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The aims and ambitions of the Integrated Review and the Command Paper are
supported and underpinned by BFBS in multiple ways. We have a unique blend of skills
and Defence knowledge to communicate the armed forces’ stories to internal and
external audiences alike.
As the Command Paper says, people are Defence's finest asset. They are at the heart of
BFBS’s mission. We entertain, inform, connect and champion the armed forces world.
The value of Defence in supporting the Union is a key theme. BFBS tells that story every
day on its radio stations in Scotland and Northern Ireland as well as on our digital and
TV channels.
As a trusted player in the Defence internal communications machine, BFBS helps
explain the narratives of the Integrated Review and Command Paper. By wrapping
messages in entertainment, we make them more accessible and digestible. Our multiple
platforms reach all ranks in all locations. Our independence underpins our credibility.
The Global Britain story is front and centre on BFBS’s ‘free-to-air’ digital platforms. The
Forces News YouTube channel, available worldwide, has more subscribers than those of
the three armed services combined. BFBS is an instrument of soft power telling the hard
power story.
We also contribute to telling the Defence story to the public at home. We are the only
independent media organisation dedicated to championing the armed forces.
Our coverage spans the entire spectrum of Defence topics including space, climate
change and the contribution of the defence sector to the UK economy.
We continue to invest in data and analytics resources, including using many of the
same tools and techniques as Defence, to ensure we are meeting the needs of our
audiences and stakeholders alike.
BFBS is an agile developer of new technology to meet the media needs of the modern
military, present and future; built on 75 years of experience. The MiPlayer was
specifically developed to provide an ‘internet-connected’ experience even where there
is no internet connectivity.
BFBS Creative, our communications agency, works with all branches of Defence to
assist with and amplify their internal and external messaging. Our team created the
‘Time to Talk’ mental health video by General Sir Patrick Sanders.
We support recruitment. We know from research that we have wide reach among
potential reservists and young people interested in joining the regular forces.
New patterns of deployment require new technologies to ensure even small groups of
forces can receive the best media services available. We continue to evolve equipment
to meet the needs of the Future Force, wherever they are deployed. BFBS anticipated
the Indo-Pacific tilt two years ago, when we introduced (at our own expense) a new
satellite service to ensure Royal Navy ships in the region could receive our services. We
plan a new broadcast base and content gathering resource in the region. We remain
keen to establish a similar operation in Estonia.

13. BFBS recognises the importance of the Royal Navy as a “constant global presence” in
the UK’s Defence strategy. We continue to invest in solving the technical challenges of
providing welfare media on ships, where there is very little useful internet connectivity.
We have also invested in supporting shore bases, particularly Bahrain and Duqm. And
we continue to work on solutions to providing up-to-date media content for submarines
which, by definition, have no connectivity when submerged.

PEOPLE
The people of the armed forces community are at the front and centre of the BFBS mission. We
‘serve those who serve’. This mission aligns precisely to the Command Paper’s statement that:
“Our focus on exploiting technology at pace must be matched with a more modern approach
to our finest asset – our people…We will further invest in our people’s health, wellbeing and
welfare”.
We know our services make a vital contribution to wellbeing. Recruits to the armed forces and
their families, deployed overseas, rightly expect access to the best possible range of TV
programmes and channels, including premium sports action, rights-cleared and in high-quality,
viewable at their own convenience and free to the end-user.
BFBS’s most recent audience satisfaction survey showed that more than 90% of respondents
agreed that:
•
•
•

BFBS TV and Radio raises morale
they would be disappointed if they weren’t available
they make living away from home more bearable

BFBS plays a vital role with families as well as serving personnel. This capability enables better
information flow and is a retention-positive service supporting the armed forces maxim ‘recruit
the individual, retain the family’.

We support wholeheartedly the Command Paper’s statement that: “Service families are at the
very heart of the armed forces community”.
Our multi-platform channels, radio, TV, online and social media, plus our Cinelink and cinema
services, bring the armed forces family together. They are a ‘community glue’.
We have 15 local media bases — radio and digital — in most of the main UK military locations
overseas and in the UK. Our Gurkha Network also reaches more than 100,000 civilian Nepali
speakers a month, many of them veterans.
BFBS is a force-multiplier, significantly contributing to the wellbeing of the armed forces and
their families. We support Defence by amplifying messages during hourly spots in radio
programmes. Our professional audio production unit enables us to produce professional
‘adverts’ which resonate with the target audience.
BFBS also helps upskill the partners of serving forces. Our ‘Social Media Spouses’ programme
provides free training for armed forces family members to become social media
professionals. The BFBS Academy offers creative and cyber training to ex-Forces personnel.

Our support for Defence People goes beyond serving personnel and their families. We are with
them at every stage, from cadets and aspiring recruits to veterans who want to stay in touch.
BFBS is the only organisation that covers this diaspora so comprehensively.

INTERNAL COMMUNICATIONS
BFBS is widely acknowledged by the MoD, single services and the wider forces community to be
a key pillar in internal communications. We have the network and reach on multiple platforms
to amplify messages in an accessible and user-friendly way, by wrapping them in
entertainment.
Although editorially independent, which adds to our credibility, we are unashamedly ‘forces
friendly’.
We have 1.3 million followers and subscribers to our social media platforms. The Forces news
YouTube channel has 372,000 subscribers, compared with 249,000 on the channels of the three
armed services combined. Our videos are watched more than four million times a month.
Relaying information about welfare and wellbeing is a vital part of internal communications.
But the Integrated Review and Command Paper set new challenges. We help engage the
internal audience in the project and explain its rationale.

Our news and storytelling make the future personally and operationally relevant. We focus on
the entire spectrum of Defence, everything from future technology to diversity and
environmental issues.

Our own platforms reach the ‘whole force’ — regular and reservist, as well as cadets and
veterans. Through persona modelling we can ensure we are reaching the target audiences.
Forces.net is home to the best news and information about the armed forces, reaching 500,000
unique users a month. Our research shows it is used by many of the 2.4 million veterans in the
UK.
We regularly stream live coverage of military sport and e-sports and support it through
charitable funding. On Facebook 2 million minutes of our videos are viewed each month.

Messaging
BFBS radio stations around the world and in the UK reach more than a million listeners a week.

We offer hourly spots within our radio programmes and a professional audio production unit
which enables us to produce relevant and targeted promotional ‘ads’ to amplify Defence
and/or local communications priorities.
Equally, BFBS TV overseas is an effective platform for disseminating important information —
between programmes and attached to on-demand content — for serving audiences and their
families.
This video ‘Falklands War: Everything You Need To Know’ was made at the instigation of CBF
Falklands to explain to his own people why we are there, with the added benefit of reaching a
wider non-military audience.
In the UK, we constantly review our local radio laydown to ensure it matches the changes in
garrison populations and their needs.
BFBS Creative, our communications agency, works with many branches of Defence to help
deliver top quality strategic communications campaigns and content — at cost.
Their contributions include:

•

•

•
•

The widely praised ‘Time to Talk’ video by General Sir Patrick Sanders — part of a wider
mental health campaign:
https://twitter.com/britisharmy/status/1357272513332604928?lang=en
Defence Connect. As well as helping the Army develop its presence, BFBS has its own
dedicated Defence Connect community manager and homepage, featuring up-to-date
content about the Armed Forces
Supporting Royal Air Force recruitment especially around minority ethnic audiences
Working with the MoD Cyber Confident Campaign Team to promote Cyber Security
and Armed Forces People Support to promote mental health

Despite the ambitions of the IR, it’s widely recognised in Defence that some communications
platforms (for example legacy weekly news sheets and magazines) need updating. BFBS
Creative works with many agencies and services to help achieve that, keeping them ahead of
the curve in terms of platforms and data-led techniques. They include:
•
•
•
•
•

Delivering full communications campaigns
Producing bespoke content
Supporting operational strategic communications work in hostile environments
Conducting bespoke audience research
Embeds to build up in-house capabilities

GLOBAL BRITAIN
Projecting Britain on the world’s stage requires great storytelling underpinned by targeted
distribution.
The Review rightly refers to the BBC’s soft power function, as the world’s most trusted
broadcaster. BFBS is a smaller scale media organisation, but like the BBC it is equally trusted
and has global reach.
Importantly, and unlike the BBC, it is a soft power platform which uniquely reflects Britain’s
hard power. No other organisation does this. As the Review says, to achieve greater impact
Britain’s soft and hard power must be better integrated.
A senior officer noted, a BFBS picture showing an F-35 landing on a carrier is a valuable part of
the communications toolbox.
This is not a new role for BFBS. During the Cold War our broadcasts had huge impact in East
Berlin as the only free speech media source available.

Today, we continue that tradition, with coverage highlighting the positive role of the UK and its
armed forces in support of media freedom, democracy and human rights.
These are just two examples:
CIVIL WAR: Inside the World's Youngest Country | ACCESS
We Spent 48 Hours with the Army in SOMALIA... | ACCESS
BFBS Creative works closely with the FCDO and is responsible for training the UK’s
ambassadors and missions in communications. Through the FCDO we provide similar training
to friendly foreign powers. We are part of the Conflict, Stability and Security Fund (CSSF) and a
signatory to the Human Rights principles of the UN Global Compact.
Importantly, as Britain’s mainstream media has downgraded its coverage of Defence (a
process which began with our major withdrawal from Afghanistan and continues today) BFBS’s
role as the only independent media organisation devoted to armed forces topics is increasingly
valuable and important. We have the contacts and expertise to syndicate our content
worldwide, if required.
We continue to cover the activities of the UK’s armed forces long after the rest of the
mainstream media has stopped. BFBS is the largest independent provider of publicly accessible
Defence media content in the UK.

TELLING THE DEFENCE STORY AT HOME
The cutback in Defence coverage by the UK’s mainstream media means that the British public
often remains poorly informed about the positive impact of the armed forces.
BFBS has done much to mitigate that.
We tell the stories of the people of the armed forces – stories which champion their services to
the public and inspire those considering joining.
Our coverage of Defence technology highlights the latest developments; not only how they will
affect the military but their implications for civilian jobs.
We have recently appointed a dedicated military technology correspondent. Our production
expertise and output channels allow us to tell the future technology story — on land, at sea, in
the air and in space — effectively to the armed forces and to the wider public.
With BFBS representation at the Army BattleLab, we will be in touch with new developments
ahead of mainstream media.
Our award-winning audio programme and podcast Sitrep — providing discussion and analysis
on Defence and foreign policy – is highly regarded according to the latest internal
communications surveys.
Throughout the Covid-19 pandemic we have reported widely on the role of Op RESCRIPT and
worked closely with Standing Joint Command to produce compelling audio features telling the
RESCRIPT story. Using our industry contacts, we placed 40 stories on multiple BBC and
commercial radio stations, reaching two million listeners. They also became a podcast.
BFBS helped the armed forces evolve their events coverage during the pandemic. The RAF's
Runnymede Memorial Service and the RN’s Admiralty Carol Service were seen by audiences of
tens of thousands more than the few hundred in-person guests they would have reached
previously.

THE UNION
The enhancement of the UK’s nuclear deterrent adds focus to the role of HMNB Clyde —
Faslane. BFBS Scotland plays an important part in emphasising the role of the UK armed forces
and Defence to the strength of the Union. As the Command Paper says, “Defence embodies the
mutual benefits and shared dependencies that bring the UK together so successfully across the
Union”. This is an important narrative which BFBS continues to tell in and about Scotland, Wales
and Northern Ireland.
BFBS has, finally and very recently, achieved our plan to obtain a radio broadcast licence for
Faslane. For the first time we will be able to produce and transmit a targeted service to this
community. We look forward to working with the Royal Navy on how we will tailor the service.

RESERVES
The renewed emphasis on reservists in the Command Paper, especially in the need to improve
the way they are recruited, offers multiple opportunities for BFBS to provide support.
BFBS Creative already supports recruitment with content production, campaigns and audience
research. Special focus has been on minority hires, re-joiners and STEM. This is an example of
their work for the RAF which won a European LOVIE award:
RAF Mythbusters | Answering your questions about life in the RAF!
More broadly, we know from audience research that BFBS’s free-to-air services are widely
consumed by those considering joining the Reserves. By telling their stories we amplify key
messages about the benefits of joining.
BFBS also produces plenty of content for and about cadets. Our research shows they are
particular fans of Forces News on YouTube. We look forward to supporting the Cadet
Expansion Programme confirmed in the Command Paper.

DATA AND INNOVATION
Our newsroom is now a digital-first operation. Below are examples of content commissioned
based on our own data and insights into the needs of our stakeholders and audiences. All were
distributed on multiple platforms:
Army’s Ranger Regiment ‘open to anybody In the Armed Forces’
What Is the Future Commando Force?
Catterick's Super Garrison: Transforming The World's LARGEST British Army Base
British Army Ranks: How Do They Work?

Coming soon — inspired by audience research: ‘Eco-Warriors: Can the military be green?’
We work closely with Defence on this. Our dedicated data team uses the same insight tools as
DDC's Insight, Design, Evaluation and Analysis team, including Brandwatch and audience
segmentation. We are currently strengthening our data resources further to ensure we are
meeting the needs and aspirations of our audiences.
We also conduct bespoke audience mapping and sentiment studies. For example, we
researched opinions in BAME communities towards the armed forces and the perceptions of
women in Defence and how they are portrayed.
We align with the Command Paper’s maxim that “by harnessing technology, exploiting data
and analytics, and comprehensively transforming our corporate services, we will develop a
leaner but more highly skilled and capable workforce”.
As a key partner to Defence we particularly support the Command Paper’s point that “our
ability to share and exploit data will be fundamental to delivering multi-domain integration and
information advantage”.
Innovation goes hand-in-hand with research, insight and evaluation of the data. There is no
point in developing new products or services unless there is evidence of a requirement for them.
BFBS TV Player is our most flexible and agile method of content delivery for internet-connected
audiences. It offers the best of UK TV, movies, sport and more via 40+ channels (many in HD),
live and on demand.
Available exclusively overseas to the armed forces and their families, BFBS TV Player can be
streamed via mobile phone, tablet or laptop, or on connected TV devices (Apple TV, Roku, Fire
TV Stick and soon Android devices).
BFBS MiPlayer. A different solution was needed for audiences with no or poor internet. The
MiPlayer, our unique system for providing audiences with an internet-connected experience
even where there is no useful internet connection, was a demand-led product.
21st century audiences want to watch, listen and read on their own devices as much as
communally. Our Media Innovation team responded by building systems which allowed them to
do just that. Crucially, to be useful in ships the solution had to be small.
BFBS MiPlayer is now installed in more than 40 RN and RFA ships including both new carriers
and all ships in Carrier Strike Group 21, as well as with land-based forces in locations including
Afghanistan, Bahrain, Somalia, Mali, Falkland Islands and Oman. It is also installed in the British
Antarctic Survey ship the Royal Research Ship Sir David Attenborough and Border Force
vessels.
Our current roadmap includes the scoping and provision of additional services, such as digital
print and increased flexibility of delivery.
Content. BFBS enthusiastically uses its assets to help its Defence partners. MODAL, our video
library, is available free to all Defence users to access clips for their own digital channels.

CYBER SECURITY
BFBS has recently been awarded ISO27001 certification – the gold standard in information
security.
We see a wider role for BFBS in cyber defence.
•
•

•

Our own channels are ideal for messaging serving forces and their families about the
risks of cyber-attacks.
Our Chief Information Security Officer, Asaad Moosa, is a specialist in building global
information security programmes and enterprise security architectures and is an
advisor to the Digital Television Group and also works very closely with the NCSC
(National Cyber Security Centre).
The BFBS Academy in partnership with the Defence BattleLab is launching new courses
to train veterans in cyber skills, coding, agile development and scrum management.
These courses will be targeted at potential re-joiners.

NEW PATTERNS OF DEPLOYMENT
BFBS fully understands the level of change taking place over the next decade as the military
transitions to the Future Force. We are evolving to meet the needs of the new deployment
patterns outlined in the Command Paper.
BFBS is well prepared to respond to the restructuring of the Army, and the establishment of the
Ranger Regiment, with its emphasis on the ability to “operate globally on a persistent basis”.
Where good internet connectivity is available, and there are no security implications by using it,
BFBS TV Player and BFBS radio player are the main platforms for receiving our services (live and
on-demand) and both are constantly being developed and improved.
Elsewhere, we have deep experience of providing media services to the armed forces,
regardless of the unit size, in remote and hostile areas, most recently in Afghanistan and Iraq.
We have a ‘flyaway’, fully functional, radio studio built in a shipping container which can be
transported anywhere in the world at short notice.

We already provide self-installed and self-operated ‘flyaway’ satellite and receiver equipment
with MiPlayers to small units heading for hostile environments where there is poor internet
connectivity, for example on Op MINUSMA in Mali.
We continue to work to reduce their size and make them ever easier to set up and operate. We
will organise the content so the most important services (sport, news, connection to home) are
prioritised. We will offer ‘digital print’ e-titles, not only British publications, but also those
relevant to the region.
Where Operational Security makes this type of service unavailable, we can provide pre-loaded
entertainment packages as well as useful information, for example about the region, its history
and geopolitics.
However, the growth of the UK regional Defence hubs, in Kenya, Brunei, Germany and Oman —
plus the continued presence in Cyprus and Gibraltar — indicates that BFBS’s more conventional
delivery of media services, which we already provide there, will continue to be needed.
We plan to increase our provision in Kenya ahead of the anticipated four-month deployments,
including creating bespoke content for personnel deployed there.

Russia. BFBS ensured that UK forces on Operation CABRIT in Estonia would receive its services,
as well as those serving in Poland and Romania. We remain keen to establish a larger media
presence in Tapa, combining radio, video and online output. It would provide a valuable but
inexpensive soft power influence across the border.
We have also supported counter-state disinformation work in Eastern Europe.

INDO-PACIFIC TILT
BFBS anticipated the Indo-Pacific tilt long before it was formally announced. In 2018 we
increased satellite capacity in the Far East, ensuring RN ships in the region would be able to
receive BFBS TV and radio. This is not funded in our current contract.
We further enhanced it in 2020, adding a new satellite footprint to deliver an even better
service in the Indian Ocean and Far East locations required by the RN and RFA — again entirely
funded by BFBS.
These are powerful examples of the innovative and agile approach taken by BFBS as a not-forprofit partner, enabling it to anticipate new developments and ensure the strongest possible
service offering in support of deployed personnel.

Of course, BFBS has been a valued presence east of Suez for many years. Our Gurkha Network
broadcasts in Brunei, with its well-respected news service based in Nepal and is also available
online.
We are now actively exploring further options, reflecting the MoD strategy of a Defence hub in
Singapore, including establishing a new local network in the region, or enhancing our existing
base in Brunei. We also plan to deploy a multi-media content creator there.
Carrier Strike Group. At the heart of the Indo-Pacific tilt will be CSG21 and subsequent annual
deployments including the Littoral Strike Group. The Prime Minister rightly hails CSG 21 as “the
UK’s most ambitious global deployment for two decades”.
BFBS has twin roles in these deployments. Our services will keep the UK armed forces in the
groups informed, entertained and connected.
But we will also commit to covering them on all platforms, throughout, and make our content
available through our network to other organisations in the UK and overseas. Ensuring their role
promoting Global Britain is seen and heard will be vital to its success. We also intend to
participate in Department for International Trade events during CSG21.

ROYAL NAVY
BFBS has long recognised the importance of the Royal Navy to our global Defence strategy.
Responding to the significantly increased global presence of the RN that is unfolding has
informed our strategy for some time and we have invested heavily to deliver the best possible
services to those at sea.
The introduction of an additional satellite footprint in the Far East was accompanied by other
improvements:
•
•
•

A general expansion of coverage in the region
A new provision for Duqm which was not being served by the existing
transmission and reception power
A switch of satellite bands to solve interference problems on ships

We are involved with the project teams working on future platforms including the T26 and T31.
In both cases we have developed new, bespoke technologies around the MiPlayer (see the Data
and Innovation section) to support the requirements of those designs. These include ships’ main
broadcast muting; MiPlayer set-top boxes for use of services on televisions, cabin radio
bulkhead control unit for MiPlayer and local source playout for a command channel.
BFBS supports the work of the Maritime Multimedia contract and drives innovation via this
route. We also maintain relationships with key primes such as BAE Systems and Babcock.
We aim to provide further services to meet bespoke Naval requirements — for example by
supplying specialist background content about the region where a ship is operating, or local
news channels. Plus, wellbeing support content, for example around mental health.
Bahrain. BFBS’s investment in supporting the RN includes the provision of a local radio station
in Bahrain, at our own expense. This now broadcasts across the Kingdom on FM and is highly
valued. We have also established a forward spares base in the UK Naval Support Facility,
allowing faster fixes to BFBS services by ships’ own engineers or the MMM contractor.
Duqm. We took a similar lean-in approach in Duqm, where we recognised its growing
importance and decided unilaterally to introduce an additional satellite footprint to enhance
services in the region.
We remain keen (and able) to provide a dedicated RN network (online as well as audio and
video), providing a community focus and internal communications vehicle across the entire
service, including the Royal Marines. This would link families with serving personnel when they
are away from home.
We continue to work on developing media solutions for submarines. This includes a system for
downloading entertainment and information content to individuals’ PEDs. We also have plans
to offer new movies, using Cinelink technology, which would be downloaded in advance but
made available during deployment.

CONCLUSION — HOW BFBS AIMS TO SUPPORT THE AIMS AND AMBITIONS OF THE
INTEGRATED REVIEW
In this paper we have shown how BFBS recognises and aims to support the changes being
planned for Defence.
Our armed forces will deploy more regularly around the world with more advanced technology
than ever before.
We strive to be agile enough to respond to changes in the military footprint, and ready to respond
to short-notice requirements based on operational need.
BFBS prides itself on its capabilities and dedication to ‘serving those who serve’. Our staff
collaborate across departments to use the most up-to-date technical solutions to deliver the
most relevant content and services.
Crucially, we see our role as serving the ‘whole force’ — from cadets and aspiring joiners,
through service, to ex-service and potential re-joiners. We have a unique ability to amplify the
Defence story and narratives.
As we have demonstrated, for example in the Indo-Pacific, we are always on alert for
developments in Defence on the horizon to inform the services which will be needed and how
they should be delivered.
We see the Integrated Review and Command Paper as vital blueprints for our future planning
and confirmation of our own strategy. And as we have shown, we already have many of the
tools and capabilities needed to meet the needs of UK plc in the future. But we continue to work
hard devising new solutions in response to a rapidly changing world.

