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New media is becoming more and more significant in 
people’s lives

• During the last decade TV viewing in the UK 
has remained flat at around 26 hours per week

• But this hides a significant change
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Those born before the 80s have similar viewing 
patterns

10

12

14

16

18

20

22

24

26

10 11 12 13 14 15 16 17 18 19 20 21 22 23 24 25 26 27 28 29 30 31 32 33

Source: Digital Homes Project analysis of  BARB data, 1995 Q4 to 2002 Q4

Age

(hours per week) Born in the
1960s &
1970s

TV Consumption as viewers age

4

…those born in 1985 watch an hour less TV…
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…but people born in 1989 watch 3 hours less TV
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As a result, patterns of behaviour are changing 
rapidly…

Source: MORI
Note: All adults 

2.1m

8.4m

2001
General 
Election

2005
General
Election

The number of adults following the Election with news online has
quadrupled in just four years:

London bombings
• 116m page impressions
• 8m requests for content
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And so do the other digital services, by making content 
available, …

7 day catch-up

Open archive

Ubiquitous BBC
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…making it easy to find…

Navigation

Electronic Programme Guides

Search BBC 
content

Increase 
relevance

Partnerships
& payments
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… and helping people play a part in their media and 
interact more

User engagement
and content

Participation

Creative
archive

Music For All Sport Action

Action Network
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The BBC’s wide range of election coverage sought to 
appeal to all audiences
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This is what we aim to do

• Provide trusted, independent and impartial news and 
information for everyone, with a strong commitment to 
context-setting and analysis, to allow citizens to 
formulate their own opinions and exercise their votes.

• Reach all kinds of people in the UK with news and 
analysis that speaks their language.

• Commit to independent and strong investigative 
journalism.

• Play a unique role in supporting the democratic process.
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How do we know we are succeeding?

• The performance measurement system has shifted from 
measuring inputs and consumption, to include measures 
of outcomes too
– Reach
– Quality
– Impact
– Value

• These drivers of public value will underpin the BBC’s 
new purpose remits and service licences

• The hardest of these to asses is Impact



7

13

To assess delivery of this purpose, we look at impact 
on audiences in four areas

1. Knowledge / awareness
– Eg, knowledge of a Government policy

2. Curiosity
– Eg, interest to learn more about it

3. Discussion
– Eg, talking to friends about it

4. Participation / active engagement
– Eg, writing to MP about the issue
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We took a “perceived causality” approach over the 
past 12m

• We used omnibus surveys for the research waves for the 
Burns Seminar Report and the General Election

• We used the “event” nature of General Election to test 
usefulness of “pre” and “post” waves

• We included comparative questions (vs. other 
broadcasters) in the General Election survey

• We are also using our regular GFK “Pulse” programme 
appreciation survey
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The approach employed an omnibus and re-contact 
survey

• Variant of pre- and post- study
• 2,000 respondents, representative of UK
• 1,000 were re-contacted between 6-16 May (unaware 

that this would happen)
• Information captured included claimed consumption, 

perceptions of coverage, voting pattern, level of 
knowledge, active engagement
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The vast majority say the BBC helps them to be better 
informed about current events

Watching, listening (or reading) news and current affairs from the BBC enables me 
to become better informed about current events and issues facing the country
(%)
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Base: All post (1,035)
Source: MORI General Election survey for the BBC, 6-16 May 2005

• Disagreement driven more by attitude than by 
demographic

• Although slight skew towards older and more 
downmarket respondents 
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In this the BBC has a significant lead over its 
commercial competitors
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Watching, listening (or reading) news and current affairs from the BBC [ITV/ Sky 
News] enables me to become better informed about current events and issues 
facing the country
(%)

Base: All post (1,035)
Source: MORI General Election survey for the BBC, 6-16 May 2005
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In its entirety, BBC journalism had a very positive 
impact on our audiences

KNOWLEDGE: I keep well informed 
about the things I care about

% Agree

CURIOSITY: I take more of an interest 
in news, events & current affairs

DISCUSSION: I am more likely to talk to 
friends or family about current news & 
events

CURIOSITY: I have become more 
interested in finding out more about 
the issues facing the country

% Disagree

KNOWLEDGE: I feel better able to 
make up my mind on controversial 
issues

Base: All who had any contact with BBC’s election coverage (897)
Source: MORI General Election survey for the BBC, 7-11 Apr & 6-16 May 2005

As a result of watching, listening or reading BBC news during the election 
campaign...
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Conclusion

• Audience behaviour is changing fast and broadcasters must offer 
content on all platforms and media to maintain reach and relevance

• News is crucial but genres are merging and content offer as a whole 
influences impact of information

• New internet-based interactive tools have potential although it will 
take time before users get the best value out of them 

• Improved performance measurement delivers both accountability 
and insight. The BBC has moved from measuring inputs and outputs
only to evaluating impact
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To be able to build democratic value, the BBC’s 
journalism must REACH large numbers

• The proportion of the population who consumed some 
BBC General Election coverage was

85%

Base: All post (1,035)
Source: MORI General Election survey for the BBC, 6-16 May 2005
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QUALITY – the majority named a BBC TV channel as 
having the best coverage

BBC1, 
54%ITV, 

17%

C4, 5%
Five, 
1% DK, 

8%Sky 
News, 

6%

BBC2, 
6%

BBC 
N24, 
3%

Any TV Channel

Base: All who watched more than one station (754); watched a news channel (433)
Source: MORI General Election survey for the BBC, 7-11 Apr & 6-16 May 2005

Which ONE TV channel’s overall General Election coverage was best?
(%)

BBC 
N24, 
51%

DK, 
18%

Sky 
News, 
24%

ITV 
News, 

7%

24-Hour News TV Channel
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The majority also named a BBC radio station or the 
website as best for coverage

R4, 
37%

BBC 
Local, 

6%

ILR, 8%

INR, 
2%

DK, 
21%

R1, 6% R2, 
12%Five 

Live, 
8%

Radio Station

Base: All who watched more than one station (754); watched a news channel (433)
Source: MORI General Election survey for the BBC, 7-11 Apr & 6-16 May 2005

Which ONE radio station’s / website’s overall General Election 
coverage was best?
(%)

BBC, 
53%Others, 

12%

DK, 
26%

MSN, 
5%

Guard-
ian, 4%

Website


