
4.8 In fact, theBBC simply askedviewers ‘motherhoodand applepie’ questions

suchas:15

“Can you tell mehow muchyouapproveor disapproveof theBBC’s

plansto launchBBCTHREE?”

and

“If BBC THREEwere to launch would this makeyou more or less

interestedin havingdigital television?”

4.9 Onceagain,viewerswere not askedwhether,in light of monetarycostsand

opportunity costs, they actually supported the introduction of BBC 3.

Responsescanbepresumedonly to havebeenmadeon thepresumptionthatit

wouldbe “free”, notonly atthepoint ofusebuteffectivelyby notby requiring

anyincreasein the licencefee,andwithout mentioningtheopportunitycostin

notpursuingalternativepossibilitiesfor licencefeepayers.

4.10 Nor doestheresearchprovideany credibleevidenceto supportthe claim that

BBC 3 will help drive digital take-up(and thus help to facilitate analogue

switch-off). It revealedthat somepeoplemight bemore interestedin digital

TV as a resultof BBC 3, but said nothingaboutwhetherit would actually

makea decisivedifferenceto theirintentions. As discussedbelow, amajority

of the target audienceare alreadymulti-channeltelevisionviewers — and a

significantproportionof the analogueterrestrial-onlyminority alreadyintend

to purchasedigital.

5 WHETHER THE VALUE TO THE PUBLIC OF THE SERVICE IS
PROPORTIONATE TO THE LIKELY IMPACT ON THE MARKET

5.1 Assessingwhetherthe valueto the public of BBC 3 is proportionateto the

likely impacton themarketeffectivelyinvolvesacost—benefitanalysis. Such

a cost—benefitanalysis,however,should not be carriedout unlessit is first

concludedthat thereis arequirementfor theproposedservice. To paraphrase

theDaviesPanel:16

‘5NOP surveyquestionsonbehalfoftheBBC.
16 See3.8above.
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‘it is impossibleto arguefor [BBC 3] unlessmarketfailure can be

shown’

5.2 The requirementfor BBC should be judged first by referenceto a market

failure test. BSkyB doesnot considerthat sucha test could be satisfiedin

respectofBBC 3.

5.3 Even if this were not the case,BSkyB considersthat the Secretaryof State

couldnot cometo the conclusionthat thevalueto thepublic of thetelevision

servicessetout in theBBC 3 proposalis proportionateto thelikely impacton

themarket.

5.4 The Guidelinesindicate that when assessingthe value to the public of a

proposednewservicetheSecretaryofStatewill considerthefollowing’7:

• whetherthe BBC has fulfilled its obligationto consult licencefeepayers

on proposalsto makeany material changeto the nature of the Home

Services;

• whethertheBBC haspublisheddetailedresultsfrom its consultation;

• thenatureandcoverageofcommercialservicesofasimilarnature;

• the likely impact of the proposedcommercial services already in the

marketandonpotentialfutureservices;and

• the distinctiveness(in programmingor content) of the proposedBBC

servicefrom thoseprovidedby otherbroadcasters.

Whether theBBC has fulfilled its obligation to consultlicencefeepayers;
Whether the BBC haspublished detailedresults from its consultation

5.5 The failure of the BBC (once again) to consult licence fee payers in a

meaningfulway(effectively ignoringthedeficienciesandkeycriticismsofits

previousnew servicesconsultationsasnotedby MORI, by otherrespondents

andby the Secretaryof State)is addressedin Section4 above. TheBBC has

failed to demonstratein a rigorousor credible fashionthat the licence fee

payingpublic wouldvalueBBC 3.

The nature and coverageof commercial servicesof a similar nature

5.6 TheBBC claimsin its proposalfor BBC 3 that:

17 Paragraph3.1.2of theSecretaryof State’sGuidelinesfor theApprovalof BBC Public Services.
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“No other channelcoversa full rangeofgenresfor this age group
[25-34yearolds]. ~~18

5.7 As discussedunder ‘distinctiveness’ below, the proportion of BBC 3’s

schedulededicatedto genresother thanentertainmentactuallyappearsquite

small. However,evenif no othersinglechannelaimedexclusivelyat this age

grouphasthe samemix ofgenres,the fact is that overa rangeofservices25-

34 yearolds arealreadywell served. It is becausethe programmingoffered

over the rangeof channelsin multi-channelshomesservesthis audienceso

well that:

• More than62 percentof25-34yearolds arealreadymulti-channelcable,

satelliteordigital terrestrialviewers’9,and

• Of the remaininganalogueterrestrial-only25-34 year olds, over 40 per

cent intendto purchasedigital — themajority of thesewithin thenext 12

months.2°

Indeed,thereis somesuspicionthat it is becausetheyareso well servedthat

theBBC wishesto launchits own offeringto competein themarketplace.

5.8 In consideringthis criterion, therefore, the Secretaryof State should take

accountof the natureand coverageoftelevisionservicesasa whole,aswell

as individual channels. In otherwords, thetest appliedby the Secretaryof

Stateshouldnot beconfinedto ascertainingonly whetherthereareindividual

commercial serviceswith characteristicssimilar to that proposedfor the

BBC’s newservices.

5.9 Whilst mostviewershavetheir favouriteservices,it is importantto understand

that multi-channeltelevisionconsistsof a largerangeof distinctive services.

This allows viewers to makeup their own viewing scheduleby selecting

individual programmesfrom a rangeof services. As the former Directorof

BBC Television,Mark Thomson,noted21:

2, ExecutiveSummary,BBCProposal,September2001.
19 Source:RSMB January2002
20 Source:SkyTrackerSept-Nov2001.
21 Speechgivenby Mark Thomson,Director ofBBC Television,BanffInternationalTelevision

Festival, 12 June2000.
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‘Greater choice, which many public broadcastersargued was

unnecessaryor even against the public interest, is beingseizedby

viewerswith enthusiasmandappreciation.’

Modern audiences are sophisticatedand empowered and you

patronisethematyourperil.’

the wholepoint of the EPG is to enableviewersto assembletheir

own [programme]mix.’

‘You can study the charts offifteen secondaudiencemovementsand

seethemgo the momenttheyrealize that a givenprogrammedoesn‘t

‘meettheir moodor expectation.’

5.10 Thus, content similar to that proposedby the BBC for inclusion in its new

servicesis likely to be found acrossanumberofexisting — andforthcoming—

multi-channeltelevision services. As the Secretaryof State is aware,new

servicesarebeingaddedregularlyto the digital satelliteplatform. Over thç

last three years numerousnew serviceshave beenintroduced as content

providersseekto differentiatetheirofferings. Thereis, therefore,arealrisk

that newBBC serviceswill, unlesstheyareclearlyresolvingamarketfailure,

pre-emptthedevelopmentofnewcommercialservices.

5.11 It shouldalsoberecognisedthat evenin multi-channelhomes,25-34yearolds

continueto view theoutputofBBC 1 andBBC 2 (aswell asITV, Channel4

andChaimel5). As the graphin Annex 1 confirms,BBC 1 and BBC 2 have

not sufferedanysignificantsharelossamong25-34yearoldsin multi-channel

homesin the last five years— theirperformancehasbeenrelatively static. Nor

have the BBC’s previously launcheddigital channels(BBC Choice, BBC

KnowledgeandBBC News24) addedmorethanminimally to theBBC’s total

shareofthis audience.A BBC channeldedicatedto covering ‘a full rangeof

genresfor this age group’ is not neededin order to secureviewing — if

adequateprogrammingonBBC 1 andBBC 2 continuesto meetthe needsand

aspirationsofthis audience.

The likely impact of theproposedserviceson commercial servicesin the market
and on potential future services

5.12 The launchof newBBC licence feefundedservices‘will impactadverselyon

the economicsof commercial services with similar content. Last year

NickelodeonUK submitted to DCMS a detailed economicmodel which
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demonstratedthe impact on advertising and subscription revenues,and

packagedisplacement,of entry by BBC channels. The model reflects the

impactson othergenresandchannelsaswell asthechildren’sexample(where

thenetpresentvalueofthe commercialchildren’ssectorwould be reducedto

zerolosing £250million in fundsavailablefor investmentin programming).

5.13 As commercialbroadcastersnotedin ajoint representationto the Secretaryof

Statefollowing herSeptember2001 approvalof threenew licencefeefunded

BBC televisionservices:

“the Governmenthasfailed to definewhatdegreeofmarketdamageto

the commercialsector it believesto be acceptablein order toprovide

new publicly fundedbroadcastingservices and to our knowledge

ignored the rigorous modellingprovided..,to measureboth market

impactand distinctiveness.We havenot beentold by DCMSthat our

evidencefor marketdamagewasinadequateor unconvincing.~,22

5.14 BSkyB maintains that the Governmentshould addressthis matter. What

degreeofmarketdamagedoesit believeis acceptablein orderto providenew
publicly fundedbroadcastingservices? And in whatway was the previous

evidenceonmarketdamagesubmittedinadequateorunconvincing?

5.15 Evenwherethelaunchof aBBC channeldoesnothavethe effectofcausinga
commercial service to become unviable, it will make the recovery of

investment more~difficult and will delay the ability of commercial

broadcastersto investmorein original, high quality content. This in turn will

leadto reducedchoice,reducedqualityandreducedinnovation.

5.16 BSkyB’s own experienceof the impact of BBC News 24 on Sky News

substantiatesthe observationsthatpublicly fundedfreeto air servicescanhave

a material adverseeffect on existing commercial services. As BSkyB

previouslyinformedthe DCMS, the launchof BBC News 24 had a material

impact on both the subscriberrevenuesandadvertisingrevenueachievedby

SkyNews.23

22 LetterandMemorandumto theSecretaryof Statefor Culture,MediaandSportonbehalfof

Artsworld, BSkyB, CommercialRadioCompaniesAssociation,DiscoveryNetworksEurope,FoxKids,
DiscoveryNetworksEurope,NickelodeonUK, The HistoryChannel,Performance,Telewestand
TurnerBroadcastingSystemsInternational,24 September2001.
23 In its March2001 submission,BSkyBnotedthatshouldthe Secretaryof Staterequirefurther
informationon thefinancialimpactofBBC News24 on SkyNews,BSkyB wouldbehappytoprovide
it on a confidentialbasis. DCMS neversoughtsuchadditional informationbefore,or since,approving
newlicencefeefundedchannels.
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5.17 In BSkyB’s view, it is self-evidentthat the launch of BBC 3 will have a

detrimental effect on commercial servicestargeting the sameage group.

Peoplehaveafinite amountoftime devotedto watchingtelevisioneachweek,

and the BBC is unlikely to increaseconsumptionof its servicesamongthe

targetaudiencewithouttakingviewersawayfrom commercialchannels.They

can only do this by offering programmingthat is equally, if not more,

attractivethanwhat is alreadyavailable. (Hencethedeterminationevenin the
revisedBBC 3 proposalto devotethemajorityofresourcesandpeakhoursto

entertainment,in orderto competewith thecommercialchannelson theirown

ground,e.g. by poachingestablishedstarslike Dom Joly from Channel4).

This will underminethebusinessstrategyofcommercialcompetitors’services

andmay causesometo becomeeconomicallyunviable. Wherethis leadsto

their exit from the market, a market failure will have beencreatedby the

SecretaryofState’sapprovaloftheBBC services.

The distinctiveness(in programming or content)of theproposedBBC services
from thoseprovided by other broadcasters

5.18 The requirementthat BBC 3 be distinct from those provided by other

broadcastersis crucial. A key testfor the approvalof BBC 3 mustbe that it

doesnot replicateservicesthat arealreadyprovidedby thecommercialsector,

or that are likely to be providedby the commercialsector in future. Such

replicationcouldmanifestitself in anumberofwaysincludingcontent,target

audiencesandscheduling.

5.19 As alreadyindicated,the introductionof publicly fundedchannelsproviding

similar contentto that providedby commercialchannelswill alwayshave a

detrimentaleconomiceffect on commercialchannelswhich dependfor their

successon subscriberand advertisingrevenue. The only circumstancein

which this effectmaybe acceptableis wherethepublicly fundedservicesare

truly distinctive andthus canadd valueto what the marketwill provide. In

practice,therefore,if newBBC servicesarenot distinct from thoseservices

alreadyofferedthereis, by definition, no market failure andpublic funding for

thesechannelsshouldnot be approved.

5.20 In orderfor theSecretaryof Stateto be ableto approveBBC 3, theBBC must

be requiredto demonstratethat thereis market failure — the DaviesPanel’s

own touchstonefor public servicebroadcasting— andthattheprovisionofthis

new service is the best way to correct this. If the BBC is not able to
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demonstrateto the satisfactionof the Secretaryof Statethat thereis (and is

likely to be enduring)marketfailure, thenBBC 3 shouldnotbe approved.

5.21 The factthat BBC 3 is freeto air is not anappropriatemeasureofdistinction.

Therelevantquestionis not whethersomethingis afreeto air channelwith a

particular focus but whetherit is distinct from all other availableservices

including commercial services. If free to air was a valid measureof

distinction it would allow the BBC to justify servicesthat replicated any

existing commercialservice (e.g. premium sports and movie channels),as

long astheBBC versionwas“freeto air”.

5.22 As previouslynoted,theBBC claimthat: 24

“No otherchannelcoversa full rangeofgenresfor this agegroup[25-
34yearolds].”

andthat

“No otherchanneloffersaround90%UKprogrammingandaround
80%newprogramming.”

5.23 The first oftheseclaimshasalreadybeenaddressed(seeparagraphs5.6-5.11).
The full genres’distinction is largely irrelevant to the ‘sophisticatedand

empowered’ audienceswho the BBC acknowledge use multi-channel

television ‘to assembletheir own [programme] mix~ and who will change

channels‘the moment...that a givenprogrammedoesn‘t meettheir moodor

expectations’.

5.24 The ‘fullness’ of theBBC 3 genremix appearsoverstatedin anyevent. As the

BBC 3 proposalstates,only around15 percentof thehoursbroadcast(1900-

0400) will comprisenews, currentaffairs, education,music and the arts.25

News programmingappearsto accountfor just 3.6 per cent of the schedule

(including the hourly bulletin of one minute and the 15-minute weekday

show). The commitmentsto othergenresamountto even less,with music

accountingfor 1.5 percent(50hoursayear),educationaccountingfor 0.9per

cent(30 hoursa year)andcurrentaffairs accountingfor 0.6 percent(30 half

hoursa year). Theproposalidentifies no specificcommitmentto Factualor

Ethnicprogramming,leavingthechannelwith around93 percentof its output

242, ExecutiveSummary,BBCProposal,September2001.
25 Page3, BBC 3 proposalpublishedby DCMS.
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unaccountedfor and the possibility that pure entertainmentprogramming

couldcompriseup to 85 percentof thehoursbroadcast.

5.25 With regardto theproportionof newUK programmingon BBC 3, it is self-

evident that anynew digital channelbenefiting from a Government-granted

programme budget of around £100 million a year could offer such

programmingas a high percentageof its output. Again, however,specific

commitmentsare lacking in the BBC 3 proposal,and it is anticipatedthat a

significantproportion of the budgetwill be usedfor popular entertainment

programmingto competewith commercialbroadcasters,ratherthanto address

marketfailure.

5.26 Whilst theBBC 3 proposalstates:

“No otherchannelhasthesamecommitmentstopromotingnewtalent
with risk takingandinnovativeprogramming...coveringeverynation
andregionandeverycultureandrace... [and] offeringa highlevelof
online andinteractivesupport.”

Fewdetailsemerge(e.g. in termsofprogrammebudgetsandbroadcasthours)
to supportthesecommitments.Thereis, for instance,no suggestionthat even

theminimal commitmentsto programmingcoveringeducation,currentaffairs,

thearts,everyregionand.everycultureandraceetcwill bescheduledin peak-

time, whenthehighestvolumeofviewing for 25-34yearoldsoccurs(between

2000-2200)

5.27 TheSecretaryof Stateshouldtakeinto accountthegrowthofnewandoriginal

UK programmesfrom commercialservicesasa whole, andthe likely future
contribution of these and other new market entrants. Many commercial

broadcastersseekto increasethe proportionof new andoriginal UK content

on their services. As discussedabove,however, the competitivedistortions

createdby BBC 3 could affect the recoveryof investmentby commercial

channels,leadingto areductionin investmentin original, highquality content.

6 WHETHER THE SERVICE WILL BE UNIVERSALLY ACCESSIBLE
WITHIN A REASONABLE PERIOD OF TIME TO THOSE WITH
APPROPRIATE RECEIVERSAND FREEAT THE POINT OF USE

6.1 Tn its submissionsto DCMS onpreviousBBC newservicesproposals,BSkyB

statedthat it considersthis criterion not to offer adequateguidanceto the
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Secretaryof Statein decidingwhetherto approvenew BBC services. The

requirementthat the service be “universally accessible”ceasesto have

meaningwhenit is limited by referenceto thosewith appropriatereceivers.In

practicenarrowingthe scopeof the meaningof universalaccessin this way

meansthat a servicecould be “universally accessible”if only a singleviewer

in the UK hasthe appropriatereceivingequipmentandis ableto receiVethe

service. This is an extraordinaryinterpretationof the concept,particularly

whentheservicesin questionwouldbe fundedby theuniversallicencefee.

7 VALUE FOR MONEY

7.1 TheBBC provideslittle orno informationasto why it considersBBC 3 to be

valuefor money,andtheinternalapprovalofmattersby theBBC Governors

cannotbe aproxy for anobjectiveassessmentofthesubstantivemeritsof the

proposal(particularly in view of the deficienciesof the BBC’s consultation

exercise).

7.2 TheBBC 3 proposalstatesthat: 26

“Although oftenperceivedasoneofthemoreaffluentsegmentsofthe

population, thefacts suggestthat a signjficant proportion of 25-34

yearolds earn low wagesrelative to their new-foundresponsibilities,
resultingin lowpersonaldisposableincomes...

“As a result, stark choices arise in allocating their spending,

particularly in ‘nice to have’ categoriessuchas leisureand media.
62% ofthis agegroupclaimsto ‘spendmymoneymorecarefully than

I usedto”.

7.3 Yet it is notablethatthetargetaudience(25-34yearolds) wasnot consultedas

to its views on BBC 3’s valuefor money. As discussedin Section4 above,

theresponsesof thosesurveyedcanbe presumedto havebeenmadeon the

assumptionthat BBC 3 would be “free”, not only at the point of usebut

effectively by not requiring any increasein the licence fee, and without

mentioningtheopportunitycostin notpursuingalternativepossibilities.

26BBC 3 Proposal,page6.
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7.4 The budgetproposedfor BBC 3 is huge — nearly£100million a year. The

BBC makesno attemptto explain why this would be justified and why this

would amountto “value” relativeto otherpotentialusesofthemoney.

7.5 If driving digital take-upwasa key objective for a new BBC service27,it is

hardto seewhy theBBC would target25-34yearolds. This audiencealready

hashighermulti-channeltelevisionpenetrationthananyotheradultagegroup

— with a significant proportion of the minority of non-adoptersalready

intendingto purchasedigital. Resourcestargetedatthoseregardedasthe core

‘digital refusniks’,e.g. thoseover 55 (the leastmulti-channeled),would be far

morelogicalthanthecreationofaservicedesignedfor apolaroppositegroup.

7.6 The secondgraphin Annex 1 showsmulti-channeltelevisionpenetrationof

adultsby age.

7.7 The questionof valuefor money,of course,appliesto all of the BBC’s new
digital channels.Annex 2 givesrecentshareandreachfiguresfor theBBC’s

existing ‘new’ digital services,BBC Choice,BBC KnowledgeandBBC News
24. Among otherthings,thisshowsthat:

• TheBBC’s newdigital channels— in aggregate— continueto accountfor

lessthan1 percentofall UK televisionviewing andlessthan2 percentof

television viewing across multi-channel cable, satellite and digital

terrestrialhomes.28

• On average,fewer than2 in 10 viewersin multi-channelhomeswatchany
one of the BBC’s new digital channelsfor more than 3 consecutive

minutesperweek.29

• Sky News continuesto attracta higher shareof viewing thantheBBC’s

dedicatednews channel acrossmulti-channel cable, satellite and digital

terrestrialhome— despitethe fact that BBC News 24 reachesmore than

1.2 million additional homesthroughGovernment-grantedDTT capacity

thatis unavailableto SkyNews.3°

27 It is notoneof thecriteria laid downin the Secretaryof State’sGuidelinesfor theapprovalof new
licencefee fundedservices.
28 Source:BARB Jan1 —30 Dec2001.
29 Source:BARB 12 weeksending2 December2001.

30 Source:BARB Jan1 —30 Dec2001.
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• In Sky Digital homes,where Sky News andBBC News 24 areequally

available,Sky News’ shareof viewing is nearlythreetimes that of BBC

News 24, despitethe constantcrosspromotionaffordedto BBC News 24

acrossthe BBC’s (universal) analogueand digital television and radio

services.31

7.8 In her letter of 13 September2001 to the BBC Chairman,the Secretaryof

Statewrote:

“I agreethat it wouldberight to replaceBBCChoiceandKnowledge,

whichhavebeenapprovedsincetheCharterandAgreement,but have
notprovedsuccessful.Theprogramminghas beendisappointingand
neitherservicehasattracteda significantaudienceshare.“ (emphasis

added)

7.9 It is not clear whetherBBC 3 would needto achievea particular level of

audienceshare (if the channel were to be approved)in order considered

“successful” as a successorto BBC Choice by the Secretaryof State.

However, it is notablethat only BBC 1 repeatsandchildren’s programming

(which will transferto the BBC’s new children’s channels)havegenerated

significantviewershipamongst25-34yearolds on BBC Choice.

7.10 Nor is it clear that if the BBC wereto pursuea moreclassicpublic service

broadcastinggenremix on BBC 3 that the Governmentmay wish to see

expanded(news, current affairs, educationetc),.the target audiencewould

watch this output. For instance,the BBC stateshow few 25L34 year olds

watchChannel4 andChannel5 news— withoutrevealinghow manyit expects

to watchnews on BBC 3. Indeed, thereis some suspicionthat the BBC

believesthat public servicecontentdeemedmore ‘worthy’ would not attract

its target audience— henceits reluctanceto sign up to any meaningful

commitments,evenin therevisedproposal.

7.11 BSkyB’s view is that the value for money offeredby BBC 3 (as with the

BBC’ s existing digital services),particularly in a competitivemulti-channel

environment,is likely to beverypoor.

31 Source:BARB Jan1 —30 Dec2001.
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8 THE BBC’S ADDITIONAL JUSTIFICATION FOR ITS PROPOSED

NEW SERVICES

8.1 As discussedelsewherein this response,there is no credible evidenceto
support the claim that BBC 3 will drive digital take-up (and thus help to

facilitateanalogueswitch-off). TheBBC’s researchrevealedthat somepeople

might bemoreinterestedin digital TV asaresultof BBC 3, but saidnothing

aboutwhetherit would actuallymakeadecisivedifferenceto their intentions.

Nor did theresearchconsiderthequestionof howmanyhomeswould decide

not to switch to digital if popular commercial alternativeservicesfind it

uneconomicto continuein thefactofunfaircompetitionfrom BBC 3.

8.2 The target audiencealreadyhashighermulti-channeltelevisionpenetration

thanany otheradult agegroup— with a significantproportionof theminority

of non-adoptersalreadyintendingto purchasedigital. Resourcestargetedat

thoseregardedasthe core ‘digital refusniks’,e.g. thoseover 55, would be far
more logical than the creation of a servicedesignedfor 25-34 year olds.

Annex 1 showsmulti-channelpenetrationofadultsby age.

BSkyB
January 2002

r
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BBC Share in M ultichannelHomes
AdultsJan‘97- Dec’O1

Source:RSM B January02
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BBC DIGITAL CHANNELS AND SKY NEWSVIEWING FIGURES

1. Channel Sharesfor theBBC Digital Channels:

Jan — Dec2001. All Homes Multi-channel Homes
BBC News24 0.22% 0.46%
BBC Knowledge 0.04% 0.08%
BBC Choice 0.56% 1.20%
Total BBC Digital 0.82% 1.74%

Source:BARBJan 1 —30 Dec2001

2. AverageAudience000’s for theBBC Digital Channels

Jan — Dec 2001 Average Audience
BBC News 24 18

BBCKnowledge 3
BBCChoice 47
Total BBCDigital 68

Source:BARBJan 1 —30 Dec2001 Multi-channelhomes

3. Reach(Individuals) for theBBC Digital Channels

12 weeksendingDec
2

nd
2001

. \~verageDaily Reach Average Weekly Reach

BBC News24 ~each%
WO’s

4.5 14.7
1321 4316

Source:BARB 12 w/e2nd Dec2001 Multi-channelhomes

4. Channel Sharesfor Sky News VersusBBC News 24

Jan — Dec 2001
.

All Homes Multi-channel
Homes .

Sky Digital
Homes

BBCNews 24 0.22% 0.46% 0.32%

Sky News 0.32% 0.69% 0.94%
Source:BARB Jan1 —30 Dec2001

~BC Choice

BBC Knowledge teach %
00’s

0.7 3.4
208 1009

~each%
00’s

5.2 17.4
1541 5114
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