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Initial Audience Council engagement has taken the form of structured group 
discussions with younger audience members based in Glasgow and the West of 
Scotland. Members of the Council also consulted their own informal networks. This 
report combines feedback and discussion from these sources. Further engagement 
will take place later this year in the light of the provisional conclusions reached by the 
Trust.  

The proposal is for the closure of BBC Three as a broadcast channel in the autumn 
of 2015 and its re-invention as an online-only offer; the evolution of BBC iPlayer from 
primarily a catch-up service to one that also offers online-first BBC content and 
selected third-party content; the launch of a +1 channel for BBC One; extended 
hours for CBBC; and increased investment in drama on BBC One. 

BBC THREE PROPOSAL 

Live viewing v OD 
 
There is a degree of polarity: “we watch BBC three via iPlayer in our house” … “I 
regularly watch BBC Three live especially from 7.00pm to 9.00pm”. But the young 
people we spoke to watch mostly or entirely via on-demand (“I never watch anything 
live”). “I watch the episodes of serials together on i-Player so I don’t have to wait to 
find out what happens”. Others feel they can’t do this because they can’t avoid 
‘spoilers’ on Facebook.  
 
Another factor in favour of live viewing is that Twitter interaction was only possible 
where there is simultaneous viewing: this would be lost with an online channel. 
 
Others spoke up for the value of linear channels for a number of reasons: picture 
quality; the serendipity element of finding something surprising that they like; the 
greater flexibility that the two sources gives for planning viewing round other 
activities. This group said they were unlikely to watch THREE online unless 
something different was being added. “When viewing on-demand you’re searching 
for specific programmes to watch. Otherwise there’s much easier access on TV.” 
 
Discussing viewing behaviours on different platforms with younger members of the 
audience, it became clear that the behaviours associated with live TV viewing would 
not necessarily transfer over to an online channel. “Will people go online to look for 
new programmes? I’m not sure how that would happen, I think that’s unlikely.”  
 
The competition 
 



Some saw the advantage online delivery would give the channel to compete with 
Netflix, You Tube etc although some wondered whether short-form formats would 
actually make them tune in. A distinction was drawn between ‘delivery’ services like 
Netflix, and ‘curated’ services like BBC THREE which aimed to offer a 
comprehensive service based on the BBC’s public service remit to meet the needs of 
a particular audience segment.  
 
After discussion, younger audience members tended to conclude that the success of 
an online service would depend on how compelling the content was to people like 
them, and whether it could be easily accessed.   
 
Connectivity 
 
Problems with connectivity/viewing behaviour did surface. Some complained of 
buffering, noting that the viewing quality varied depending on the quality of the wi-fi 
connection. “When watching content on i-Player it can lag behind, it buffers regularly”.  
“If you’re going to put the stuff online, you need good broadband speeds to be able 
to watch it… and not everyone has the technology, the connectivity, to watch online”. 
 
Downloading content to watch it at a later time did not appear to be a popular option.  
Another problem with online viewing was that it was harder to watch in groups in a 
range of contexts, or as a family (“Me and my sister like to watch Russell Howard 
together… it wouldn’t be the same”).   
 
However most people acknowledged that formats and technology are constantly 
developing and improving, and that the online channel format may itself be only a 
transitional phase.    
 
Equipment    
 
It was felt quite strongly, however, that the BBC should avoid putting people in the 
position where they had to acquire new equipment or devices to continue enjoying 
services which they consumed. Licence payers who are unable to, or chose not to 
be online will be excluded from those elements of the channel not available by other 
means. 
 
Content  
 
There is very high awareness of a small group of iconic programmes – American 
Dad/Family Guy/Russell Howard were “appointment to view”. Among younger 
audience members to whom the proposal had just been explained, there was 
immediate alarm about possible loss of access to favourite programmes: “will I be 
able to watch Family Guy and American Dad on THREE online?” Some concern was 
expressed about whether the BBC would be able to carry these programmes in an 
online-only service.  
 
But other output, particularly factual programmes like Don’t Tell the Bride, Blood 
Sweat and T-shirts or An Idiot’s Guide to Politics. There is widespread appreciation 
among all audience groups that such content deals sensitively with issues of 



importance to the channel’s target audience, combining information and 
entertainment in the classic Reithian manner.  
 
There was positive comment on the 60-seconds news which was valued for its 
conciseness. “It’s snappy, it’s like Newsbeat on telly”. “It hits the mark, you get the 
headlines and if I hear something I’m interested in I go online to find out more 
information for myself”.  There was some spontaneous negative comment from 
younger audience members on the quality and depth of 60-seconds news. “It’s more 
like entertainment news”.   “You don’t tune in to BBC THREE for news”.  
 
The news did not however appear to be viewed as an integral part of the channel, 
rather as a time-efficient tool for keeping abreast of the main talking points in current 
affairs.  “I would scroll past it on my Facebook news feed but watch it on TV.” “60 
second news is useful as a tool – doesn’t matter where it is.” 
 
Carriage of BBC THREE content on ONE and TWO 
 
There was some comment that BBC THREE content would not sit easily on BBC 
ONE or TWO and could interfere with the strategies and identities of those channels, 
or – conversely -  that the content would be trimmed to suit those strategies and/or 
identities. It was questioned, however, whether the other channels would be willing 
to ‘take up the slack’ and, if so, how younger audiences would find the content. 
Would it be desirable to create a special slot in the schedule say late on Fridays or 
Saturdays specifically designed to attract the BBC THREE audience? 
 
The creative opportunity 
 
There was definite interest among younger audience members in the potential a new 
channel would offer for the creation of new material, and the opportunity for young 
talent in the creative industries to get involved. There was also a feeling that the 
nature of the new service would allow it to be closer to its audience, and to what they 
want from the BBC.  
 
Overall reaction 
 
Overall, younger viewers valued the content but with the exception of a small 
number of comedy programmes did not find it compelling. “THREE content is second 
grade really, fine while you’re waiting for something else. It’s stuff like the big UK 
dramas that people really want. Some programmes are a bit compelling, like Family 
Guy, American Dad, Russell Howard, the others are not compelling. Maybe the new 
idea could be more compelling.” 
 
Pressed to say how they would react as viewers if the channel moved online, most 
said that if pushed, they’d look online – “but in the long run the quality of the content 
would decide, it would be the same if we were talking about E4.” 
 
“Online and on-demand is the future.”  
 
During discussions with younger audience members, opinion tended to drift in favour 
of the proposal as the possibilities of a new type of content suited to the digital age 



became clearer. “Actually it could be a good move for BBC THREE to go online – it’s 
a move into the digital era, as long as they understand that online, different types of 
content and formats would definitely be needed.” “It would be cool to see original 
content that works online – a great opportunity”.  “If you’re going to make an online 
channel, BBC Three is the one to do it with.” 
 
Among the target audience, the move is perceived as a “downgrade” perhaps 
indicating that  this section of the audience is not a priority for the BBC. Many 
commented that the proposal gave the impression that “younger audiences are 
being attacked or marginalised” by the BBC.  
 
Audience Council overview 
 
Council members believed that the target audience was, in the main, “fairly relaxed” 
about the proposal. It was felt that most in the age group watched online anyway, 
and that few considered THREE as their favourite channel: if it didn’t change, they 
might watch it less, but there was an opportunity to try to create something closer to 
their needs and better able to compete with rival offerings. An online channel would 
not have the constraints of conventional linear television, and would offer producers 
greater scope for innovation and creativity.  
 
Members noted that in the most recent Communications Market report for Scotland 
Ofcom data shows that broadband take-up is now in line with the UK average. 
Smartphone take-up is higher but tablet take-up lower than the UK average. Eight in 
ten households in Scotland (81%) had access to the internet at Q1 2014 via 
broadband, mobile phone or narrowband, in line with the UK average of 81%. 
However many households in rural areas and some in urban areas could access the 
internet but did not have the broadband speeds Ofcom consider likely to support 
acceptable connectivity.  
 
This chimes with the feedback from many respondents noted above and elsewhere 
about connectivity issues. Members stressed that, in their view, connectivity issues 
“would not go away” and that this was an issue in urban as well as rural areas.  It 
was a key issue in relation to the BBC THREE proposal because meeting the needs 
of younger audiences would be important for the long term future of the BBC.  
 
Members recognised that a process of digitisation and convergence is under way in 
the media, and that this will continue. The current proposal makes sense if seen as a 
stage in this process. The question is when was the optimal moment for the BBC to 
make this kind of move. Some members felt this move might be a little too soon. But 
it is not simply a question of distribution, as provision of a new kind of content is a 
key element in the proposal. 
 
There is clearly a risk of a degree of audience loss. This needs to be balanced 
against the opportunity gained by the BBC (a) to experiment with a new kind of 
content and (b) to engage a greater number of younger people with a more 
innovative, contemporary offer; one which has the potential to grow further as  
technological developments continue to unfold.  However, it might be more cautious 
to retain the linear offering while developing the digital one for a transitional period at 
least.  



 
Opt-outs 
 
Members noted that the proposed BBC ONE +1 version would be the UK version 
and would not carry opt-outs. This would mean that the benefits of an additional 
“opportunity to view” would apply in the case of network content but not to opt out 
content for Scotland. Big Scottish audience shows which were not networked, like 
Still Game, would be disadvantaged. On the other hand, network programmes which 
would otherwise be displaced by opts will be more readily available. 
 
BBC ONE +1 
 
There were two schools of thought on this proposal. One – usually those who 
already view predominantly online - felt neutral on the grounds that all the content 
was available online anyway. What was the purpose of using up spectrum if it was all 
available online anyway?  “It’s not a long term strategy… a whole channel for quite a 
small benefit… is it really value for money?” 
 
For some, watching on a +1 channel wasn’t a more attractive alternative too 
watching online. “I wouldn’t watch a +1 channel.  I would go to iPlayer and watch it – 
you can start watching a programme 10 minutes after it has started on the iPlayer, 
you don’t need to wait an hour”.  
 
The other group – usually those who currently consume significant amounts of live 
television – saw it as beneficial. “I watch +1 channels quite a lot”… “My parents 
would value this”. “Other channels do this … it’s a good idea”. “It’ll help solve the X-
Factor/Strictly dilemma – you could watch one then the other, so this would be 
helpful”. 
 
CBBC 
 
Some welcomed this proposal: “8 – 12 year olds don’t go to bed at 7pm – great idea”. 
One respondent who did a lot of baby-sitting noted that there was “nothing much on 
for the younger ones at that time so this would be helpful to keep them quiet”.  
 
But overall, there was little support. Some parents of younger children used the 
closure of CBBC as a signal for bed, and the proposal did not prove popular with this 
group. Many parents of young children felt ambivalent about the extension to 9pm, 
though they acknowledged that some young children do watch television at that time 
and so there was a case for providing an alternative from the BBC. Others felt that 
provision for this group at that time of the day was not a public service priority: “I 
don’t think the BBC should be encouraging children to watch more TV.  They watch 
lots of TV.  They should be doing something different from 7pm – 9pm.” 
 
There were differing views on what constituted an appropriate bed-time for younger 
children, and clearly some variation in practice.   “No-one that age goes to bed at 
seven”. It was felt that Primary 6 was about the limit for the CBBC audience. There 
was a gap in provision for 12-16 year olds and perhaps there was an opportunity to 
use the time available after 7pm to put on “something older and cooler” (“maybe use 
it to put out some of the better archive stuff like Demon Headmaster or Raven”).  



 
Alternatively, perhaps the online channel could provide something for them and they 
would be easier to reach by that route: “the new format THREE could really appeal 
to the 12-16 group who are online a lot and maybe it could target them and fill that 
gap”.  
 
DRAMA 
 
There was some support for the investment in drama – US drama was widely seen 
as effective competition for the BBC. If there was to be further investment in drama, 
the predominant feeling among younger members of the audience was that the BBC 
should prioritise family or contemporary drama, not crime or period drama – “there’s 
enough of that already”. Some felt drama was not a priority. “Drama doesn’t look like 
it’s underfunded and needs more money.  More money is needed for comedy.” With 
this audience group, comedy is a high priority. 
 
Alternatives 
It was suggested that daytime content was of little public value and the service could 
be withdrawn or substituted by the News channel or another suitable service.  
 
The Council has pointed to areas where NCA in Scotland could benefit from 
increased resourcing. As the needs of the Scottish audience have grown in recent 
years as public policy differentiates, the resources for BBC Scotland have diminished. 
The Council suggests that some of the money saved be redirected to NCA in BBC 
Scotland so that more original journalism could be undertaken.  
 
OTHER ISSUES 

 

“If BBC THREE goes online why pay the licence fee?  You can view content online 

without a licence fee.” “The BBC would be giving people a legal platform to watch 

BBC THREE content for nothing.” 

 

COUNCIL CONCLUSION 

 

 The Council recognises that in the long term the BBC will need to find new, more 

cost-effective ways to deliver its public purposes to key audience groups and that 

it needs to do so in the context of a converged media environment. It may be 

advantageous to achieve these two objectives simultaneously, however it will 

require a bold step change in format and delivery. 

 

 Younger audiences are a key audience group and as future consumers, are 

arguably more important to the BBC than many other audience groups. 

Consumption among this group is changing rapidly and there is a clear case for 

developing a new service to match their media habits and tastes.  

 



 Members feel that this proposal can achieve a step change in services for that 

key younger audiences group, strengthening public service delivery for that group 

and strengthening and future-proofing the BBC’s relationship with them.   

 

 The Council therefore feels that the ambition of this proposal is appropriate, but 

only if the main outcome of what is a diverse set of proposals is to strengthen the 

BBC’s commitment to and services for younger audiences. Engagement with 

younger audiences suggests that, on reflection, they understand the logic behind 

the proposal. But to succeed, the new service must find imaginative, compelling 

ways of delivering the BBC’s public services for contemporary younger audiences.  

 

 However in the light of the widespread connectivity issues, the Council suggests 

that the Trust consider whether the new service should run alongside the current 

linear one until it is clear that these issues have been adequately addressed 

across the UK. 

 

 Other elements of the proposal are more problematic and appear less strategic in 

intent. Perhaps they could be more focussed on delivering the key objective of 

strengthening services for younger audiences. Extra cash for drama production, 

for instance, could be directed at fictional formats for younger audiences.  
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