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1. What’s the service or offering? What’s its role in BBC Online? 

The BBC has hundreds of thousands of hours of content in national, regional and local news archives. Much remains entirely inaccessible; 

warehoused in a variety of formats across many locations, it includes video and audio content, scripts and a range of other material. This is one 

of the BBC’s greatest, largely untapped assets. Our ambition is to make this content publicly available, using it to deepen our audiences’ 

experience of the BBC content that interests them. We want to build digital products and services that enable audience exploration of the 

news archive as an ever-growing online experience. 

2. Who’s the audience?  

We know that audiences enjoy news content where it helps them to understand the wider world, and their place within it. Recent academic 

research into the news market came up with four hypotheses to explain how/why audiences consume news: to help them define who they are; 

to help them understand the world and take action within it; to understand themselves in relation to others and to feel part of a particular 

group; and to understand the world through an emotional connection with other people. We anticipate that the audience for archive is defined 

more by a shared sense of curiosity than by a given demographic. These are people who enjoy discovery and challenge, who ask questions of 

the world and want to understand the who, what, when, where and why of the stories that grab their attention. 

3. What challenge are we solving – and how will it benefit the audience? 

How do we turn the BBC news and current affairs content of yesterday into a compelling audience offer for today? The archive is as much 

about last week as about the events of previous decades, and spans a vast range of topics. We believe there is the potential for everyone to find 

something of real relevance to their lives and interests, but the idea of searching an ‘archive’, with its old, dusty connotations, is not an enticing 

starting point for people who have a dynamic digital world at their disposal. This is where we need your help. We want you to consider how 

we can use smart tech and great editorial to surface news archive content in the most engaging and fascinating ways. Within the BBC’s existing 

product portfolio, news archive content fits most obviously with the News product, so we’ll focus there first (there may also be opportunities 

within other products, such as Knowledge and Learning or TV & iPlayer, to be explored at a later date.). The “shareability” of the archive is also 

very important at this first stage. We want to captivate people who go elsewhere for content and engage them wherever they spend most of 

their time online, whether on YouTube, Facebook, Twitter, etc. 

3. What we’ve done to try to solve this challenge: 

The BBC has a track record of successful re-use of archive material, re-purposing and incorporating it into new content propositions. For 

several years it has been interested in the potential of its unrivalled archive as a source of content for new forms of digital public service 

storytelling. There have been experiments, such as the Creative Archive project, but we have never attempted anything of this ambition before. 

We are looking at this Connected Studio to kickstart the process of fulfilling the promise of “open archive” for all our audiences. 

4. Creative ‘ways in’ to this challenge:  

1. The bigger picture 

If you were a content maker or journalist with access to a digitised news archive, how would you want to present it? In what ways could we 

use archive content to give audiences a more complete view of the story? 

2. An invisible line 

Everything that happens today is connected to previous events, and to people who may have made the news at some point in the past. What 

digital approach can we offer to present that news from the past in a way that connects to now? 

3. Know thyself 

How can the BBC’s view of past events help someone understand where they’re from? What can someone learn about a culture or sub-

cultures? You might ask ‘What were people in my local area doing 50 years ago? What was happening in the world when I was a kid?’ 

Thinking about location, culture, interests, music, scenes - how can we deliver archive content so that it ‘contextualises life’? 

4. Serendipity 

We don’t necessarily know what we’re interested in until we start looking around, following unanticipated links or connections, and enjoying 

the unexpected along the way. How could we feed this rich content into those places where people search and share? 

5. Memory lane 

We know that nostalgia drives discovery. It starts with a photograph, or one of those ‘do you remember….’ conversations. How could we tap 

into memories and help audiences to renew or build their own version of how it used to be? 

5. Considerations 

Teams are encouraged to find complementary opportunities for surfacing news archive content within the structure of existing BBC products, 

e.g. News Online. You should also consider the BBC’s GEL principles (http://www.bbc.co.uk/gel and find out more at the event). 

 

So that experiences can work with existing News metadata, please design propositions and user experiences with the Storyline data model in 

mind. Storyline was developed by news industry data practitioners to represent the way News content (including articles, images, video, 

shorttext etc.) is curated using structured linked data. So, rather than using the classic “articles arranged in indexes”, we use news stories 

framed by Storylines, Events, and Topics (topics are made up of People, Places, Organisations and News Themes). We’re looking for UX 

“devices” that work with Storyline, that we could surface in the BBC News product to drive audiences to discover archive content. Come 

along to the briefing to learn more about Storyline. 

 

This event will take place simultaneously in Belfast and London. In advance, we’ll share a sample of archive content so that teams can use these 

assets at the event. Successful teams will be invited to a second stage to further develop their user experience and proposition, up to 10 of 

which will then go into audience testing. Finally, we aim to include the most successful UX devices in a public prototype in spring 2014.  
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