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We reach 97% of the UK

Who spend on average almost 19 hours @
week with the BBCB|g

And BBC contentis chosen 185 million

times a day
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And really complex

Masterbrand
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=y Ittook 75 years for the telephone to connect 50 million people
@ It tookradio 38 years to reach 50 millionlisteners
ga  Ittook TV 13 years to reach 50 million viewers

T Ittook the internet 4 years to reach 50 million users

iIPod reached 50 millionusers in 3 years

Angry Birds Space app hit 50 million downloads in 35 days
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Calais Migrants: What's it like in the "Jungle"? (360 video) BBC News
by BBC News

2 months ago * 32,934 views

Stand at the roadside as migrants cut their way into lorries. Explore the Calais
*Jungle® migrant camp and join migrants cooking ...

HD 360°

Calais: Migrant climbs into lorry (360 video) - BBC News

by BBC News

S5 months ago * 14,888 views

BBC News filmed in 360 as migrants in Calais stopped a lorry and climbed into it.
Keep your eye on the blue lorry. Down the bank ...

HD 360°

Seeking Home: Life inside the Calais Migrant Camp 360 Video

by AP Digital Products
3 weeks ago * 11,004 views

This 360-degree, virtual reality video documents the camp in northern France where
migrants and refugees hope to make it ...

4K  360°
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Strictly Pros perform 360 degree dance to Rihanna's Only Girl in The World -
Strictly 2015




There’s no business like blow business

NARGOS

A NETFLIX ORIGINAL SERIES




We see our challenge as finding ways to
make sense of all of this. To communicate

It and to use it to Inspire and shape what
we do.






Audience

research
Audience
Oufreach P|Clﬂﬂlﬂg
Shows &
Tours
Audience
Services

Digital
Analytics



Who we work with

Channel Controllers

Product Leads & Developers
Commissioners
Development Teams
Schedulers

Executive Producers
Marketing

Directors of Division
Strategy teams

Content-makers
Research and Development ]




Typical guestions...

How are non traditional
competitors affecting media
behaviour?

What audiences should we
target with our marketing?







BUt it's not just about the DIQ NUMIDETS...







Doing the actual research and planning work
s just half the challenge

o Gf“ﬁ"."?',’ Gotewsy @ Pecple @

audiencesportal

You are here > Home

Home

IV Overnights Search by programme, BBC website or keyword |
Live

NESIITME PN | atest research

TV Pulse

BBC iPlayer: The
low-down on
downloads

Top TV Programmes

Services

An in-depth look at downloads on
BBC iPlayer across all devices

Find out more

owt J(ITY,

sh How do audiences use
BBC iPlayer?

Research Articles

Audien: edback

Market Trend Data

act us

Global News
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Audiences homepage | Contacts | Last updated: 31/03/2014

Gateway homepage | Search | Gateway A-Z | Help




Key Moments
and Continual Influence
£ - \, |



We do need to do something significant due
to the size of the opportunity ...

We would need to

reach an extra
350,000

16-34 MALES = 66% womencged 16-34
every week to bring Secloiyd 725k
our reach in-line with

their male
counterparts 640k
- 52 " *1%pt increase = 80k 560k
ONLINE e
462k




A non-traditional approach

INSIGHT &
ANALYSIS

AUDIENCE PERCEPTIONS DIGITALNEEDS DIGITAL GENRE
OF BBC ONLINE ETHNOGRAPHY & QUANT SEMIOTICS MARKET TRENDS

Bringing ‘the B
D —

Digital Content Forms

EXPERT INTERVIEWS & TOUCHPOINTS, BARB,
MARKETSIZING & CODES OF DIGITAL SEMIOTICS OF FEMALE  DAX, NEWSWHIP, CMI
BEHAVIOURAL ANALYSIS ENGAGEMENT SEMIOTICS EDITORIAL TRENDS

BBC: Digital Engagement N A
Ny /




A non-traditional approach

INSIGHT &
ANALYSIS

A study of digital ‘genres’ revealed content’s emotional role:
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The way women are portrayed in society is changing

Compiexty & Personal Touch

From: To:

unequal/ 5 equal/
passive assertive

demure —> authentic

superficial —> substantial ———— ——— — -
Tradifional, — Individual, —
conformist self-defined T\ o ATs
roles roles \
—




Moving intfo action

INSIGHT & CREATIVE
ANALYSIS BRIEFS

How the briefs stack up against these ‘gaps™

From this we've set 4 creative challenges
Genre /
Brief: Remog. Needs Behaviour format

Active & fulfilling

Self-tracking.
lives E'Tmp::’; services with Heglth, culture
v . : : :
Eers Brief I: Brief 2: Brief 3: Brief 4
Immediate, P . . i .
. . Y - . N N C dy, o Vi way )
The lighter side cfounge: . FRelaxstmuote  vauol shor r:g)éy Little stories aboutme Feeling your way Personal ngt just The future is emale
i o personalised
[ 0~
Rhvthm & mood Older, C2DE Relax, stimulate, Morning Format, tone, Vet Knd GiDog Are Your ’
Y — reassure occasion talent - ) N
i ——— et Great m Baka Off
Connec) Co—cie;lﬂon, Culture, N
Do make share Younger, C2DE eyt sharing, comedy,
participation format 1t's Friday night...what
Participation, are your plans? ~
Connect N Culture,
Me we us VELTED empower sh;:r;g{,'ozo- review, ione

{ s e s carare



With money!

INSIGHT & CREATIVE Online
ANALYSIS BRIEFS Challenge

./l

Creators from across the BBC worked with CANOE insights...



Testing and evolution ....

INSIGHT &

CREATIVE
ANALYSIS

BRIEFS

WHOWILLY
UR CONCEPT?
WHAT WILLTHEY DO
WITH YOUR - - R p——
concesT?

WHERE WILL THEY s

GO AFTER? A . N
WHEN WILL THEY
COMEBACKY

CONNECTED
STUDIO

CONCEPT
TESTING &
FUNDING

SEGMENT |B8
Cross-sectional [ieady
comparison of all
people divided

by some attribute 5.4
(age, gender, etc.).

A/BTEST

Changing one
thing (e.g., color)
and measuring the

result (e.g., revenue).

COHORT

Comparison of
similar groups
along a timeline.

WSS MULTIVARIATE
= ANALYSIS

Changing several

= 4| things at once to

1 see which correlates
with a result.
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Digital behaviours and future formats

What should BBC television
look like in the future?

A
e N

What willwe

make?
(the content
strateqy)

N\ /
g

Series of experimental ‘pilots’

How will we

work?e
(the ‘operating
model’)

We re-framed this question...

“Whatis the BBC

going to be best in
the world afin 10
years' timee”

//

digital video-based storyteling participation



What did we come up with, and what did it do?

6 x ‘video + digital behaviours’ formats
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micro video Short-form video

D w w,

Consuming
media on-
demand

Publishing,
distributing &
endorsing

Communicating
frequently

. Interacting, .
Documenting S Personalising _
. participating . : N )
experience . & curating . - i
& playing - ¢
CER P«
B
reactive video
Behaviour Total UK pop. Demog. skew Growth momentum Relevance Robustnesg
Consuming on Demand ? ? ? ? ?
Text 85% [universal flat 8 8
Audio 20%|16-24 growing 8 8
Video 37%|16-44 growing fast (16-24) 8 8
Communicating frequently 72%*|16-44 growing fast 9 6
Publishi distributing dorsing 68% [16-44 (female) growing 9 8
Documenting experience 48%[16-54 growing fast 5 5
Interacting, participating & playing 44% (16-64 (25% of 55-64s) |growing 5 5
Personalising & curating 59%*|16-54 growing (faster amongst older) 4 3




The brief that TV ‘pilots’ are working with:

Project KING digital experiment brief "bingo card"

v. brief description
of Audiences

16-20

male

female

21-34
with children

35-44

no children no children

male female male female | male

with children
female male

45-54+
no children with children
female male female

female} male

Genres

v. focussed (e.g. astronomy)

v. broad (e.g. food)

blended (e.g. comedy meets science)

Digital Behaviours

endorsing

frequently curating

participating & playing

Examples of what | Super short / Micro video for Fast Turnaround . Immersive 360 Interactive
o . . Curated UGC Video . . Short Form
we can make SMS or SM distribution Video Production Video Video
publishing, distributing, communicating personalising and interacting, documenting and

creating

Digital 'genres'

Cute Win

Fail

LOL OMG / WTF Moving

Interesting /

Life-hack (learning) watercooler

Also important to
think about...

can this approach/format
work in other genres?2

can this approach/format
work for other audiences?

can we re-use this format?

15-Nov-15




re 2016



~ Reinforce OF recalibrate the nation’s experience of and relationshiP with
akespeare-

new and differ ays with ghakespeare creating an
armly attribute O the BBC.

acy that audiences W

Audiences engage in ent W

empowerng leg

T‘h BBCS N
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Why: Th
: Through pleasure

and comes reassessment .

reinvention , revelation

|

How: R .
e-energised and unmediated i
Shakespeare immersions in

Bow s
BENE | Marttng & Ausences




Learning’s draft strategy for Shakespeare 2016

Make Shakespeare Irresistible

Iriggering new, happy associations with Shakespeare that continue to resonate in

people’s minds and create confidence to explore further.

Audiences engage in new and different ways with Shakespeare, creating an
empowering legacy that audiences warmly attribute to the BBC.
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BRITISH
BOLD
CREATIVE
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Qur north stars

Universal human needs will continue to drive behaviour

\A\ﬁ We are inherently social
> We look for ways to put structure in our lives

\/ We look for pleasure and usually see media as a leisure activity

/ We meet these needs in the easiest way to get what we want



Thanks
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