedback is answered by the relevant web team, except for large-volume 
areas such as the Homepage and iPlayer, where it is integrated with Audience 
Services (Capita). 
 
The Points of View messageboard includes a wide range of debate about BBC 
programming. The board has active hosts who, where it is appropriate to do so, 
will represent the BBC position, or guide users towards an ‘official response’, if 
one has been given. Changes to schedules, for example, can be outlined, 
explained and discussed. 
 
The online presence of the BBC Trust is also hosted within bbc.co.uk, but 
responsibility for this rests with the Trust itself, not BBC management, and it is 
not therefore considered in this submission. 
 
 
 

6.2 A dialogue with audiences 
 
 
 
 

 
 There are increasing opportunities for users to engage in two-way or multi-way 

communication with the BBC through bbc.co.uk.  
 

In May 2006, BBC News launched the BBC Editors’ blog. This aimed to explain 
the editorial decisions faced by the teams running the BBC's news services, 
and invite comment and criticism. The blog articles are designed to invite a 
response from audiences and the BBC journalists make a concerted effort to 
respond to comments made by users. 
 
A sister blog to the news-focused BBC Editors’ blog, focusing on bbc.co.uk 
itself, launched in October 2007 and featuring contributions from a range of 
senior editors and engineers. 
 
There are currently 1.2m weekly users to BBC blogs sites88. 
 
Although BBC messageboards are primarily used to enable users to discuss 
topics of interest amongst themselves, depending on the board in question, 
BBC hosts may actively respond to users on behalf of the BBC. BBC talent and 
hosts will often start discussion topics, such as ‘Good bands to look out for in 
2007’.  
 
In a similar way, in the early days of iPlayer Beta, the iPlayer messageboard 
was used as a hub for feedback about technical issues and solutions. Users 
could obtain frank answers from BBC staff about the issues that concerned 
them, such as the BBC’s use of digital rights management and peer-to-peer 
technology. 

                                            
88 Sage E-metrics, Sep 07 

It should explore the potential of the internet for enabling dialogue between the BBC and its 
audiences. 
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Some sites host webchats with presenters or programme guests, such as 
guest chefs from Saturday Kitchen or the presenter of the Reith Lectures. 
 
Audiences can also shape BBC output by engaging through bbc.co.uk. 
Examples are given elsewhere in this submission, and include contributions to 
on-air features and votes on playlists or dramatic outcomes. 

 
 
 

6.3 Protecting user data  
 
 
 
 
 

People expect to be able to trust the BBC with their data. This degree of trust 
encourages them to interact with the BBC in ways in which they might be 
reluctant to do in their other online activities.  
 
The BBC takes this trust seriously. All user information is protected in 
accordance with the Data Protection Act. Users submitting content for 
publication are informed about what information about them will be published 
(for example, name and hometown for comments on Have Your Say).  
 
Any staff who may have contact with children, for example those hosting 
messageboards or responding to feedback in areas of the site likely to attract 
young users, are subject to a criminal records bureau check. 
 
The BBC plans to overhaul its user-identification service to ensure that users’ 
data is portable and can be shared between different BBC services, and that 
users have greater ownership and management of their own data. The BBC 
will trial services where data can be exported, with users’ permission, to and 
from the BBC and external social media such as Facebook and Myspace. The 
BBC will also experiment with using open platforms that facilitate data 
portability, such as OpenID and Open Social.  
 
In these ways intelligent relationships can be established between the 
audience and BBC content and services, making it easier for the audience to 
discover and consume content based on their own preferences (including 
things like accessibility requirements) and interests (for example, affinity 
groups, music fans and followers of specific BBC output). 
 

 

It should not sell user data, nor pass on user data to a third party without users’ explicit 
approval, unless obliged to under UK law. 
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Chapter 7 The changing online world 
 
 
Does the service licence provide an effective basis for the Trust to hold 
bbc.co.uk to account? 
Trust consultation, Question 2 
 
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? 
Trust consultation, Question 3 

 
 
 
 

7.1 The BBC and the internet  
 
 

In the internet, the BBC can find the perfect partner for the delivery of its public 
service mission. There is a philosophical fit between them that extends beyond 
the ability of the net to complement, deepen and enrich the broadcast 
experience.  
 
The internet is characterised by a commitment to freedom, openness and 
collaboration across boundaries, underpinned by a belief that its potential can 
only be realised by collective endeavour, frequently with a non-commercial 
motive. Success on the internet comes from sharing of common standards. 
This has resulted in a uniquely strong contribution to the global public sphere, 
with no centralised ownership and the ability for all who can access the internet 
to leave their own mark on it without restriction.  
 
This characteristic of the internet is transforming the BBC and its relationship 
with audiences. There is much that the BBC can contribute. Its commitment to 
create public value and its core values of impartiality, independence and 
accuracy, accord with the ability of the internet to enable self-expression and 
personal development on which can be built powerful social connections. Its 
vast store of quality content, its reputation for excellence and its relationship 
with audiences, locally, nationally and globally combine to position the BBC as 
an illuminating presence in the next chapter of the internet’s development.  
 
There are challenges too. The BBC grew up in and often shaped the age of 
broadcasting. Over the last 10 years, it has been thrust into the age of 
computers where it has made important but fewer defining contributions. It has 
been a rapidly-evolving age, in which many of the truths of the broadcasting 
age have been contested. These are the truths on which the BBC has built its 
global stature – that professionals know best, that control is the way to ensure 
quality, that audience contributions are valuable but must be crafted or 
editorialised to release that value, that the audience must only be given the 
finished product, that professionals will create more content than the audience.  
 
To fit itself for the future, the BBC must demonstrate a willingness and an 
ability to engage in the discussion about the new world. The internet will help it 
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to do so by enabling a direct dialogue with audiences by which it can be held to 
account and develop greater responsiveness.  
 
Furthermore, today’s media inhabit an era of abundance, where people face 
unprecedented choice over how to spend their time, which media they 
consume and when and where they do so. These challenges only look set to 
intensify. The very purpose of large organisations is put to the test in a 
networked world where individuals in social networks can achieve goals without 
recourse to or beyond the grasp of institutions. The BBC cannot assume that 
its broadcasting values will be sufficient to retain its audiences. 
 
If the BBC can continue to adapt then the opportunities are immense. The 
internet has the power to redefine public service broadcasting as a dialogue 
between the BBC and its audiences, contributors and the market. It can help 
people to make sense of an increasingly complex world. Innovating with 
content, technology and formats to enhance and develop core forms of human 
discourse – journalism, story-telling, instruction, play – can fuel the continued 
creative evolution of radio and television to meet audience.  
 
Perhaps most importantly, the BBC can seek to deliver value from the power of 
the internet to every household – encouraging them online, helping them grow 
in confidence and make good choices, and providing them with content they 
will value.  
 
The internet offers no less than the opportunity for the BBC to deliver its public 
service remit more effectively than ever before. It can provide paths through the 
richness of BBC content that are more responsive and tailored than linear 
schedules on broadcast channels can be. The opportunities for audiences to 
discover content that they want – and content that they did not know they 
wanted – multiply. BBC content can become a treasury for people to read, 
listen to and watch, to explore through journeys of their own making, but also to 
comment on, share, and use as a basis to develop their own creativity. This, in 
turn, can yield more content and products. 
 
The internet undoubtedly presents the BBC with countless more opportunities 
than it could ever pursue. It cannot do everything and will not try to do so. The 
BBC’s public purposes shape its mission online and the above characteristics 
are the foundation of the BBC’s ‘find, play, share’ strategy on the internet. This 
strategy will enable the BBC to chart a path through the options it faces, form 
clear priorities and deliver a distinctive public service offering online that 
translates the traditional values of the BBC for the modern world. 
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7.2 How the online world is changing 
 
 

The BBC has had a stake in the internet for well over 10 years. During that time 
the nature and pace of change has been immense, and to make confident 
predictions about even the next five years impossible. To contend with that 
degree of uncertainty, the BBC must be able to move quickly, act flexibly and 
develop responsively within a clearly defined framework.  
 
In seeking to plan for an uncertain future, the BBC has developed its thinking 
around several key trends about the likely nature of change, supported by data 
which are outlined in this section. It has drawn on the wealth of discussion 
around the evolution of the internet and sought to contribute to it as well by 
commissioning a series of short essays. These essays, from leading thinkers 
and practitioners in the new media space in the UK and the US, seek to put the 
current state of the internet’s evolution into context and help to inform the 
BBC’s thinking about the next three to five years. They will be made available 
alongside this submission. 
 
The changes in the internet environment are widely held to be seismic for the 
media as well as society at large. The contrast between the traditional media 
environment and this emerging, networked world has been well explored in 
recent years and can be encapsulated in several key trends that are covered in 
this section. These are: 

• scarcity giving way to unprecedented abundance;  

• constant change replacing steady state evolution; and  

• new forms of content and distribution.  
 

In addition, there is a large degree of consensus that the last three or four 
years have marked a distinct new chapter. This has seen the internet move 
from a publishing model, largely in the hands of those with specialist 
knowledge and skills, to a means of constant interaction and iteration between 
any of its users.  
 
The character of this change in user behaviour, applications and underlying 
technologies has come to be known as ‘Web 2.0’, and this is a strong theme 
running through the four related areas outlined below:  

• the technology drivers behind change in the online environment;  

• the changing nature of content resulting from these drivers;  

• the emerging trends in user behaviour underpinning these content 
developments; and  

• the implications that these changes have in combination for the media 
landscape. 

 
 
7.2.1 Technology drivers 
 

Rapid technological change is a defining characteristic of modern life but, as 
Professor John Naughton observes: “there is something special about our 
present situation at the beginning of the 21st century. The combination of digital 
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convergence, personal computing and global networking seems to have 
ratcheted up the pace of development and is giving rise to radical shifts in the 
environment.” 

 
There is an acceptance among technologists that the pace of change seen in 
recent years is one of the few things that can be relied upon to continue and 
even intensify in the years to come. That makes for a complex, dynamic 
environment requiring agility of decision-making, production and development. 
Naughton, who conceives the media environment as an “ecology” rather than a 
market because of the complexity implied, argues that the internet is “basically 
a vast machine for enabling disruptive innovation”. Technologist William J. 
Raduchel explains this sometimes unpredictable change as follows: 
“Technologists like to refer to things as stacks, layers of functionality. And this 
is what makes predicting the future so unpredictable, because adding a layer or 
changing a layer affects everything else in the stack. Once the browser was 
launched with text pages, others quickly enhanced it to handle photographs, 
music and video. The Internet had become a full-fledged entertainment 
network.” 

 
Three of the technology drivers for the emerging internet environment are 
outlined below. 

 
 i. High speed, ubiquitous connectivity 

The last decade has seen the emergence of internet connections of ever 
accelerating speeds and the growth of wireless internet connectivity. 58% of 
the UK adult population now have internet access. Of these internet 
connections, the vast majority (91%) are broadband. Broadband is becoming 
universal, even amongst older demographic groups. 53% of 45-64 year olds 
have a broadband connection at home which they have used in the past 
month. Broadband speeds are also increasing, with nearly half of internet users 
saying they have a fast broadband connection at home89.  
 
In combination, these two developments have transformed the capabilities of 
the internet and users’ experience of it. On a simple level, faster connection 
speeds together with peer-to-peer networking and advances in software mean 
that audio and video become more attractive user propositions. Detaching the 
internet from the PC and the office or study in which it sits has helped it 
develop as a source of entertainment, not just information. More fundamentally, 
the creation of a genuine network, fast and ubiquitous, in the 21st century has 
led the internet to be compared with the role of electricity in the developed 
world during the 20th century, invisibly powering people’s lives. Naughton 
contends: “The significance of this is still not fully appreciated in the media 
industries. It means, for example, that fantasies about ‘convergence’ of 
information services on to a particular platform are just that: fantasies. The fact 
is that convergence has already happened – on to the network.”  

 
 ii. The networked world 
 

The trend of increasing processing power, storage and miniaturisation at 
reducing costs has been and continues to be one of the more predictable 
technology drivers. This has released the functionality that was once restricted 
to the PC and made possible an explosion of other devices such as handheld 
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computers, MP3 players, digital cameras, camera phones and set-top boxes. 
At the same time, a set of widely supported interconnection standards, such as 
Bluetooth, WiFi, and USB, have turned them into networked devices that 
enable the simple sharing of content and, increasingly, allow them to be used 
to consume or contribute internet content.  
 
The mobile internet is set to take off as fixed price data plans combined with 
powerful new consumer devices, which have web browsers and WiFi 
connectivity as standard, become more widespread. Phones are being joined 
by a range of other previously unconnected devices, from radios to digital 
photo frames and electronic book readers such as Amazon’s Kindle device, all 
of which link wirelessly to the internet. Alongside the standalone WiFi radio sets 
already on the market, a number of other portable devices are capable of radio 
streaming. Combined DAB/WiFi sets will be on sale soon.  
 
IP-enabled games consoles can access video on the internet and display it on 
television screens. Televisions themselves are becoming more connected 
through applications such as the Windows Media Center and (imminently) 
internet-connected set-top boxes for Freeview and Freesat. IPTV, which 
delivers digital television and rich interactivity via an internet infrastructure 
rather than a broadcast one, is becoming a reality through services such as BT 
Vision and Joost. 
 
There is no sign of these developments slowing down. Connected devices, 
optimised for one or more specific functions but capable of supporting many 
more, are set to proliferate and the distinction between them will become 
increasingly blurred. What they will all offer to their users, however, is an 
exceptional level of interactivity. 

 
iii. Software developments 

 
The internet and the applications that run over it, such as the world wide web 
and email, are based on a large number of open standards that enable multiple 
software products and architectures while ensuring interoperability. For many 
internet applications, for example operating systems or streaming media 
formats, there exist both proprietary and open source solutions. The evolution 
of open source as a model for the development of software has been a 
significant factor in lowering the barrier to entry for innovative web applications, 
as open source software is typically available at zero cost, and can be 
customised to provide the specific functionality required by an application.  
 
As online services become more complex, software architectures are changing 
to facilitate re-use and enforce separation between functionality and 
presentation, leading to richer online experiences. Advances in internet 
browsers and web tools have meant that more applications, from spreadsheets 
to media players, can be delivered in a web browser, rather than by software 
which has to be downloaded separately. This has made it easier to consume 
and share media.  
 
For example, AJAX is a web development technique that makes static 
webpages appear more like interactive applications, enabling users to access, 
create and manipulate content more easily. AJAX is also used to create 
widgets, which package content from one site such that it can easily be 
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distributed and added to other sites. This is an increasingly important part of 
the online experience as people seek to personalise their web presence. 
 
Another important development is the improvement in codecs, which encode 
and decode digital data such as audio and video streams and downloads. 
Codecs are increasingly able to compress files further, making them smaller 
and quicker to distribute without sacrificing quality. Combined with faster 
internet connections and more robust distribution infrastructures, this is 
transforming the experience of consuming audio and video online. 

 
 
7.2.2 Content implications 
 

The technology drivers explored above have helped forge the new internet 
environment and have facilitated important shifts in the content and services 
available online. Some of these are outlined below and have contributed to 
moving the internet beyond its initial incarnation as a publisher of text to a more 
immersive, interactive environment. 

 
 i. User-generated content  

The explosion in user-generated content has been the most marked content 
development in the emerging online space. In itself, this is not new as the 
internet is built for its users to create content. Noted internet commentator Clay 
Shirky describes it thus: “The computers connected to the edges of this 
network are not imbalanced like the old model, where it cost a great deal to 
own a TV station but little to own a TV. Instead, they are balanced like the 
telephone – if you can listen, you can talk; if you can read, you can publish; if 
you can watch, you can record. This does not mean that the average user can 
write a compelling novel or create a good film, but being able to produce 
anything at all is a sea change, relative to the consumer’s previous silence.” 
 
What is new is the sheer scale of user-generated content, driven in large part 
by the ease with which it can now be created thanks to software and design 
developments. Blogs of all kinds – text, photography, video, audio and music – 
have mushroomed. By November 2007, social media search engine Technorati 
was tracking 112.8m blogs and over 250m pieces of other user-generated 
content. It claims that over 175,000 new blogs are launched every day and that 
existing bloggers post over 1.6m updates a day to their sites. Blogging has 
fuelled the growth of participatory or citizen journalism and its profile has grown 
as a result. Its rapid, interactive approach to news events, its ability to reach 
locations and people that journalists cannot always reach (such as war zones 
and scenes of natural disasters) and its success in breaking news stories have 
forced it to the attention of the mainstream media. 
 
Messageboards, blogs, comments systems and the like have become easier to 
use but they have been joined by sites and services which are even easier still 
and require less investment of time and effort yet, by dint of scale, offer an 
aggregate of valuable information to all users. For example, with a single click, 
a user can vote on a piece of music or rate an image which, taken together with 
the votes or ratings of other users, can form powerful recommendations to the 
entire community.  
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However, it is the rise of user-generated images and video that has 
transformed the profile of user-generated content on the net. Cheaper digital 
cameras and the prevalence of digital camera functionality in mobile phones 
have vastly increased the opportunities for people to take pictures and create 
video, while reducing the effort involved in so doing. Since it is also now 
simpler to upload this material to the internet, whether for convenient personal 
storage or to enable others to see it, the quantity of such material available 
online has increased dramatically. 

  
ii. Audio and video content 
Faster connection speeds and infrastructure developments such as peering 
have been the key to making today’s internet a viable distribution platform for 
large volumes of audio and video material. Faster connection speeds have led 
to better picture and sound quality with fewer interruptions and pauses. 
Infrastructure developments have made it more affordable for content providers 
and aggregators to distribute it.  
 
Audio was first off the mark, its smaller file sizes and lower bit rates better 
equipping it for slower connection speeds. Radio over the internet emerged in 
the mid 1990s, with niche, online-only radio stations springing up in their 
hundreds alongside established broadcasters simulcasting online around the 
world. Live streaming and programmes or clips streamed on demand were 
followed by downloads and then podcasts. Streaming proved too expensive for 
many providers to sustain, especially as users grew in number, pushing up 
distribution and licensing costs. However, downloads were cheaper to 
distribute and less time-consuming to create, enabling anyone – not just the 
professionals or semi-professionals – to make their own audio content.  
 
With the advent of podcasting, which enabled users to register to receive new 
episodes automatically as soon as they were published, content creators saw 
the opportunity to offer their content relatively cheaply and easily. 
Organisations from cultural institutions to retail outlets, product manufacturers 
and media companies have joined the podcast scene. Most podcasts are free 
to users. 
 
Internet radio is now entering a new phase, with sophisticated services built on 
users’ preferences, such as Last.fm and Pandora, which offer personalised 
radio stations introducing users to new music.  
 
The analyst Arash Amel is clear that the future for TV broadcasters is online 
and predicts a ‘hybrid online/TV environment’, based on the experience of US 
broadcasters. The big broadcasters will not necessarily dominate in the 
provision or consumption of audio-visual content online. Niche internet video 
channels have sprung up alongside video blogs and other user-generated 
content. He cites research showing that “YouTube alone was generating 2.5 
times more monthly video users in the UK in June 2007 than all four major 
terrestrial broadcasters and Sky web properties combined”. That illustrates the 
phenomenal rise of user-generated video content which, alongside the 
dedicated niche online channels, provides a huge range of choice of video for 
online users to consume.  

 
Consumption of full television programmes online is at a relatively early stage 
so the growth in online video usage has been fuelled by video clips. As 
Raduchel puts it: “we use clips…as nouns to communicate who we are to 
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others. We love to engage others in our likes and dislikes.” This goes some 
way to explaining the popularity of the format and, as it becomes easier to send 
clips to others and embed them on personal webpages, they can become 
‘badges’ too. 

 
 iii. Disaggregated content 
 

The emerging internet environment is not only predisposed towards people 
creating their own content but also enables them to create their own content 
experiences in a number of different ways. There is a shift away from regular, 
discrete user journeys to and through a number of different favourite sites. 
Instead, users pull content from favourite sites into their own internet space, 
whether that is a personal website, blog, their area on a social networking site 
or their news reader. 

 
The key trend here is syndication which is developing from formal content-
sharing arrangements between sites to more informal tools and applications 
that make content more fluid across the internet.  
 
For example, RSS makes content available in an automatically updated feed 
that can be patched into a personal website or through a news reader. It pulls 
relevant information to the user as it is updated, rather than relying on the user 
returning to the source site. Podcasts too are essentially feeds pulling in audio 
or video data to users who subscribe to them. Widgets have become another 
popular shortcut, delivering discrete portions of content such as news 
headlines or streamed radio. In the case of desktop widgets, online content can 
be accessed and updated at the user’s screen without even opening a web 
browser, whereas web widgets are effectively chunks of content that can be 
broken off from the source site and embedded in other websites. This enables 
users to personalise their own web presence with their favourite content.  
 
Content can thus have a life across the internet, not just at its source, and its 
creator relinquishes control once it is published as a feed. Indeed enterprising 
developers can find ways to ‘scrape’ content from sites to create feeds on to 
which they can build, without the content publisher’s knowledge or assistance. 

 
However, users can do more than aggregate feeds to build a bespoke internet 
experience; they can use those feeds as components to create entirely new 
products. This is becoming easier to do, although it still requires a degree of 
technical understanding, but it is certainly not confined to professional 
developers. Shirky predicts: “Increasingly, the creation of value will shift from 
proprietary control of unique data to include the ability to combine that data with 
other, external sources, and even, in some cases [such as social networks] to 
build value only with external sources. Metcalfe’s Law long ago posited that the 
value of a network grows with the square of its users; the corollary is also true 
of data – once data becomes re-combinable, the value of a collection of data 
grows with the square of accessible sources”. 

 
 iv. New types of media experience 

The emergence of a flexible, media-rich, increasingly interactive internet is 
fertile ground for new types of content experience, which meld different media 
with different forms of user interaction. Some forms of online gaming have, 
over the last decade, grown from tens of thousands to millions of players 
interacting concurrently. This growth prefigures the more recent rise in social 
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networking. Other forms of casual online gaming have driven gaming’s reach to 
a true mass market, and powerful new games consoles are beginning to blur 
the line between gaming and film.  

 
The internet is increasingly changing from an online shop or library into an 
online playground, meeting place or entertainment venue. As well as content 
that can be found in the offline world, there is a growing volume of content 
created for the online world itself. Just as television long ago became far more 
than simply radio with the addition of images, the internet has not stopped at 
being a host for existing text, audio and video, but is fusing them and 
stimulating the creation of new kinds of content.  
 
Original content experiences native to the web are beginning to emerge: new 
kinds of narrative, such as drama Kate Modern from social networking site 
Bebo, or interactive comedy, Where are the Joneses?  
 
Gaming is fuelling much of the innovation in this space, as consoles become 
connected to the internet and as games developed for the internet become 
more sophisticated. Massively multi-player online games are becoming virtual 
economies driven by the trading of digital goods. Socialisation in casual online 
gaming has reached a gigantic scale, with games such as Audition (with over 
120m registered players) transforming user expectations. So is the growth of 
virtual worlds for children, teenagers and adults alike, such as Club Penguin, 
Habbo Hotel and Second Life. Alternate reality gaming is using the internet as 
a vast, creative canvas, combining clues in the online and offline worlds to 
weave puzzles which develop in real time and respond to the input of 
participants and are often solved by their collective engagement.  
 
This is just the beginning but it is a signal of the importance of creating content 
that is rooted in and grows from the specific characteristics of the platform or 
medium. Reversioning content from other platforms or media will not on its own 
be sufficient to make an impact as content proliferates.  

 
 
7.2.3 Audience implications  
 

The extent of technological change outlined above and its impact on online 
content starts to suggest that the media audience has changed from passive 
consumer to active decision-maker and sophisticated content creator. In a 
minority of cases, this is certainly true but the picture is more complex, 
including as it does ‘super-users’, the 15.2m in the UK who have yet to go 
online90, and everything which lies between them. Levels of media and 
technological literacy are likely to remain in flux for many years to come as new 
internet users join existing ones, while all the time the technology develops 
further. However, there are already some interesting indications emerging 
about the impact of the new online environment on its users.  

 
 i. Producer and consumer 

The recasting of the audience as both producers and consumers of online 
content raises questions about user motivation, the kinds of content produced, 
and the implications for the relationship between professional content 

                                            
90 TNS New Media Tracker, Oct 07 



 

 106 

producers, such as media organisations, and their consumers. The last of 
these will be addressed in section 7.2.4.  

 
Users are clearly producing more content of many kinds. Some might question 
the value of this content, comparing it unfavourably with the work of 
professionals. To Shirky, this is missing the point: “Anyone who can understand 
why we sing Happy Birthday to our children rather than hiring professional 
singers is perfectly capable of understanding [this]…: sometimes we care about 
content because we care about the person creating it.”  
 
To those who wonder why the minutiae of people’s lives are published to the 
world, Shirky responds: “The sixteenth century rationale for editorial judgement 
came, at base, from the economic risk of spending time and effort producing 
bad material. Those economic limitations are gone; the question every amateur 
creator asks themselves every day isn’t ‘Why publish this?’ but ‘Why not?’ If a 
funny photo will amuse even two of my friends, there’s no reason not to make it 
globally available.” He concedes: “A lot of user-generated content isn’t content 
at all, any more than a conversation with your sibling is ‘family-generated 
content’. It’s just a conversation. [The internet] is the first group-oriented 
medium in history… It supports… group conversation which pattern was 
previously restricted to real-world gatherings. As a result, production and 
consumption of media are now hopelessly entangled with both personal and 
group conversation. Most of what gets created on any given day is just the 
ordinary stuff of life…but now done in the same medium as professionally 
produced material.” 

 
He cautions: “Any attempt to understand the coming media landscape without 
assuming the value of personal and non-financial motivation, and without 
assuming the willingness to publish as an act of conversation, will fail to explain 
most of what is going to be created in the next five years.” 
 
This altruistic impulse also underlies some of the most sophisticated 
manifestations of the consumer as creator. When social networking site 
Facebook launched the Facebook Platform in May 2007, enabling anyone to 
add and share their own applications, it was instantly successful. Hundreds of 
such applications, from online Scrabble to a music recommendations service 
are now available for users to add to their profiles, thus automatically notifying 
all their Facebook friends about the application via the site’s personal news 
feeds.  
 
However, the proportion of people creating content is likely to remain small for 
some time. A helpful popular categorisation divides users into creators, 
curators and consumers of content. Creators make up about three per cent of 
the user base and consumers are in the majority. Curators form the vital bridge 
between the other two, making sense of the content by editing it, labelling it 
and recommending it to others. Their collective efforts deliver value to the 
whole community of users and are crucial to setting and maintaining quality 
standards and establishing themselves as trusted guides. Their motivation 
arises purely from the respect they gain from that community and the 
satisfaction they derive from the development of that community or social 
network.  
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 ii. Social networking 
Social networking describes the activities of communities of users on sites 
where their interactions and content contributions deliver value greater than the 
sum of its parts. In contrast to broadcasting, as Shirky observes, social 
networks “offer no services of any use to the isolated individual”.  
 
The advent of online social networks such as MySpace has caught the public 
imagination and rapidly become mainstream. The speed and extent of the step 
change in the willingness of individuals to share information about themselves 
with friends and strangers online has taken many in the established media by 
surprise. Web consultant Simon Willison attributes this shift to a collapse in the 
main barriers to entry to having a personal presence online – technical skill, 
writing skill and time. Users no longer need to build their own websites or have 
any programming skills at all. Nor do they need the aptitude or even the time 
that having their own blog would entail.  

 
Willison also remarks on the difference between social networking and other 
forms of user-generated content, such as blogging, which could explain its 
wider appeal. The motivation is not one of self-promotion or of having a 
platform for one’s views, but just about the web meeting a functional need more 
effectively than could be managed offline, such as keeping in touch with friends 
or associates. Many sites offer high levels of privacy control, reassuring those 
who would otherwise be cautious about putting personal information online. 
Joining a social networking site is simple and quick but it is also rewarding and 
fun because it captures one of the most useful things about the web – its 
inherent sociability.  
 
A site such as Facebook makes it easier than ever to keep in touch with many 
different people. Flickr facilitates the storage, aggregation and sharing of 
photographs on a scale and with a flexibility that is not possible in the offline 
world. This is user-generated content reaching a critical mass. Increasingly, 
users do not need to be at their computers to make these contributions, being 
able to update their blogs or upload photographs from their mobile phones.  

 
iii.  On demand 

The online environment is perfectly equipped to meet a latent need among 
audiences for delivering whatever content and experiences they want, 
whenever they want and, increasingly, wherever they want. The combination of 
choice, control, convenience and access is challenging the dominance of 
traditional media and driving significant shifts in audience behaviour. 
Consumption of media on demand is growing and its increasing portability is 
precipitating a further step change. For example, 10.8m owners of MP3 players 
claim to use them every week, with more than half using them every day or 
most days. Almost one in five of them has listened to a podcast91. 

26 per cent of internet users have listened to a live or previously broadcast 
radio show online. Some 4.3m internet users in the UK have watched a 
downloaded or streamed programme this year, with a further 3.3m internet 
users claiming that they intend to download a TV programme in the next year92. 

                                            
91 RAJAR, Q3 2007 
92 Continental Internet report, autumn 2007 
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40 per cent of television watched by people under 30 in the UK is by some 
means of on demand viewing93.  

Not only is it less important to tune in at a set time or buy a newspaper 
because you can catch up online, but there is no shortage of other ways of 
being entertained or informed once there. YouTube, for instance, has 9.4m UK 
users each month94, and 520m individual pieces of online television content 
were consumed in the UK in 2006, via streams and downloads, live and on 
demand.  

 iv. User behaviours  
Access to digital technologies is firmly in the mainstream of UK society, even if 
usage patterns vary considerably. 57% have internet access, with 92% of 
home users having broadband access95, 88% owning a mobile phone, and 
82% having digital television96. BBC research into adoption of and attitudes to 
technology found that four out of five people in the UK access and use digital 
platforms.  
 
Despite this wide usage, the divide of how the internet is used is getting wider. 
Mainstream internet usage is still very passive and old style – information and 
reading focused – while the leading edge are looking more for fun, interaction 
and variety online.  
 
Teenagers in particular are using the internet for fun ways of communicating 
and staying in touch. As a result, social networking sites have a teens/early 
twenties skew. Video streaming sites such as YouTube, are more likely to have 
a younger, more male skew, as this group tend to try new technologies first.  
 
While the Web 2.0 features of the web have been most keenly adopted by the 
young, it is crucial to remember that more than half of UK internet users are still 
over the age of 3597. 
 
Some interesting insights are emerging about the ways in which people are 
using the internet. Just under 20m people in the UK visited a community site at 
least once a month in September 2007.98 The fact that Facebook usage was 
barely measurable a year ago serves to demonstrate not just how social 
networking has grown but how rapidly and significantly user behaviour can 
change in the online world. The average Facebook user is spending 2.5 hours 
on the site each month.99 
               
Radio has long been widely used as a secondary medium, as the background 
to a primary activity, but now 38% of 12 to 15 year olds in the UK use the 
internet while watching television100. As the internet becomes more accessible 
on portable devices and via wireless connections, this kind of multi-tasking is 
set to grow among all audience groups.  

 

                                            
93 Ofcom, 2007 
94 Nielsen//Netratings Netview, Sep 07 
95 TNS New Media Tracker, Oct 07 
96 BARB Establishment survey,  Q3 2007 
97 TNS Tracker, Oct 07 
98 Nielsen//Netratings Netview, Sep 07 
99 Nielsen//Netratings Netview, Sep 07 
100 Ofcom, May 2007 
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7.2.4  The implications for the media landscape 
 

Radical changes in technology, content and audience behaviour are 
transforming the media marketplace. Media companies are being forced to 
confront significant issues including their changing role, shifting business 
models, acquisition and globalisation.  

 
 i. The challenge to traditional media organisations  

The unprecedented rate and extent of change in the media environment 
precipitated by the internet sees traditional organisations confronted with a 
direct challenge to their established market position and relationship with their 
consumers. Naughton is clear: “Change a society’s media environment and 
you change the society”.  

At the most basic level, the biggest challenge for media organisations is the 
dramatic expansion in competition for the attention of their consumers. Not only 
are media outlets proliferating but the work of a single person online can claim 
the attention of large numbers of people who would otherwise have been 
consuming traditional media. Competition is everywhere and of every kind, with 
no niche unclaimed. As significant parts of their audiences come to accept this 
kind of media environment as normal and their expectations of it rise, the 
pressure is on for media companies to keep pace with audiences. 

Those companies are responding in a range of ways, including repositioning 
themselves in the value chain (see below), restructuring and reskilling to 
expand into a range of platforms and media (as several newspaper groups 
have done), and seeking to meet audience demand for social networking and 
rich media by developing new propositions, such as CBS’s EyeLab, which 
enables consumers to create short-form clips by editing together CBS content. 

 
For Shirky, media organisations’ very purpose is called into question, “having 
lost a monopoly on public address”. He adds that the “era when media was 
shaped by the scarcity of production and the judgment of professionals, is 
ending”. Both Shirky and Naughton predict that users will soon create more 
content than professional producers, with a resultant shift in the nature of 
online content. Media companies are accustomed to providing crafted content 
in its final form but Shirky predicts that: “we are moving from a world of ‘filter, 
then publish’, to ‘publish, then filter’’”, which will see the curators of content 
move centre stage in determining what content people see, and rising numbers 
of sites that act as filters and interpreters. Naughton sees a role for public 
service broadcasters here as ‘sense-makers’ and as creators of the kinds of 
content that are unlikely to arise from ‘social production’, such as 
documentaries or classic adaptations. 

 
Shirky is clear that users “increasingly view their active participation in the 
media landscape as both a desirable activity and as a basic right”. The 
mystique that once surrounded the professional world of content creation is 
falling away as users develop a greater understanding of how the media work 
and the means to further that understanding as they create content themselves 
or consume the work of others. 
 
This explosion of user-generated content challenges the most sacred role of 
media organisations, that of the journalist. With journalism becoming an activity 
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not just a profession, Shirky, Naughton and Bob Eggington, himself a former 
journalist, now technology consultant, counsel against established media 
companies assuming that professional journalism will axiomatically rise to the 
top of users’ preferences.  Media companies are increasingly responding with 
blogs of their own just as they have with podcasting, which emerged as a form 
of user-generated content. They are also attempting to harness ‘citizen 
journalism’ by soliciting and reflecting it in their own output. 
 

 ii. New business models 
Google and eBay have established highly profitable businesses with their 
approaches to advertising and auctions respectively. New business models for 
the internet are still emerging.  
 
As growth in offline advertising slows, collaborations to launch mobile TV and 
IPTV services seek to capitalise on the opportunities they offer for highly 
targeted interactive advertising. Alternate reality gaming is being used by 
advertisers to market products through the immersive, interactive experiences it 
creates. Media companies threatened by the shift in advertising funding from 
television to the internet have shown particular interest in the advertising 
revenue potential of online communities.  
 
NewsCorp’s acquisition of MySpace and Microsoft’s stake in Facebook are the 
kinds of developments influencing a recent global McKinsey survey of 
executives which found that three quarters respondents planned to invest in 
Web 2.0 technologies. Services which encourage user participation enable 
data collation. It is as yet unproven but the sector is anticipating opportunities 
to reinvigorate business models such as subscription and advertising using this 
data innovatively to understand and target consumers.  
 
The trend towards vertical integration across the media value chain has seen 
media and telecommunications companies, such as BT and Virgin Media, 
develop bundled internet, fixed and mobile telecoms packages as well as their 
own on-demand content available alongside those offered by established 
broadcasters. In a crowded digital world, where retaining market share through 
customer or audience retention is vital, bundling services increases the time a 
user will spend with an organisation and ensures a direct relationship between 
them.  

 
 iii. Globalisation and localisation  

The global dimension of the internet has opened up media markets 
dramatically and several UK newspapers, for instance, find themselves with 
more international readers online than domestic ones. The Guardian has 
identified an opportunity for expansion, positioning itself as ‘the world’s leading 
liberal voice’ and launching a dedicated web presence tailored for the US 
market.  
 
However, there are still important factors – including legislation and cultural 
imperatives – which will create more localised content. Furthermore, the 
demand for highly localised services appears to be growing. These are more 
viable in the internet world than the broadcast world of high production costs 
and scarce spectrum.  
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7.3 The BBC’s response to the changing online world 

 
 

Change on this scale has an impact beyond the BBC’s internet activities. The 
BBC as a whole must respond. The BBC began transforming itself for the onset 
of the digital age over 10 years ago but the pace of its transformation has had 
to accelerate. In the internet world alone, the BBC’s experience since the 
inception of its news website has demonstrated the difficulty of predicting 
change and the need for flexibility in practices and structures, agility in 
decision-making and a willingness to take risks and learn from them.  
 
The BBC is at a turning point where the opportunities for the organisation are 
immense but the stakes are high. The BBC has sought to build on its 
experience on the internet to translate its purposes for the new environment 
and reshape itself around their delivery. The Creative Future initiative has 
culminated in the presentation of a six-year plan to the BBC Trust, for the 
delivery of an ambitious creative strategy to meet changing audience needs in 
an increasingly complex media environment. 

 
 
7.3.1 The BBC’s public purposes in a changing online world  
 

The service licence for bbc.co.uk requires it ‘to serve the BBC’s public 
purposes’. This mission lies at the core of the BBC’s internet activities now and 
in the future.  
 
More content and products can be delivered to audiences in more targeted 
ways than ever before and with a greater degree of convenience and 
customisation, combined with the richer and deeper engagement that online 
interactivity offers and the vast resources across the rest of the internet.  
 
The ability of the internet to meet the requirements of the ultra-local, the supra-
national and everything in between unlocks enormous potential to build 
knowledge of, understanding about and involvement in society at local, national 
and global levels. The BBC’s ability to meet the purposes of sustaining 
citizenship and civic society, reflecting the UK’s nations, regions and 
communities, and bringing the UK to the world and the world to the UK, are 
immeasurably strengthened.  
 
The interactive functionality of the internet should enable audiences to chart 
journeys through and beyond BBC content in pursuit of information and 
educational content of all kinds. While doing so they could talk to and learn 
from one another. This represents a potential step change in the delivery of the 
learning purpose throughout the whole of people’s lives.  
 
Such journeys can also advance the BBC’s ability to deliver the purpose of 
stimulating creativity and cultural excellence, combining the showcasing and 
discovery of cultural life of all kinds from across the world with stimulating the 
audience’s own creativity.  
 
In fulfilling this kind of ambitious agenda and taken together with initiatives in 
media and technology literacy, the BBC would more effectively meet its sixth 
purpose – to help to deliver to the public the benefit of emerging 
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communications technologies and services. The BBC recognises that millions 
of people in the UK have yet to begin their online journey, while millions more 
are at different rates of progress. The BBC has the ability and responsibility to 
provide value to them all with its activity in this emerging space.  
 
The opportunity to drive greater public value through a comprehensive public 
service internet offering is clear, but it is not simply opportunity that drives this 
vision. It is becoming an imperative on which depends the BBC’s ability to 
reach all those who pay for it with distinctive, public service content. BBC 
television reach has been decreasing (down from 87% in 2004/05 to 84% in 
06/07). This is especially noticeable amongst younger audiences – children 
and 16-24 year olds101. BBC radio reach remains relatively stable102. The BBC 
needs therefore to explore fully the creative possibilities providing by the 
internet to meet its public service requirements.  

 
 
7.3.2 The BBC’s approach to the internet in the changing online world 

 
The BBC’s internet strategy centres on the core themes of find, play and share. 

• ‘Find’ involves initiatives to make it easier for users to discover BBC content 
by creating new entry points – such as directories, channels or 
aggregations by genre – and via search, recommendation, personalisation 
and viral marketing techniques. It is also about helping audiences to access 
BBC content on a range of appropriate platforms and devices, in a variety 
of suitable formats and through relationships with partners. Providing BBC 
content live and on demand is also an important part of this strategy, 
including offering greater access to and paths through archive material. 

• ‘Play’ focuses on ways in which the audience can play with or around BBC 
content to extend its impact and value. This encompasses both basic 
interactive enhancements such as programme information and richer 
multimedia offerings that stimulate audiences to explore the content, and 
products which take advantage of the particular strengths of online. 

• ‘Share’ is about enabling audiences to participate in reviewing, discussing 
and creating BBC output and engaging in a dialogue with the BBC and with 
one another. In addition, it seeks to support the audience’s ability to create 
content by providing guidance, BBC assets, and a showcase for their work.  

 
Crucially, the BBC’s internet activity does not equate simply to what it does on 
bbc.co.uk. Over time, the BBC’s understanding of the internet and its own role 
has developed from being on the web to being woven through the web. Initially, 
the BBC focused on attracting audiences to bbc.co.uk and seeking to satisfy 
them with a range of BBC content before pointing them to the best, relevant 
content from elsewhere online. The Graf Review underlined the importance of 
the latter. The BBC sharpened its focus on it and has significantly improved its 
performance on external linking as a result.  
 
However, this has helped drive more ambitious thinking about how the BBC 
can be part of the internet, not just on the internet. At first, the main 
manifestation of this has been the syndication of BBC content so that it can 
reach users on the sites they visit, even if those do not include bbc.co.uk, such 
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as the BBC’s deal with Google to host video content on YouTube. Official 
partnerships of this kind are increasingly being augmented so that the BBC can 
work with, rather than seek to replicate, the best of the internet. The BBC seeks 
to facilitate activity around its content elsewhere online, either through 
collaborations, such as those with Yahoo! in using the Flickr service or with 
Apple in the distribution of podcasts through the iTunes directory, or by the 
BBC making its content more widely available for reuse. News has led the way 
in this area, having been supplying feeds of its headlines, for instance, for 
several years. The BBC as a whole has been slow to embrace the potential of 
this area but the Backstage initiative (see section 2.4.5) has been an important 
step forward. 
 
The real growth area in the last few years has been the explosion in the means 
of interacting with BBC content, outside of the BBC’s control. These include 
unofficial MySpace pages, Wikipedia entries, users’ own sites celebrating their 
favourite programmes or discussing BBC output, and social bookmarking sites 
which highlight and showcase content from across the internet.  
 
The BBC is starting to link to this kind of content where once it might have tried 
to ignore or replicate it. Looking ahead, it is seeking to encourage and enrich it, 
by making BBC content – audio, video, text, feeds etc – available for easy re-
use across the internet.  
 
For example, every news and sport story features social bookmarking links so 
that users can store or share stories of interest. Several sites including Radio 1 
and the Asian Network have started to offer ‘tear-off strips’ of content for users 
to take away, such as branded photographs from a live music event that can be 
easily embedded into their personal web presence. The BBC is also developing 
an embeddable media player, which will offer a consistent brand and user 
experience around a range of short- and long-form content that can be played 
on BBC sites and beyond. This is increasingly important to meet rising levels of 
audio and video consumption online. For example, Amel cites research which 
shows that the BBC is the only UK broadcaster to register in the top 10 online 
video properties in the UK, but it had one of the lowest rate of videos 
consumed per user per month: only 7, compared to 51 for YouTube, 
 
It is clear that the content-rich sites of the first phase of the internet only have a 
future where their component elements can be strewn across the web and 
perhaps embellished by users, and so take on a range of forms and functions 
which may not have been envisaged. The more people use powerful search 
engines and create their own, highly personalised portals, the less they rely on 
the kinds of generic portals that once dominated the early days of the web.  
 
Despite this, bbc.co.uk as a coherent entity properly remains central to the 
BBC’s internet strategy. It serves a number of roles of continuing importance. It 
is the only place where the breadth of the BBC’s activities is laid before licence 
fee payers and, as such, is an important accountability measure. It remains a 
valid environment for safe exploration by new or experienced internet users. 
Analysis of search engine use demonstrates that linear progressions through 
tasks, ideas and information are giving way to more impulsive, instinctive 
journeys, and this is mirrored in tracking user journeys through bbc.co.uk. 
Users move freely, for example, between entertainment and education, 
information and lifestyle.  
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The range of the BBC is one of the things most valued by its audiences and 
that is showcased within its radio and television networks as well as across 
them, just as it is within and across bbc.co.uk. 
 
In 2006, the BBC conducted a review of its online content in the light of the 
developing internet environment to refocus it in support of this strategy. The 
Web 2.0 project recommended the consolidation of the BBC’s portfolio to drive 
quality up by reducing the number of sites within it (see section 3.4.3); the 
creation of more products with a high audience impact, including a focus on 
web entertainment propositions targeted at hard to reach audiences; a new 
approach to programme support (see section 4.1); new design and navigation 
standards and products; a programme of investment in technology 
infrastructure; and improved audience research. Work in all these areas is 
underway and should start making a significant impact on audiences in 2008.  

 
The overall BBC internet strategy and the Web 2.0 work have influenced the 
proposals which formed part of the BBC’s six-year plans for Delivering Creative 
Future. Proposals within that would enhance the news, local content and sports 
offerings, creating a richer multimedia presence for each. For radio, the aim is 
to secure a thriving, cross-platform, digital future for the medium that centres 
on offering convenient access to content and richer user experiences. The 
recently announced Vision multi-platform strategy focuses on establishing a 
framework for programme support that offers quality and consistency across 
the board with the ability to develop a handful of outstanding cross-platform 
propositions.  

 
The above strategic direction for the BBC’s internet activity does not represent 
a break from its previous course, more a development of it based on the 
experience amassed and lessons learned from over a decade online. This 
refinement of the BBC’s internet activity is designed to enable it to deliver more 
effectively its purposes against the terms of the service licence.  
 
Find, Play, Share and the Web 2.0 project represent the crystallisation of ideas 
that had been spreading throughout new media content production areas in the 
BBC over the preceding three or four years. This had already resulted in 
piecemeal activity in support of this strategic direction. Examples include 
relaunching websites which were previously text-heavy as richer, more 
engaging resources with more audio and video; reducing the number of 
message boards and instead investing in new software for comments systems 
and blogging; and experimenting with programme information on the Radio 3 
and 4 websites, which has evolved into a new pan-BBC approach to 
programme support (see section 4.1). 
 
The experience gained through the development of these projects has 
generated valuable insights that have informed the wider strategy. For 
example, the existing technical infrastructure of bbc.co.uk struggles to support 
high levels of user-generated content or automatically-generated programme 
pages. Find, Play, Share and the Web 2.0 project serve to provide greater 
organisational focus and impetus to support the spread of these kinds of 
initiatives, for example, by investing in a new technical infrastructure. 
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7.3.3 The transformation of the BBC to deliver a strong digital future 
 

The BBC is an organisation founded in an analogue world and structured to 
meet the needs of analogue services. The launch of the Creative Future 
programme of change is seeing the organisation transform itself to deliver for a 
fully digital future and this has central significance for the ability of the BBC to 
deliver online. 
 
The consolidation of new media production areas into four output groups in 
2006 – Audio & Music, Future Media & Technology, Journalism and Vision – 
has helped to provide greater focus and leadership for the BBC’s internet 
activities. This is being supported by developments elsewhere in content 
groups, such as the restructuring of BBC News, which has seen Television 
News, Radio News and News Interactive merged to allow journalists to create 
content across the BBC’s various news outlets. Vision’s new multi-platform 
strategy is supported by a new process for 360 degree commissioning to 
ensure the cross-platform potential of landmark programmes is explored and 
delivered. Production roles in Audio & Music have been developing over time to 
incorporate basic interactive production, such as hosting message boards or 
updating programme information. 
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7.4 The BBC’s distinctive role 
 
 
In an internet environment of abundance, it is important to ask what role there 
can be for the BBC, an organisation founded 85 years ago in a broadcast 
environment of scarcity. Mass audience propositions will always be provided by 
the market and the internet supports and sustains niches far more effectively 
than broadcasting or the press.  
 
However, for the BBC to continue to deliver its public service remit in an online 
world, it needs to reflect that remit on the internet, not just in what it does but 
also in the way in which it does it so that it can develop a new and distinctive 
role for itself well into the future that delivers public value to its licence fee 
payers. 

 
 
7.4.1 A strong UK presence on a global stage 
 

The inherently global nature of the internet dramatically transforms the media 
landscape at a stroke. Not only are users around the world able to access BBC 
content online but licence fee payers do not encounter the same territorial limits 
on their online consumption as they do on radio and television. Nine out of the 
top 10 websites in the UK are US-owned. As this clear link between UK citizens 
and their media providers ruptures, a challenge is laid down to UK media 
providers to recreate that link, if they are to maintain their role in reflecting UK 
life in all its forms to its citizens and communities.  

 
At a time when local, national and global identities are in flux, the BBC, with a 
strong presence at each of these levels, could play an important role in the 
internet environment in reaching all audiences, bringing them together, and 
helping to build knowledge of and understanding between them.  
 
The BBC can represent a distinctive UK voice on the internet, informed by its 
values, which have influenced broadcasting around the world and could do the 
same online. Its content represents a rich resource for rest of the internet and it 
can use its predictable funding to help other UK players online through formal 
partnerships, informal networks, relationships with manufacturers and 
suppliers, knowledge sharing, and its investment in research and development, 
media and technology literacy and innovation initiatives. 

 
 
7.4.2 The BBC’s relationship to the rest of the internet 
 

The BBC has advantages, as an established multimedia player. Other players 
are trying to gain the same advantages, with newspaper publishers moving into 
audio and video production and broadcasters diversifying online, for example. 
All UK media players online find themselves competing with global media 
providers as a multitude of other sites, from non-profit making community sites 
to multi-million pound music download sites.  
 
With its privileged funding position and unique mission, the BBC has a 
particular responsibility to ensure that it behaves responsibly, transparently and 
collaboratively wherever appropriate. As the BBC seeks to become a more 
integral part of the internet as a whole, as described in section 7.3.2, its ability 
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to work with many more partners increases. So too does its potential for taking 
a leading role in areas which bring benefits to the wider internet. 
 
The BBC could for example play a leading role in setting metadata standards, 
particularly for audiovisual material, working and sharing the results with other 
interested parties to help deliver a wealth of searchable multimedia content 
online. This will become increasingly important as this content is delivered 
across an increasing number of IP-connected platforms that liberate it from the 
computer screen and take it mobile and on to televisions and other devices.  
 
Similarly, as users increasingly take the syndication of content into their own 
hands, the BBC could lead on industry standards and policies to manage the 
resultant impact on industry rights agreements. 
 
The BBC could set the gold standard in accessibility so that people with 
sensory or other impairments, or an ageing population losing manual dexterity, 
are able to share in the best of the internet. By working with industry partners 
such as software companies to drive the feature roadmap of digital media 
technologies, the BBC could continue its work across broadcasting and the 
internet in meeting the needs of audiences who would otherwise be excluded 
from mainstream media environments. 

 
There is a further significant contribution that the BBC could make to support 
the development of the internet. The BBC has always recognised the 
importance of open standards: its development and adoption of them 
throughout its broadcast history have benefited the entire industry around the 
world. The BBC’s open, collaborative approach echoes that of the development 
of the internet, where much of the software can be deployed, reused and 
modified at no charge to the user and with no restrictions on its use. Open 
source software forms much of the software backbone of the net. It powers the 
web and underpins offerings from many global players such as Amazon, 
Yahoo! and Google, as well as offering alternative operating systems, such as 
GNU/Linux or FreeBSD, to those of Microsoft or Apple, by which the BBC 
website may be accessed.  
 
In building its online activities, the BBC has remained committed to open 
standards, with bbc.co.uk built almost entirely on this basis, and has helped to 
bring their use into the mainstream by showcasing and explaining standards 
such as RSS. The BBC regularly releases code under free licences and is 
seeking to do so more often.  
 
The BBC is committed to extending this contribution by working with a number 
of major open source companies to try to make more BBC products and 
services available to users of free operating systems. In addition, the BBC is 
working on open source projects and services, such as P2P-Next, an initiative 
to deliver open source television streaming, which is the recipient of an EU 
funding grant, and Dirac, a custom codec for displaying audio and video.  
 
The BBC has a history of partnership and innovation around hardware as well 
as software, and this continues. Together with an external design and 
technology consultancy, the BBC is developing a prototype of a DAB radio that 
is also internet-enabled, seeking to simulate innovation in the radio industry. All 
the intellectual property rights generated by the project will be made available 
under an attribution licence, enabling its use in any commercial product. 
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The BBC has begun to discuss with free and open source communities in the 
UK and globally how it can collaborate with them. Backstage, the BBC’s award-
winning initiative to encourage users to develop their own products and 
services using BBC content, is being extended.  
 
The BBC believes that it can play an important role in the development and 
adoption of free and open software that will benefit the entire internet space by 
improving its quality, the range and diversity of products delivered to users, and 
the BBC offering as a whole. In so doing, this should help to stimulate the 
environment of innovation across the internet and deliver benefits to all in the 
long term, including value to the UK economy and cultural life. In so doing, it 
would be reinforcing its historic commitment to universality as well as making a 
powerful and unique contribution to the international public domain. 

 
 
7.4.3 The BBC’s relationship with its audience 
 

The internet is effecting lasting change to the nature of the relationship 
between the BBC and its audience, in a range of significant ways. The 
audience is fragmenting in terms both of its interests and its media and 
technological literacy. The BBC’s relationship with licence fee payers could be 
strained if it becomes remote from their lives. The BBC’s continuing 
responsibility is to provide services of value to people’s lives and to keep 
abreast of and challenge audience behaviour and preferences.  
 
i. The trusted guide 
The BBC’s role as a trusted guide to the internet will remain important as new 
users come online and as experienced users encounter new developments. It 
can offer recommendations services, around themes such as music, with users 
secure in the knowledge that the BBC has no agenda beyond bringing them 
the best the internet has to offer, both in content and technology terms. It can 
use its airwaves as well as its online activity to explain podcasts or citizen 
journalism, for example, bringing internet developments to the attention of a 
diverse audience – from Newsround to Newsnight, from Chris Moyles to The 
Proms. The changing technological environment has been influencing the way 
in which BBC programmes look and sound for some time. It will need to 
influence the very substance of those programmes – subject matter, production 
process, editorial approach – if the BBC is to continue to meet and anticipate 
the needs of its audience. 
 
ii. The catalyst for creativity 
If the internet is to give an outlet to the innate creativity of the people who use 
it, the BBC must harness that creativity. It should encourage its audience to 
develop both its use of technology and its creativity – writing, performance, 
journalism, music, art – and then provide a showcase for it to the rest of the 
internet and via broadcast. The potential for a new kind of creative partnership 
between the BBC and its audience is rich with opportunity for both, and could 
reshape content creation within the BBC and more widely. This need not be 
confined to content creation: the development of applications or software built 
on or with BBC content is already happening, both solicited and unsolicited, 
and the BBC should encourage it to maximise the creative possibilities. 
 



 

 119 

iii. Bringing audiences into the production process 
The internet empowers audiences in its relationship with institutions such as 
the BBC. Responding to this, on one level, is about the BBC being open in 
explaining its actions and decisions and responding to criticism. More 
fundamentally, it is about bringing the audience into the process of production 
and review, not just by encouraging contributions but by soliciting feedback.  
 
People feel strongly about the BBC and its output and the web can act as an 
outlet for that strength of feeling. Audience input or feedback – whether before 
or after content is created – could become an increasingly valuable creative 
stimulus for producers. Shirky observes: “As with the largest works created on 
the internet today, such as Wikipedia or Open Source software, getting the 
feedback loop right matters more than the grand plan.”  
 
Entering into a dialogue with the audience for BBC content, responding to their 
comments, enabling them to rate content and attach descriptive labels or tags 
to it and recommend it to others, can be seen as a powerful untapped 
resource. Participating in, linking to or otherwise showcasing the discussions 
that audiences have about BBC content is also important: the BBC does not 
have to host the discussion itself.  
 
iv. A new kind of public service 

The internet can empower institutions in their dealings with the public, not just 
vice versa. As a leading public sector organisation, the BBC could make a 
valuable contribution in some new ways which are inherently of the nature of a 
public service. For example, it could make a contribution to search by helping 
to ensure ready access to useful public service or public sector information, 
such as local services, of a type which might not be promoted by commercial 
search engines. Building on the relationship of trust, the BBC could even take 
on the role of a third party managing online identity, friends lists and personal 
presence to help people move their personal information around the internet 
safely.  

 
 
7.4.4 Supporting the UK new media industry  
 

The BBC’s direct investment in the UK new media sector by means of supplier 
relationships is an important demonstration of its support for the industry. This 
could help the wider industry to grow and build on the nation’s global reputation 
in traditional media and technological innovation. This aim is further supported 
by high profile independent commissions, extensive linking to non-BBC sites, 
syndication relationships, knowledge-sharing across the industry, manufacturer 
relationships, helping to drive the adoption of digital technologies, and making 
BBC content available for creative re-use further.  

 
 
7.4.5 The BBC’s role in innovation online  
 

Continuous innovation is the key to success on the internet. For all its past 
successes, the future of the BBC will rest on its ability to innovate. The BBC 
has the opportunity to establish a reputation for innovating online as it has on 
air and, as a key UK player of scale and scope, it is well-placed to do so.  
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Innovation by the BBC, made possible by the licence fee, has supported the 
wider market. For example, commercial radio in the UK was forced by the 
advertising recession that coincided with the end of the dot com boom to 
retrench from much of its internet activity. The BBC was able to keep UK radio 
on the internet moving forward with innovations around visualisation and on 
demand, which commercial radio were able subsequently to adopt and adapt to 
fuel its own creativity and revenue generation. 
 
The BBC does not have the monopoly on good ideas, however, and should 
also act as a catalyst for innovation throughout the internet through its formal 
and informal partnerships across business, academia and the wider 
development community. As the BBC changes the way it builds products and 
services to show their workings to the web, users and third parties will be able 
to develop them further and bring new ideas to a wide audience.  
 
New narrative forms are essential to a thriving BBC. Content creators will need 
space to innovate and iterate, rapidly and constantly across the board, within a 
framework that provides clarity about the BBC’s activities.  
 
As the internet develops as a fully-fledged medium for entertainment, the BBC 
could make an immense contribution. Its decades of expertise in story-telling of 
all kinds position it well to explore the potential of alternate reality gaming, for 
example. Its record in innovating with ways to encouraging learning and 
personal development equips it to exploit richer interactivity. Its world renowned 
journalism could find new expression through engagement with participatory 
journalism or other innovative formats. Its investment in new ideas for this 
medium can also become a source for creative renewal in television and radio. 
 
The media consultant and writer Nico Macdonald calls on the BBC to take the 
lead in demonstrating and seeding innovation on the internet. He sees a role 
for the BBC as “a facilitator of a public commons of debate”, identifying a gap 
for “the kind of high-level, well-informed, reflective discussion…that is needed 
in modern society”. He also recommends extensive collaboration on innovation 
projects with the findings widely published, specifically around new formats, 
new technology standards, interaction design and metadata standards. He 
sees a role for the BBC in helping people develop their skills as content 
creators, from citizen journalism to story-telling, and their understanding of the 
relationship between technology and society. 

 
 
7.4.6 Talent development  
 

The BBC has developed a reputation for training the broadcasting industry. In 
the more volatile new media industry, it can do the same and many of the most 
visionary and talented new media professionals in the UK have worked or do 
work for the BBC. Its scale, scope and funding enable it to offer a range of 
opportunities for new media professionals, many of whom will go on to work 
elsewhere in the industry.  
 
There are other relationships that the BBC can develop with new media talent 
too, whether working with independent production companies and contractors 
or simply harnessing the enthusiasm of the wider development community. 
Events such as Hack Day for developers (see section 2.4.5) and Innovation 
Labs for independent production companies (see section 3.3.2) are examples. 
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7.5 Challenges for the BBC 
 

The BBC’s impact in this changing online world is by no means certain. 
Although it uniquely positioned to succeed, it faces some significant 
challenges, which are outlined below. 

 
 
7.5.1 Focusing the BBC’s internet offering 
 

As already explored, the BBC’s early internet developments were highly 
devolved to the content areas concerned. More recently there has been greater 
coordination in some respects. This history has resulted in an uneven offering 
at times. The need for the BBC to deliver a consistently high quality internet 
presence, with greater audience impact and improved value for money in a 
changing online environment led to the review of sites referred to in section 
3.4.3, and this kind of approach will need to be revisited periodically. 
  
The reorganisation of the BBC in 2006 to deliver the Creative Future strategy 
lent structural support to the aim of focusing the BBC’s internet offering by 
consolidating content producing areas into the four output groups of Audio & 
Music, Future Media & Technology, Journalism and Vision, each with a single 
editorial lead. The new, simpler management structure has made it easier to 
agree tougher, clearer priorities and standards across the portfolio to help 
ensure that the quality of content and user experience reaches a consistently 
high level and that investment is channelled into high impact products and 
services, informed by increasingly sophisticated insights into audience 
behaviours.  

 
 
7.5.2 Stewardship of the BBC brand 
 

One of the BBC’s greatest assets is its brand and the qualities and values it 
embodies. In the online world, this has already proved its worth but, as this 
environment becomes more complex, the integrity of the BBC brand could be 
put at risk. As content and products become more portable and permeable on 
the internet, with users able to share them, reversion them, use them on their 
own sites and discover them on third-party sites, the BBC needs to ensure that 
its brand does not suffer in the process.  
 
Developing a range of approaches and products to address these issues is 
crucial, such as deepening the BBC’s direct relationship with users through 
tools such as blogs, establishing site-wide metadata standards so that content 
is properly described and accredited, devising flexible and creative 
mechanisms for branding content (such as idents and digital on-screen 
graphics), and building products such as an embeddable media player.  

 
 
7.5.3 Embracing social media  
 

The BBC was quick to recognise the importance and opportunity of user-
generated content as a means of establishing a dialogue with audiences and 
enriching on air output, especially on radio. However, it has encountered 
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difficulties in dealing with large volumes of this content in technical and editorial 
terms. For example, popular live web chats, messageboards and blogs have all 
put pressure on the BBC’s technical infrastructure and development resource, 
which has at times disrupted the service to their users and incurred 
unsustainable costs. Programme production teams have sometimes struggled 
to see the value of audience contributions or been overwhelmed by the 
volumes received.  
 
One BBC response has been to work with third parties such as Flickr. 
However, as the BBC develops formal and informal presences in such other 
parts of the internet, there is a balance to be struck around degrees of 
moderation. A lighter touch approach to moderation as part of the BBC’s 
agreement with YouTube has already sparked debate within the BBC about 
what constitutes acceptable content.  

 
 
7.5.4 Production 
 

The BBC needs to marshal its entire production staff, not just its new media 
production staff, in the creation of multimedia, cross-platform content if it is to 
deliver strong, modern propositions to its audiences. It also needs to work with 
its external suppliers to help them to do the same.  
 
The broadcast production workflow has to take account of the requirements of 
the internet, as is already underway in areas of BBC radio production and is 
being enabled with the reorganisation of BBC News (see section 7.3.3). 
Systems need to be standardised or interoperable to facilitate the production of 
quality automated online content arising from the programme production 
process. Tools for the creation of multimedia content are needed, as well as 
standards and guidelines, such as for metadata. The BBC’s Digital Media 
Initiative is addressing a range of these issues alongside other programmes of 
work at local level.  
 
The development and constant refreshment of interactive editorial faculties 
within all production teams is vital to enable the BBC to be able to identify and 
act upon cross-platform opportunities. The internet is a distinct editorial 
environment with particular audience insights to offer the established 
production base, which would serve as a creative stimulus across the BBC. 
 
The creative future of the BBC depends on an expanding range of skillsets, 
including many which are not native to the organisation. Attracting new media 
professionals to the BBC and, crucially, retaining them will depend in large part 
on their freedom to innovate and drive change. Rewarding them as the market 
for their skills expands will also be difficult for the BBC to balance against the 
other calls on its funding. 

 
 

7.5.5 Investment in technical infrastructure 
 

The BBC has successfully developed a world-class infrastructure for the 
publication and serving of static pages to multiple, simultaneous users. Over 
time, in line with audience need, it has augmented that with the capacity to 
deliver significant volumes of audio and video both for streaming and 
downloading.  
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The BBC faces a greater challenge with the advent of the more flexible, 
dynamic environment that the internet now embodies. It must be able to serve 
a greater range of content types – audio, video, feeds, images, text – to 
different platforms and in forms which people can personalise. The BBC must 
be able to provide a seamless user experience around bbc.co.uk and create 
products that unify it by, for example, pulling local and national content 
together. All this requires greater technical standardisation and automated 
solutions that extract information from databases to create dynamic content 
offerings instead of relying on producers to build individual webpages by hand. 
For users to be able to specify the content with which they are presented, 
based on the information they supply, content must be organised and 
supported with a different kind of infrastructure.   
 
Following the Web 2.0 project, the BBC has earmarked new investment to 
refresh its technical infrastructure to meet these new requirements. The 
majority of the necessary infrastructure developments will be deployed in 2008. 

 
This will remain a key challenge at the heart of the BBC’s internet development 
as the pace of technological change gathers speed. The BBC will need the 
flexibility to adapt its programme of work, change suppliers, develop new 
skillsets, buy in tools and bring in external expertise to enable it to respond 
quickly and intelligently. Value for money will remain a crucial factor. So will 
ensuring a greater degree of alignment across the organisation to deliver 
consistency and a lack of duplication in the build of new products, so that they 
can be scaled and developed easily.  

 
 

7.5.6 Rights 
 

The free flow of data that characterises the internet environment poses a huge 
challenge to media rights holders including the BBC. Making broadcast content 
available which is hosted outside bbc.co.uk, for example, may be problematic. 
The reversioning of content by users poses questions of intellectual property 
rights, with contributors concerned about the integrity of their work.  
 
The BBC needs to move forward in partnership with rights holders, striking 
industry-leading deals, as it has with Radio Player and iPlayer, that give rights 
holders security and audiences the content they want in the environment in 
which they want it. Flexible, affordable rights frameworks for new and archive 
content are essential to the BBC being able to realise the potential of assets in 
the internet environment for the benefit of licence fee payers.  
 
To drive the availability of rich media assets on bbc.co.uk, the BBC has 
adopted a range of techniques to provide additional security to copyright 
owners. Digital rights management (DRM) software is used to ensure that the 
agreed windows of availability for assets are protected, in the case of the 
iPlayer, for example. The functionality of the Radio Player has been limited in 
the playback of music programmes at the request of rights owners. Geo-
blocking software is frequently used across bbc.co.uk to block international 
access to content, such as live sporting commentary, or to offer reversioned 
editorial propositions.  
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In some cases, where the accessibility of content for UK licence fee payers, 
would be completely undermined by the addition of DRM and where rights 
owners have been comfortable, the BBC has offered content (including all 
podcasts) DRM-free. The BBC will continue to seek the most effective means 
to balance the interests of rights owners with the opportunities of new 
technological developments, while maximising the accessibility of BBC content 
and the convenience with which audiences can consume it.  
 
The BBC also needs to support and develop, wherever possible, the open 
source developments which are powering much of the development of the 
internet. Often, the search for models that sit comfortably with the broadcast, 
linear environment can sit uneasily with these new models. The BBC is well-
placed to find the appropriate balance in this area and needs to be a trusted 
partner to traditional rights owners, the open source community and other 
stakeholders in the search for paths through these challenges. 

 
 

7.5.7 Archive material 
 

The internet has long been identified as affording the BBC the opportunity that 
broadcasting could not, to unlock the potential of its archive material for the 
benefit of its audiences and the UK as a whole.  
 
The BBC already makes available a wealth of clips in its online news 
proposition and its programme and network websites. Moving deeper into the 
back catalogue and developing a coherent position for the output of today that 
will become tomorrow’s archive requires a number of complex issues to be 
addressed. A vast range of content types constitute archive material, such as 
audio, video, text, images, interactive content and programme information. 
Each of these poses different issues for its release, for example reversioning, 
digitising, rights, all of which have cost implications, which must be balanced 
against investment in new content and must be evaluated for risks of 
obsolescence.  
 
However, the prospect of unlocking one of the greatest archives in the world 
and giving access to the record of three generations of UK culture and society 
impels these issues to be resolved. This represents vastly more than providing 
the chance to enjoy old programmes again. The content within, around or 
constituting programmes can be disaggregated and cut in a myriad of ways to 
deliver greater value than ever before. People could have the opportunity to set 
their own, unique course through this material by time, person, place or 
subject, fuelling their interests and igniting new ones. The archive could enrich 
the BBC’s internet offering with distinctive content that can deliver its public 
purposes in new, more engaging ways, perhaps forming the basis of innovative 
new products. It could provide a catalyst for creativity as people use and reuse 
the material they find in new ways.  
 
The BBC has gathered valuable insights from the Creative Archive and Open 
Archive experiments. The BBC Archive trial referred to in section 4.3 has 
released almost one thousand programmes to a closed group of twenty 
thousand triallists. The trial ends in December 2007 and findings from this, 
combined with earlier lessons from last year's Creative Archive trial, will help 
the BBC formulate its strategy for making more archive content available to the 
public. 
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7.5.8 The public service/commercial boundary for content 
 

The question of which areas of activity the BBC pursues in the public service 
space and which will be commercial is complicated by many factors, including 
the blurring of geographical boundaries, the convergence on the internet of 
media organisations (such as magazines and television companies) which 
previously competed in relatively separate markets, the growing audience 
appetite for on demand access to the ‘long tail’ of broadcast content, and the 
ability of producers to bypass traditional broadcasters to deliver content directly 
to audiences.  
 
Above all, the internet is feeding the audience’s desire for greater control and 
accessibility of the content they consume and it can be extremely complex for 
media organisations to change established models and practices to respond to 
these trends. As a result, traditional means of defining the boundaries for 
commercial exploitation of BBC content, such as transactional services and 
time-based windows, are all challenged by the new possibilities and realities of 
the internet. 
 
The BBC is therefore working hard to redefine commercial and public service 
spheres of activity in ways that, potentially, enable greater public value to 
licence fee payers whilst also freeing its commercial partners to better exploit 
new technologies and audience appetites. The agreement of new terms of 
trade between the BBC and the independent sector was one major step in this 
direction. The BBC and its partner rights holders have established pioneering 
deals which have enabled the greater accessibility of content in both public 
service and commercial environments.  
 
There are undoubtedly major challenges, however, and the BBC will need to 
remain vigilant for instances that could confuse audiences, undermine the BBC 
brand and unnecessarily limit public value. There are also significant fair 
trading, market impact and commercial policy issues which the BBC will 
continue to monitor carefully. 
 
In some cases, public service and commercial offerings around similar content 
have appeared. The BBC has found short-term solutions to these issues, but 
there is a need to establish long term answers which potentially enable, within 
fair trading restrictions, the development of integrated offers which clearly 
delineate the public service and commercial offers in the minds of users. 

 
 
7.5.9 The UK/international boundary for content 
 

The erosion of geographical boundaries which the internet is driving represents 
challenges and opportunities for all commercial organisations but is of 
particular importance for the BBC, the vast majority of whose funding comes 
from the UK licence fee payer and the bulk of whose services have traditionally 
only operated within the UK. 
 
In theory, many of these challenges can be resolved by use of geo-location 
software which ensure that content can be blocked to audiences outside the 
UK or that the same piece of content on a website can be viewed in a public 
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service environment in the UK and with commercial services added to it outside 
the UK. This is the principle that has underpinned bbc.com.  
 
It is imperative that, wherever possible, the BBC does not build two separate 
versions of similar propositions as this will undermine the whole organisation’s 
chances of being found by users in search engines and elsewhere, whether in 
the UK or outside. This is, of course, subject to fair trading requirements, and 
any such propositions need to be closely examined to ensure their compliance 
with these. 
 
In addition, it is vital that the BBC does not overlook its public purpose to build 
global value. The BBC also delivers free, public service content internationally, 
for example via the World Service, funded by grant-in-aid. These services also 
increasingly need to co-exist with BBC commercial services outside the UK. 
This again requires vigilance to ensure that the BBC brand is not undermined 
by confusing or competing offers to audiences, nor that fair trading and 
commercial policy rules are contravened. 

 
 
 
7.6 The service licence 
 

The sections above demonstrate the profound changes which are occurring in 
the online world, and the new opportunities which are opening up for the BBC 
to make a step change in the public value it delivers through its online 
activities.  
 
The strategies which the BBC has developed for the future of its online offering 
are designed to deliver the purposes in the current service licence better than it 
can do today. Any continuing governance framework needs to support the 
steps which the BBC needs to take to achieve this. The framework needs to 
balance the need to provide clarity about the BBC’s role and broad activities 
and hold the BBC to account for its performance against the need for sufficient 
flexibility to ensure that the BBC can move at the pace which the development 
of the new media world demands and which audiences expect. 
 
 

7.6.1 Some key principles for the governance framework 
 
The ongoing framework should, in management’s view, encapsulate a number 
of key principles, if it is to support the BBC’s delivery of its public purposes 
online: 

• It should continue to conceive of the remit of bbc.co.uk as contributing 
towards the delivery of all of the BBC’s public purposes, across all types of 
content. At a time when the benefits of media convergence mean that the 
BBC can bring its traditional strengths in television and radio together with 
the new possibilities of the web, it would be to miss a huge possibility to 
limit online activity to some subset of the BBC’s overall remit.  

• It should recognise that in future content needs to be produced in platform 
neutral ways in order to take advantage of the way PC, mobile and 
television devices are now converging. All platforms will rely, to a greater or 
lesser extent, on internet protocols and internet delivery, and it is important 
to recognise fully the nature and consequences of this convergence. The 
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regulatory framework should be as platform- and device-neutral as 
possible. Unnecessary distinctions and barriers between different means of 
distributing AV and other content – for example ‘fixed’ web, mobile, IPTV, 
streaming, downloading, podcasting – need to be broken down. If they are 
not, there is a danger that the BBC will be unable to stay relevant to the 
ways audiences consume content, in line with its obligation in the BBC 
Agreement to do all it reasonably can to make content of its public services 
available to audiences in a range of convenient ways which are available 
now or might be in the future.  

• It should recognise that the precise offerings provided will necessarily have 
to vary by platform, to reflect the different functionality and uses of each 
platform. 

• It should recognise that genre definitions do not match exactly to the 
individual purpose, in that the very nature of the web allows the BBC to take 
audiences deeper behind all types of content – from lifestyle into citizenship 
and entertainment into learning. The service licence should continue to be 
focused on the delivery of the public purposes, rather than to be too 
prescriptive about the types of genres which can deliver those purposes. 

• It should therefore in general give the BBC a clear mandate, around the 
delivery of the public purposes, but not be too prescriptive of the means. 
The means of delivering public value online are changing all the time, at a 
rapid rate. The techniques and tools of today can become overtaken or 
obsolete in very little time.  

• It should underpin the BBC’s duty to innovate. If the BBC cannot innovate 
without seeking separate approval to exploit each new opportunity, it will 
progressively fail to deliver what audiences want and expect of it. The duty 
to innovate constantly around the means of delivering the purposes should 
be reflected in the service licence, subject to proper consideration of the 
market context and potential impact. 

• It should recognise that to an increasing extent the BBC’s online activities 
are taking place outside the direct confines of ‘bbc.co.uk’ through 
syndication of content. It should make clear that the BBC must step outside 
its own portal and ensure that its content is available where, and in the 
format, in which its audiences want it, in line with agreed syndication 
policies and guidelines. 

• It should recognise that audiovisual content, including archive material, 
rather than being an additional element alongside freestanding ‘traditional’ 
web content, is a vital and central element of the online offering going 
forward. Artificial distinctions in the way in which the service licence 
considers different types of online content need, as far as is possible, to be 
broken down. 

 
 

7.6.2 How the current service licence might evolve 
 
In general, the BBC’s management considers that the current service licence 
embodies a number of these principles already, at least in terms of its overall 
intent. It includes references to some of the key attributes of Web 2.0 – such as 
the importance of user-generated content, the role of audiovisual content, 
content syndication and intelligent navigation and search. It also rightly focuses 
more on the delivery of the purposes than on specific activity in relation to 
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individual genres, recognising the flexible way in which the web allows the BBC 
to take people from one kind of content through to experiences which can 
deliver any one of the purposes.  
 
The current service licence therefore, in management’s view, broadly 
represents a satisfactory model for a future framework. The strategies which 
have been developed for the future are designed to deliver the purpose-driven 
requirements of the current service licence in better ways than have been 
possible before. 
 
There are, however, a few specific instances where management would seek 
amendments to ensure that the developments which are envisaged can indeed 
take place. These include a number around the increasing role of audiovisual 
content online, such as: 

• The ability to significantly increase the commission of audiovisual material 
for the web which is not intended for broadcast. 

• The development of comprehensive mobile expressions of the bbc.co.uk 
offering, including mobile access to audiovisual content. 

• The availability of locally-specific video content. 

• Generally, the breaking down of distinctions between different modes of 
audiovisual distribution – for example, streaming, vodcasting or 
downloading. 

 
At a more granular level, there are a number of more specific provisions of the 
current service licence, including how it interfaces with the provisions of other 
BBC service licences, which do not provide clarity in relation to known 
pressures and plans and which may need to be revisited. 
 
In an environment which will of necessity be fast moving and difficult to predict, 
careful thought will need to be given to how the BBC’s activities can continue to 
be properly focused on the delivery of public value through pursuit of the 
purposes, and held to account for how it does so, and a degree of certainty for 
others in the market as to the BBC’s ongoing strategic direction. 
 
There are obvious risks in such a fluid area of activity in relying too heavily on 
traditional regulation of inputs (such as budgets) or specific outputs (such as 
genre quotas), in a service licence intended to last several years. Careful 
consideration needs therefore to be given to more appropriate means of 
delivering sound governance of the BBC’s online activities, in the interests of 
licence fee payers and the wider market.  
 
The BBC’s management considers that there may be particular scope for 
developing new approaches in this area. These could include: 

• Finding ongoing ways of assessing bbc.co.uk’s delivery of the public 
purposes, and in particular any gaps which might be identified and for 
which online activity can play an important role in filling. 

• Developing key performance indicators around outcomes related to the 
pursuit of the public purposes. 

• Developing thinking further on how the RQIV framework should assess 
performance, including assessing success in displaying the public service 
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characteristics and distinctiveness, so that it is clearer whether the BBC is 
exhibiting these consistently over time. 

• Considering ways of providing more certainty for the market on an on-going 
basis – that is, not just at the level of the service licence, but in terms of 
more regular strategic information published by management, and 
processes of engagement with the wider industry. 

• Developing ongoing systems around incremental developments in the 
service, to ensure an adequate balancing of the relevant considerations – 
including public value, market context, distinctiveness and value for money. 
At one level, this could involve management undertaking an explicit and 
auditable process of ‘self-regulation’. Beyond that, where matters do come 
before the Trust, formal approval processes could be established in relation 
to matters which it would be inappropriate to subject to a full public value 
test. 

• Providing more clarity, outside the service licence framework, on the scope 
of particular areas of activity – for example, the Syndication Policy or the 
Trials Policy which have been agreed by the Trust. 

• Re-considering how the Statement of Programme Policy (SoPP) is framed 
in the case of bbc.co.uk. The different, more fluid nature of online services 
and the rapidly-evolving market might argue for a different balance between 
the content of the Service Licence and SoPP, than for linear broadcasting 
services whose medium/long term strategies are more constant. SoPPs 
could play a role in providing more explicit ‘self regulation’ by management 
in a form which is regularly updated and audited. 

 
 
 
7.7 Conclusions 
 

The BBC on the internet will one day simply embody the whole BBC. By 
making its internet offering rich, broad and deep, by sharing it freely and 
enabling others to do the same, weaving it into the wider web, and by 
exercising a remit to innovate and take risks with the flexibility to respond to an 
ever-changing technological environment, the BBC can offer and generate 
more value than ever before for its audiences and the wider industry.  
 
In a crowded, global medium, a distinctive UK voice has value both to UK 
audiences and those around the world, particularly where it can help others in 
the UK new media industry and community to grow in scale and stature. The 
diversity of the people, history and cultures of the UK can find new expression 
in the diversity which the internet encapsulates and the BBC should play a 
leading role in enabling that.  
 
The BBC World Service was described by the former UN Secretary-General, 
Kofi Annan, as Britain’s greatest gift to the world in the last century. The BBC’s 
activities on the internet could be its greatest gift to the world in this one. 
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Glossary 
 
360 
commissioning 

Commissioning content for use on web, mobile and other 
interactive platforms as part of programme together with (rather 
than as an addition to) commissioning for television and radio. 
 

aggregation *The process of combining multiple web feeds in a webpage or 
browser.  
 

API (Application 
Programming 
Interface) 
 

*A source code interface that allows other programs to make use 
of an application, or parts of its underlying code. By making APIs 
freely available, companies can ensure that compatible 
applications can be built more easily. 
 

blog (weblog) *A website containing chronological entries or posts by an 
individual or group. Posts may be diary entries or recommended 
links, or can be written to stimulate debate. Most blogs allow 
readers to respond to each post by rating and/or 
recommendations or comments.  
 

Bluetooth A free-to-use wireless connection for information exchange 
between devices, eg from a computer to a mobile phone. 
 

bookmarking A method of saving links to favourite web locations, either within 
the web browser itself, or by saving references within a webpage 
or blog. 
 

broadband High-speed internet connection. 

click-throughs A measure of how many times a particular link on a webpage has 
been clicked. 
 

commenting Commenting systems allow readers of a website or blog to leave 
messages in response to the content. The owner of the page has 
control over which comments are published. 
 

DAB (Digital 
Audio 
Broadcasting) 

A standard for digital radio. The BBC has been broadcasting on 
DAB since 1996. 

digital rights 
management 
(DRM) 
 

Method of ensuring that copyright digital content cannot be 
illegally copied or re-distributed, and can only be accessed 
during the period for which rights agreements are in place.  

codec A device or program that encodes and/or decodes a signal, for 
example converting an analogue signal into a digital one for 
transmission (and converting it back), or compressing a digital 
video file for streaming or videoconferencing. 
 

community 
(online / virtual 
community) 

*A group of people that communicate primarily via the internet 
(usually through messageboards or social networking sites) 
rather than face-to-face. 
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customisation *Changing a webpage to suit the user. The term 'customisation' 
rather than 'personalisation' implies that the user has direct and 
obvious control over the changes, eg. modifying the page layout, 
rating content, or opting to view (or not view) specific bits of 
information.  
 

deep link A web link that goes directly to a specific and relevant area within 
a website, rather than to the section page or the homepage. 
 

downloading Automatic copying of a file, such as an audio file or image, to the 
users' computer or mobile device. They can then use or play the 
file at a time convenient to them. 
 

embedded 
content 

Content from another website or organisation that is included 
seamlessly within the body of a website. 
 

embeddable video 
(embedded video) 

Video that users can ‘take’ and add to the body of their own 
pages or social sites for others to view, rather than having to link 
through to the original source.  
 
The term ‘embedded video’, sometimes used in the context, can 
also be used to distinguish a video player that is incorporated 
into the body of a webpage from one in a separate pop-up 
player. 
 

feed (data feed) *A mechanism for data users to receive updated data 
automatically without having to revisit the source. 
 

gaming Online game playing, generally used to refer to the playing of 
immersive games (eg. MMOs – see below). The term can also 
be used to describe game-like elements, such as user 
interactions or reward systems, when these are incorporated into 
other online applications. 
 

horizontal 
navigation 

Intuitive journeys through different, but related, parts of a 
website, following a theme or topic. [Note that the term is also 
used in HTML coding to describe a horizontal bar across a 
webpage containing links, but this is not the context used within 
this document.] 
 

internet *A worldwide series of interconnected computer networks that 
communicate using shared standards. The networks carry 
various information and services, such as electronic mail, online 
chat, file transfer, and the interlinked webpages and other 
resources of the World Wide Web.  
 

internet-enabled 
(IP-enabled) 

Term used to describe a device capable of connecting to the 
internet, whether through cables (eg. broadband or cable TV), or 
wirelessly (eg. over mobile networks or WiFi). 
 

IPTV (Internet 
Protocol 
Television) 
 

Television content delivered via the internet. 
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mashup *A web application that combines data and/or functionality from 
more than one source.  
 

massively 
multiplayer online 
game (MMOG / 
MMO) 
 

An online video game in which many users can play 
simultaneously. Players interact with one another as well as with 
the programmed elements of the game. 
 

messageboard 
(forum) 

A website or area of a site for holding discussions and posting 
user-generated content. 
 

micro-blogging *A form of blogging that allows users to write and publish very 
brief text updates (usually less than 200 characters), often 
viewable only by a restricted group chosen by the user. 
Messages can be submitted by a variety of means, including text 
messaging, instant messaging, email, MP3 or the web. 
 

microsite A sub-section of a website, devoted to a particular theme or 
topic. 
 

mobisode *A television episode specially made for viewing on a mobile 
telephone, PDA or other mobile device. Mobisodes are generally 
just a few minutes long. * 
 

multicast An online distribution method, particularly useful for large files 
such as video files as it is more efficient. 
 

Net Promoter A measurement of loyalty to a brand, product or service. The 
score is the net balance between those who would recommend 
the product to others and those who would not. 
 

on-demand Usually referring to audiovisual content, available to the user 
whenever convenient to them. 
 

online premiere A TV or radio programme made available online before its first 
linear broadcast. 
 

PDA (Personal 
Digital Assistant) 

A hand-help device, usually with diary and telephone functions, 
increasingly often also connected to the internet. 
 

peer-to-peer (P2P) An online distribution method that uses recipients' internet 
connections to act as servers, uploading and downloading 
content to other users. Far more efficient than broadcast 
distribution methods, it is commonly used for distributing large 
files, especially audiovisual content. 
 

personalisation *Changing the appearance or content of a webpage based on 
the interests of the user. 'Personalisation' is generally used when 
the changes are applied automatically based on users' actions, 
eg. based on items purchased or pages viewed. 'Customisation' 
is generally used when the user makes active selections about 
the appearance of the webpage. 
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podcast A subscription service whereby files, usually audio or video files, 
are downloaded automatically to the users' internet-enabled 
device for them to access at their convenience. For example, a 
user subscribing to The Archers podcast would automatically 
receive an audio file of the latest episode to their computer, 
mobile or PDA. See also vodcast. 
 

post A blog entry, or a comment left on a messageboard. 
 

rating The ability for users to recommend content or services online by 
giving these a score. Taken cumulatively, ratings can act as an 
effective filter of quality content or services, enabling the most 
popular to be found more easily. Rating is often an anonymous 
activity. 
 

recommendation Automated method of suggesting content likely to be of interest 
to a user based on their previous activities. Also, the ability for 
users to recommend content to other users. 
 

RSS (Really 
Simple 
Syndication) 

A method of delivering a text feed to a user. Different RSS feeds 
can be collated in a single place, often using an RSS reader or 
‘newsreader’ application, so the user can, for example, see 
headlines from all UK newspapers at a glance.  
 

screenreader Software that allows visually impaired users to access websites 
by ‘reading’ text aloud and using descriptions within the page 
code to explain other visual elements.  
 

short-form Audiovisual content other than full-length programmes. Short-
form content may be in the form of programme clips, 
compilations, highlights or specially created content. 
 

simulcast Simultaneous broadcast of a programme online and on air. 
 

social media Blanket term for many different types of participatory media, 
including messageboards, social networks, photo and video-
sharing sites, wikis and blogs. 
 

social network *Online meeting places for communities of people who share 
interests and activities. Common features of social networking 
sites include chat, messaging, email, video, file sharing, blogging 
and discussion groups. 
 

streaming Audiovisual content that is played ‘as live’ from the host servers, 
rather than being downloaded for viewing/listening at a later time. 
 

syndication Making BBC content available through third parties, either by 
licensing content to others to use, or as automatically updated 
feeds, such as RSS (see above). 
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TV-Anytime A set of metadata standards for describing television and radio 
programmes, used to support personal video recorders (PVRs) 
and similar services. 
  

USB (Universal 
Serial Bus) 
 

Standard computer connection socket, now commonly used in a 
wide range of computer devices. 

user-generated 
content / UGC 

*Content that is contributed by users to a website or programme. 
This may be text, images, audio or video and can be submitted in 
a wide range of ways, eg. via text message, email, online forms, 
upload applications, messageboards or commenting systems. 
 

viral marketing Marketing activity that is carried out by users themselves in a 
self-replicating way. This may be by users forwarding on 
something they find fun or engaging, or sharing a link with their 
friends via blogs or social networking sites. 
 

virtual world A computer-based simulated environment intended for its users 
to inhabit and interact via avatars. Virtual worlds may allow for 
multiple users and may include gaming elements. 
 

vodcast Term sometimes used for a video podcast. 
 

WAP (Wireless 
Application 
Protocol) 

An open international standard for applications that use wireless 
communication, enabling access to the Internet from a mobile 
phone or PDA. 
 

web (world wide 
web) 

A system of interlinked hypertext documents accessed via the 
internet through a web browser. Note that 'the web' is not 
synonymous with 'the internet' as the latter also includes other 
communication services such as email and messaging. 
 

web 2.0 Term used as a short-hand to describe the ‘new phase’ of the 
World Wide Web. Its meaning often depends on context but 
generally refers to the proliferation of social media, audiovisual 
content and increased interactivity on the web, or developments 
relating to these. 
 

widget *A portable chunk of code that can be installed and executed 
within any separate HTML-based webpage. 
 

WiFi An open standard for wireless access to the internet.  
 

wiki A collaborative website that allows many different users to create 
or edit content, the most well-known example being Wikipedia. 
 

 
 


