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The Transmedia Industry - BBC

« Uniguely among European public
broadcasters the BBC has become a
genuinely tri-media organisation, with
television, radio and online services all
complementing and enhancing each other,
enabling far greater delivery of value to
licence payers than was ever possible in
the age of linear media.

(BBC, 2003: 4)

DRAFT VERSION
PLEASE DO NOT QUOTE

The Transmedia Industry —
Channel 4

» The success of 2005 has demonstrated
the soundness of our basic strategy:
sustain the quality and values of the core
Channel 4 service; extend them to a
broader family of digital channels; extend
them again into the new media world.
(Channel 4, 2006: 4).
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Transmedia Storytelling -
Jenkins

» Transmedia storytelling is the art of world
making. To fully experience any fictional world,
consumers must assume the role of hunters and
gatherers, chasing down bits of the story across
media channels, comparing notes with each
other via online discussion groups, and
collaborating to ensure that everyone who
invests time and effort will come away with a
richer entertainment experience
(Jenkins, 2006: 21)
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Spooks and 24
as Transmedia Drama

L
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Audience Research

e Autumn 2005 — Spooks project
e Spring-Autumn 2006 — 24 project

« Methodologies:
— Web-based questionnaire
— Web-based diaries
— Focus groups and Interviews
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‘I had a phone and | could send text
messages but now | can take pictures. |
didn’t miss it while | couldn’t do it but if |
can do | do’

(Debbie, 25 year old civil servant, focus
group 1)
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« ‘At the end of the day it's all what's available and
none of us will have [had] a mobile phone what
ten years ago? And | don't think you'll find ten
years ago we missed having one because we
didn’t know of them. Two years ago none of us
would have had cameras on our phone but now
if we've got a camera on our phone, we enjoy
taking pictures...you don’t miss it until you've
had it.’

(Harry, 26 year old unemployed, focus group 1)
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Case Study 1 — Beth
October 2005

¢ On Mobile Television:

Beth: ‘Can | just ask when people would use it? |
mean think about it you're either at work or-’

Adam: ‘On a train.’

Beth: ‘Yeah ... but again we're thinking about
specific times when you might use it, airports,
trains so called dead time. How much dead time
actually exists in people’s lives?’

(Beth, 27 year old lawyer, focus group 1)
(Adam, 29 year old scientist, focus group 1)

DRAFT VERSION
PLEASE DO NOT QUOTE

Case Study 1 — Beth
October 2006

« ‘It's another form of entertainment that you
will have with you permanently is how |
see it. And | think you're right, | think the
main market will be commuters because
people are not stood or sat or twiddling
their thumbs with their mobiles nearby.’

(Beth, 28 year old lawyer, focus group 5)
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Case Study 2 — Charles
October 2005

« ‘I think there’s a lot less overlap between
phones and television and phones and
internet and | think there will be a lot of
overlap between TVs and internet’
(Charles, 27 year old scientist, focus group
1)
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Case Study 2 — Charles
October 2006

« ‘| can imagine the mobile phone doing
quite well for that. | can also imagine
future mobiles will have an option where
you can actually plug it into your TV and
watch it through your TV and that will be
the equivalent of your Sky box’
(Charles, 28 year old Scientist, focus
group 5)
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Case Study 3 — Harry
October 2005 (Mobile Television)

* ‘It's a clever gimmick but unless you were
someone who's into fads and wants to be,
you know wants to have the latest toy-’
(Harry, 26 year old unemployed, focus
group 1)

« ‘| can't see it doing it for me but | can see it
doing it for certain people like you say.’
(Harry, 26 year old, unemployed focus
group 1)
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Case Study 3 — Harry
October 2005 (Downloading)

d
‘I've never downloaded and | don’t have any intention to.’

« Charles: ‘In some cases you would consider it.’
Harry: ‘Downloading?’
Charles: ‘Or whatever.’
Harry: ‘No, | think if it's a new series or something that
I've previously watched say 24 for example if I've
watched two or three seasons, whatever it is on the telly
and they bring out a fourth season but it's never going to
be aired in this country, | would probably buy the DVD.’
(Harry, 26 year old, unemployed, focus group 1)
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Case Study 3 — Harry
October 2006 (Mobile Television)

« ‘If the screen was big enough and you're
on a train or a bus and you've got
headphones and instead of reading a book
or text or whatever if you can watch a film
or something, sure.’

(Harry, 27 year old admin worker, focus
group 5)
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Case Study 3 — Harry
October 2006 (Downloading)

« ‘I was going to say that downloading would be good
particularly for two things. With things like 24 and Lost
that are serials and as we've already commented if you
miss the first episode or one in the middle quite often,
particular with something like Lost, you are lost and you
don’t know where you are. Recently we've not been
watching Lost because we missed an episode and |
know when we get broadband back properly, we're
probably going to download the missing episode of Lost
because Channel 4 make that available. So yeah, for
something like that where you need to watch something
every week and if you miss one, that's it, | think it would
be very, very useful.’

(Harry, 27 year old admimwird@r, focus group 5)
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Potential Solutions —
Shaun Moores (1993)

Possible Solutions —
Instant History

. . - . « Longitudinal studies
* ‘means attending to the media’s multiple hnologies i di
significances in varied contexts of — How are new technologies integrated into

S . everyday life?
reception’ (Moores, 1993: 3, my emphasis _ :
P ( y P ) — How do audiences grow to accept new media
technologies?

» Acknowledge studies as relating to a — Which attitudes remain consistent?
specific technology, audience group and — Which attitudes change over time?
time
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