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THE IMPORTANCE
OF STUDYING a
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BBC Marketing Mix 2025: A Case
Study



https://www.latterly.org/bbc-marketing-mix/
https://www.latterly.org/bbc-marketing-mix/
https://www.latterly.org/bbc-marketing-mix/
https://www.latterly.org/bbc-marketing-mix/
https://www.latterly.org/bbc-marketing-mix/
https://www.latterly.org/bbc-marketing-mix/
https://www.latterly.org/bbc-marketing-mix/
https://www.latterly.org/bbc-marketing-mix/
https://www.latterly.org/bbc-marketing-mix/
https://www.latterly.org/bbc-marketing-mix/
https://www.latterly.org/bbc-marketing-mix/

MIDOCEA \

\)Nl\.E?‘)lT\l

Caalad) Sl @&Labé&yﬂbf)lﬁ?\«@)\hu\ﬁ%\:\u.]

N
Y (A Gia) malia gadd) 73 galS 2025 als BBC Wil dda Al

Component Details
Product Positioning High-quality content with over 1,400 hours of documentaries.
Unique Selling

. Commitment to authenticity, reliability, and public trust.
Proposition

. . Social media engagement, influencer collaborations, and
Branding Techniques . .
promotional marketing.

Audience Reach Over 500 million users monthly on digital platforms.

Listener Engagement 34 million weekly listeners on BBC Radio.
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Pricing Model Amount Key Highlights
Annual TV License Fee £159 Stable since 2017; covers all BBC services.
International BBC Player Varies by country; increases global

e USS 8.99 s
Subscription accessibility.

_ _ Up to Limited-time offers, such as during major
Promotional Discounts

30% events (e.g., FIFA World Cup).
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Campaign Impact on Engagement Key Feature

) ) Enhanced brand visibility during a . )
Bring Me Sunshine . Tied to the royal wedding
major event

) . Focused on high-profile
Wonderful World Emphasized cultural storytelling

dramas
Original British Increased audience interestin Highlighted hit series like
Drama original content Sherlock
Social Media Attracted above-average ethnic Utilized celebrity
Promotion minority audience endorsements
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CONTENT MARKETING
TREND STUDY

2025
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Trusted Channels O
How and where content is delivered also plays a crucial 1S4
role in establishing credibilty. B2B marketers use a wide

range of channels, combining reach with subject-matter AUDIO ON THE RISE

depth. The most commonly used include:
61% of B28 companies in the US are already using audio

platforms as part of their content strategy. Audio formats,
such s podcasts or spoken explainers, offer brands a direct
Social media (69%) and authentic way to build trust and foster a deeper con-
Still the leading channel, offering nection with their target audiences. Spoken content enables
broad visibility and interaction across expert voices to be heard, creates room for dialogue, and
key audience groups. Digital and hybrid events such as adds a human touch that strengthens brand credbility

webinars or conferences (47%) The numbers show that audio is no longer niche -
Used to share expert knowledge it's a relevant and growing channel for trust-
and foster trust through direct and based communication.

Audio platforms such as podcasts (61%) professional exchange.
to deliver expert content ina personal and
accessible way.
Company-owned websites (43%)
verifiable brand content and are essential
Content distribution apps (51%) for centralizing trustworthy information.
ing a consistent presence in day-to-day
user environments,
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CREDIBILITY AND ENGAGEMENT -
. 86%

OF B2B COMPA-

(e (alaa C'_}\:\\)J GJ;\ ?GJS“ d..g);l\ AU C'_ﬂS)ﬁJ‘ = 86% o

In a content econor ere relevance and credibility increasiny
lefine suc erging as a ipline. While NIES ALREADY USE
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surveys and public consultations linked to major pieces of work. Research v & £ b - Ll -~ L]

Audience Councils v
The Trust's duty is to reflect the interests of all licence fee payers and to
make decisions that are in the public interest. We make sure we are well
informed about audiences' views through a number of means, both direct and
indirect.

There are many industry as well as BBC surveys that measure audience
appreciation of programmes, such as the BBC Pulse Survey, and others that
look at consumer trends, such as Ofcom’s market surveys. These tell us
which BBC services people use, and through which channels, and what
people think about its and others’ programmes and services.

The Trust also has direct ways of hearing what the public thinks; these
include public consultations, audience research, and feedback from our four
national Audience Councils. The responses we get, alongside our other

idi on audience and i help give us a fully
rounded picture of public opinion to inform the decisions we make on licence
fee payers' behalf.
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Exploratory, descriptive, causal, and comparative

Exploratory research
Descriptive research

Causal research

mmmparative research
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