
 

Getting the best out of the BBC for licence fee payers 

 
 

BBC Trust 
Response to the 
Department for 
Culture, Media and 
Sport’s Charter Review 
consultation  
Technical Annex A: Purposes, Values and Scope 

November 2015



BBC Trust Technical Annex A: Purposes, 

Values and Scope            

November 2015  

 

 



BBC Trust Technical Annex A: Purposes, 

Values and Scope            

November 2015  

 

 

Contents  
 

Scope 1 

Range of services and programmes 1 

Opinions on what the BBC should do more of 6 

Opinions on what the BBC should do less of 8 

Universality 10 

Mission 12 

Purposes 20 

Providing news and information to help people understand the world 

around them 21 

Supporting education and learning 23 

Reflecting and representing the whole UK population 27 

Showing the most creative ideas and highest quality content 34 

Growing the creative industries and promoting the UK abroad 35 

Role of Technology 39 

VALUES 44 
 

 

 



BBC Trust Technical Annex A: Purposes, 

Values and Scope            

November 2015 1 

 

Scope    
 

Range of services and programmes 

1. In the quantitative research, as independently conducted and analysed by ICM 

Unlimited, respondents were asked about the range of services and programmes 

(see Figure 1 below).  The public were in broad agreement that the BBC should 

provide more rather than less (56% compared to 7%1).  Over a third believed that 

the range of services and programmes at the BBC is about right (37%). 

Figure 1: Quantitative research - Balance of services and programmes 

 
 

2. The desire for the BBC to provide more services and content was especially strong 

among young people aged 16-34 (66%) and ethnic minorities (65%, compared to 

55% among white people).  A gender split was also notable with more women than 

men stating that the BBC should provide more services and programmes (60% 

versus 52%). 

 

3. Respondents who would like the BBC to do more or less in terms of the range of 

services and programmes paid for by the licence fee were asked what the BBC 

should do more or less of.  Respondents tended to deviate from the question and 

gave voice to their views on a range of issues related to the BBC, not just content 

and programmes.  Indeed, there was considerable overlap between the responses 

to what the BBC should do more of and less of, highlighting the fact that it is not 

necessarily the case that one set of answers are positive about the BBC (‘more’) and 

the other negative (‘less’).  

 

4. The single biggest area the public would like the BBC to address is to do with 

programmes.  A majority of people (55%) who would like to see the BBC do more 

said that they would like the BBC to show more/better programmes across a range 

of genres including sports, drama, documentaries, news, comedy and movies. At 

                                                
1 Due to rounding the figures in the pie chart is different to the overall ‘Should provide less’ figure 
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the same time, there was a relatively small sense that the BBC should stop showing 

as many repeats (mentioned by 6%).  For those who would like to see the BBC to 

do less, the majority (49%) would like to see fewer low quality programmes or 

specific types of genres such as reality, cooking and sports. 

 

5. Financial and monetary issues were a feature of both the ‘more’ and ‘less’, although 

these did not come through strongly.  There were references to the BBC for ‘not 

wasting money’, ‘cutting the cost of or doing away with the licence fee’ and 

‘stopping the payment of high salaries to presenters/TV stars and staff.’ 

 

6. In the public consultation, as independently analysed by ICM Unlimited, respondents 

were also asked about the range of services and programmes (as shown in Figure 

2).  Over half (54%) of respondents said that the range of programmes and 

services provided by the BBC was about right.  Opinion was otherwise fairly even 

divided with around a quarter (24%) thinking that the BBC should provide more 

programmes and services and one fifth (20%) thought that the BBC should provide 

less.  

 

Figure 2 – Public consultation - Balance of services and programmes 

10%

14%

54%

12%

8%

1%

a.	The BBC should provide far more

b.	The BBC should provide a little more

c.	It is about right

d.	The BBC provides a bit too much

e.	The BBC provides far too much

Not answered

Base = 38,510 responses submitted on Delib and Mobile

Q1. Thinking about the range of services and programmespaid for by the 

licencefee, in your opinion, do you think that…
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Base = 38,784 responses submitted on Delib , mobile and letter 

Q1. Thinking about the range of services and programmes paid for by the 

licence fee, in your opinion, do you think that…

One quarter think the BBC 

should provide more of a range 

of services and programmes

Over half think the BBC currently 

get the range of services and 

programmes about right

One fifth think the BBC should 

provides too much of a range of 

services and programmes

 
 

7. Respondents to the public consultation were asked to comment on their response to 

the BBC’s range of services and programmes. 

 

8. The most common theme which emerged was that respondents are happy with the 

current range of services provided by the BBC.  Among those who believed the BBC 

is meeting expectations, the feeling is generally that the range of programmes and 

services made available by the BBC is about right, and that the current outputs of 

the BBC should not change. 
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“There is just the right mix of entertainment and drama, as well as documentary 

programmes.  Importantly, they are usually aired at just the right time.” 

 

(Age 16-24, public consultation) 

 

“The BBC is a quality, world renowned broadcaster.  Its wide ranging programmes 

are great and it would be a shame to lose any part of it.”   

 

(Age 35-44, public consultation) 

 

9. Another view expressed in the public consultation was that the BBC does a good job 

of delivering in terms of both quality content and the range of services it delivers.  

Many respondents commented that the BBC produced a broad and wide-ranging 

variety of programmes across its different channels, and that it successfully covered 

a range of different genres and formats. 

 

“The mix of drama, news, music, comedy and World provides me with all I need.  It 

is a fantastic institution and worth every penny.”  

  (Age 45-54, public consultation) 

 

“BBC offers a good range of news, information, and entertainment.” 

 

(Age 55-64, public consultation) 

10. Specific praise was levied at the variety of outputs services that the BBC has to offer 

across various different channels.  Respondents commented that the BBC not only 

provides a whole range of television and radio outputs, but also online and local 

services.  

 

“It's a bargain for what we get and covers TV, radio and online. It delivers a range 

of content too, not all of which is what I would watch but it should never be that. It's 

great at catering to a diverse population”  

(Age 65+, public consultation) 

 

11. Alongside positive views expressed about the breadth and range of its services, the 

BBC’s focus on quality was also widely appreciated. This was often reflected in the 

praise directed towards specific genres of content produced by the BBC - the genres 

praised most frequently during the consultation were: BBC dramas, documentaries, 

current affairs, comedy, documentaries and sports content. 

  

“The quality of the BBC across the board is better than any other comparable 

organisation.” 

(Age 35-44, public consultation) 
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“The BBC gives a wonderfully full range of programmes to suit all ages, cultures and 

lifestyles. It informs, challenges and educates in equal measure” 

 

(Age 35-44, public consultation) 

 

“Good TV and Radio Services plus online. Something for everyone both nationally 

and locally. Excellent value for the money.”  

(Age 45-54, public consultation)  

 

“The coverage of TV channels and radio stations is diverse, but not so wide that it's 

difficult to keep track of what's on and where. A wide audience is catered for.”  

 

(Age 45-54, public consultation)  

12. The high level of expectation of the BBC is evident from the negative themes that 

emerge. These included views that the BBC was in danger of being overstretched, 

that the BBC shows too many repeats and that the BBC should produce more 

educational content. 

13. One theme that emerged was the concern that the BBC was in danger of becoming 

overstretched.  Respondents felt that the BBC was trying to appeal to too many 

groups and was in danger of losing its ability to deliver high quality programming 

and services.  Related to this was a fairly small view that BBC services were 

currently spread too thinly and that the BBC should focus on protecting its core 

services.  

 

“The BBC should reduce the number of TV and radio channels and concentrate on 

providing quality on fewer outlets.” 

(Age 65+, public consultation) 

14. One commonly cited example of this was the complaint that there was not enough 

original content on the BBC, and/or that too much content is repeated.  These 

participants often concluded that repeats are a function of lack of funding for 

developing new, high quality content. 

 

“There is less original programming on now, and there seem to be far too many 

repeats and programmes aimed at the brain dead.”  

(Age 35-44, public consultation) 

 

15.   Again reflecting the perception of the BBC as making an important contribution 

towards the cultural richness of the UK, a further theme emerged saying that the 

BBC needed to work harder to provide more educational and information services 

and programming. This supported a belief that trying to appeal to everybody 

actually means that certain ‘priority’ audiences such as young people would not be 

served to the extent they could or should be.  In some cases, specific reference was 

made to BBC Three as part of this theme. 
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“Educational content for both adults and children across all media.” 

 

(Age 45-54, public consultation) 

16. A small but nevertheless consistent theme was whether the BBC is successful in 

maintaining its independence, impartiality and lack of bias.  Some respondents 

thought that the BBC represented a reliable source of information and as such is 

fulfilling an important – or indeed unique – role in the cultural life of the UK.  

However, others thought there was a need for measures to be taken that will 

ensure more unbiased, impartial news and for analysis to be presented in a 

completely balanced and objective manner. 

 

 “The BBC provides an essential public service and is an essential source of 

unbiased news in a country flooded with partisan media” 

 
(Age 25-34, public consultation) 

 

“The BBC has lost its way in a pursuit of a populist attitude.  For example too 

much time given to sport on the news yet, on the majority of occasions, no time 

given over to news on the economy.  Additionally the political bias is often 

extreme” 

(Demographic information not provided, public consultation) 
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Opinions on what the BBC should do more of 

17. In the public consultation as independently analysed by ICM, respondents were also 

asked to comment on the one thing they would like the BBC to do more or less of. 

 

18. For those commenting on what they like to see the BBC do more of, the common 

themes centered around expectations of the BBC as a unique part of UK culture and 

society.  This included a strong focus on the question of whether the BBC produces 

enough high quality content, with specific reference to the focus on quality over 

quantity. 

  

19. Other themes which emerged from the responses to this question covered the 

following areas:  

 

 Whether the BBC should produce more content aimed at young people 
 Whether it needs to work harder to produce more unbiased, impartial news 
 A desire for the BBC to improve the quality of its digital offering 
 The view that it should take more risks with commissioning new content and 

supporting new talent and should make braver decisions 

 The need to place more focus on local services  
 

20. Alongside questions of governance and organisation objectives, respondents to this 

question also focused on genres of content they would like to see more of. These 

included: 

 

 Drama  

 Sports content  
 Documentaries and factual programmes 
 Comedy and entertainment shows 
 Arts, culture and music programmes 
 Environment and science programmes  
 History and natural history programmes 
 Current affairs content and documentaries 
 Educational and outreach programming 

 
21. A more detailed analysis of these themes is provided below. 
 

22. One common theme that reflected the perception of the BBC as an organisation 

with a unique role to play in the UK’s cultural and social life was a desire for the BBC 

to produce more content aimed specifically at younger children, teenagers and 

young adults.  In general, comments on this topic related to television programing, 

however a smaller theme which emerged related to a desire for more radio content 

for young people.  Some of these comments – specifically those referring to 

teenagers and young adults – referred specifically to the proposal to close BBC 

Three as a broadcast channel.  

 

 

 



BBC Trust Technical Annex A: Purposes, 

Values and Scope            

November 2015 7 

 

“Content, programmes for children and young people. You don't do enough, are not 
imaginative enough and risk losing your future audiences” 

 

(Age 45-54, public consultation) 

 

“Try to connect with a teenage and early 20s demographic in a meaningful way 
otherwise the BBC risks losing their support for future charters”  

 

(Age 45-54, public consultation) 

 

23. The BBC’s importance as a news and information source for the whole country was 

highlighted in calls for the organisation to produce more unbiased, impartial news 

and analysis. 

 

“Unbiased news and views – don’t push any particular agenda and tell it as it is”  

 

(Age 45-54, public consultation) 

 

24. Another theme related to calls for improvements to be made to the BBC’s online 

services; specifically the desire for more online content, or for changes to the BBC 

website. This was sometimes expressed in terms of a desire for further development 

of BBC iPlayer. Suggested improvements included requests for more content, for 

programmes to be made available online for longer and for iPlayer to be more easily 

accessible abroad. 

 

“More online on demand TV would be good. Some of the player content should also 

be left on for longer”  

(Age 55-64, public consultation) 

 

25. The role that respondents believed the BBC plays in the UK’s cultural and artistic life 

was expressed in the desire that the BBC should improve how it supports and 

nurtures new talent in the industry. For respondents who expressed this opinion, 

there was a desire for the BBC to take more risks with commissioning and to 

introduce more original and innovative content. 

 

“Taking more of a risk with drama content, to enable new voices to be heard by the 

largest possible audiences”  

(Age 35-44, public consultation) 

 

26. This view was sometimes expressed as a desire for the BBC to be braver in its 

decisions, and that the organisation should be more honest and should stand up to 

its critics more assertively.  

 

“I'd like to see the BBC take more creative risks and be less afraid of failure”  

 

(Age 55-64, public consultation) 
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27. In some cases, the high level of expectation on the BBC as a feature of life in the 

UK was expressed in the desire for the organisation to represent the UK at all levels, 

meaning national coverage as well as comprehensive local services.  

 

“More local programming. Currently local programming on TV is simply local news 

and Inside Out. It'd be great if local events, possibly even local sports were shown”  

 

(Age 25-34, public consultation) 

 

Opinions on what the BBC should do less of 

28. Respondents were also asked to comment on the one thing they would like the BBC 

to do less of.  In many cases responses to this question reflect what the BBC should 

do more of, and again reflect the widely held perspective that the BBC occupies a 

unique place in the cultural, social and artistic life of the UK.  Indeed, analysis 

shows that in general, people are happy with the BBC as it is – as such, no 

particular improvements are identified or requested. 

29. Among those who do believe the BBC needs to change, the themes that emerged 

included (in order of strength): 

 The belief that the BBC should focus on quality over quantity 

 The desire that it should show fewer repeats on television 

 The belief that the BBC should be less biased and completely impartial 

 A desire for the BBC to have fewer radio stations 

 

30. Similarly for the ‘do more of’ section, some respondents interpreted this question in 

terms of genres of content they would like to less of on the BBC.  Among this group, 

commonly mentioned genres include sports content, soaps, specific entertainment 

programmes, game shows and quiz shows and cookery shows. 

31. A common theme that emerged here is that the BBC should focus on quality of 

programming rather than quantity. For these respondents, it was vital that the BBC 

should reduce poor quality content and focus on producing more high quality 

outputs. 

 

“Anything poor quality. I would rather have a few high quality programmes than 

loads of dross. There are some poor quality BBC soaps and sitcoms I think we could 

do without”  

(Age 25-34, public consultation) 

 

32. A relatively small theme that came through for some respondents was a focus on 

reducing the number of repeats. Repeats were seen as a cheap alternative to what 

the BBC should be doing and reflected what these respondents believed was a 

desire to do too much, rather than maintaining a focus on producing more new and 

original programming.  
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“Repeats - they’re infuriating. I'd rather have fewer channels with more new 

programs than watch endless repeats” 

(Age 35-44, public consultation) 

33. As with the ‘do more of’ section, the role of the BBC as the news and information 

service for the nation is expressed (although minor) in the desire for less bias and 

political opinion in journalism and news reports.  For these respondents, it is vital 

that the BBC remain completely impartial and independent, and resist any influence 

from Government or businesses or corporations.  As elsewhere, among those who 

do believe the BBC is biased, there is a lack of consensus on the nature or direction 

of this bias. 

“Tabloid-like reporting. Far too many reporters allow their own opinions to influence 

their work”  

(Demographic information not provided, public consultation) 

 

34. A minor theme was that the BBC should provide fewer national and local radio 

stations. There was a belief that there is too much choice at present, and that this is 

being maintained at the expense of a focus on quality. 

 

“It feels like there are far too many local radio services. There’s just too much 

choice”  

(Age 35-44, public consultation) 
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Universality 
 

35. In the public consultation, as independently analysed by ICM Unlimited, there is a 

belief in the universality of the BBC as shown in Figure 3.  The majority (53%) of 

respondents felt the BBC should continue to deliver everything it currently does and 

provide something for everyone who pays the licence fee, i.e. a score of 1 to 3 on a 

scale out of 10 where 1 is ‘providing something for everyone’.  A third thought that 

the BBC should totally continue to deliver everything it currently does and provide 

something for everyone, i.e. those scoring 1. 

 

36. Only a small minority (14%) argued that the BBC should adopt a new approach and 

focus on programmes and services which are not provided by other broadcasters 

and online content providers. Around a quarter (25%) think the balance should lie 

somewhere in-between. 

 

Figure 3 – Public consultation - Universality 

33%

9% 11%
5% 8% 5% 7% 5%

1%
8% 8%

1 2 3 4 5 6 7 8 9 10 Not
answered

Q7. On a scale of 1-10, where do you think the BBC should strike the balance between continuing to deliver 

everything it currently does and providing something for everyone who pays the licencefee (1) as opposed to 
adopting a new approach and narrowly focusing on programmesand services which are not provided by other 
broadcasters and online content providers (10)? 

Continuing to deliver 
everything it currently 
does and providing 

something for everyone 
who pays the licence fee

Adopting a new approach and 
narrowly focusing on 

programmes and services 

which are not provided by 
other broadcasters and online 

content providers

Over half

One third say the 
balance should be 
completely on this 

side of the scale 

One quarter One in seven 

Base = 38,784 responses submitted on Delib, mobile and letter  
 

37. The question of universality was also explored in the quantitative research, as 

independently analysed by ICM Unlimited (see Figure 4 below).  58% of the 

population stated that the BBC should provide something for everyone who pays the 

licence fee, i.e. a score of 1 to 3 on a scale out of 10 where 1 is ‘providing 

something for everyone’. Three in ten (30%) people take an ambivalent view and 

just eight per cent state the BBC should not provide something for everyone.  

 

38. The public are marginally less clear when it comes to whether the BBC should 

continue to do everything it does. While few people disagree with this notion 

(12%), two-fifths are ambivalent and as many again say the BBC should continue to 

deliver everything it currently does (40% compared to 42%).   
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Figure 4 – Quantitative research - Universality 
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Mission   

 

The Role of the BBC   

39. In a piece of quantitative research conducted by ICM Unlimited for the BBC Trust2 

on the future priorities for the BBC, in 2014, respondents were asked spontaneously 

what they thought should be the one thing that is central to the BBC’s main mission.  

They provided a wide variety of responses, with 13% stating that it should “be 

impartial”, something that became increasingly important to people with age, as this 

figure rose from 3% among 18-24s to 24% among those aged 65+. It was also 

cited by almost twice as many men (17%) as women (9%).  

 

40. In this research, when prompted, with various words that could be used to describe 

what they thought the BBC should do, the three words most commonly chosen were 

the very same ones that currently make up the corporation’s mission statement: 

entertain (64%), inform (59%) and educate (43%).  Significantly, there was a 

sizable step down to the next most mentioned word, “engage”, which was selected 

by only 25% (see Figure 5 below).  

 

Figure 5 – Quantitative research - What should be the BBC’s mission?  

 

Confidential: For research purposes only 3

64%
59%

43%

25% 23%
16% 14% 13% 13% 10% 7% 5% 3% 1%

Q4. I would like you to think generally about the BBC and what you think its mission should be. Here are some words that other people have used to describe 

what they feel the BBC should do. Please drop and drag up to three words that you think most apply?

Base: All respondents (n=2,111)

Fig 2. What should be the BBC’s mission? (prompted)

91%

61%

14%

NET: any one of
inform, educate or

entertain

NET: any two of
inform, educate or

entertain

NET: all three of
inform, educate and

entertain

 

41. To put this into context, nine in ten (91%) selected one of the three words that 

actually comprise the BBC’s current mission statement, nearly two in three (61%) 

chose two of them, and 14% selected all three of them (only three choices were 

permitted out of a list of 14 possible words).  

 

42. “Entertain” was the word chosen first and foremost by every age group, but 

selection of it did increase significantly with age (18-24: 54%; 65+ 73%). The same 

kind of correlation was also present in the selection of “inform”, with the youngest 

                                                
2 http://downloads.bbc.co.uk/bbctrust/assets/files/pdf/news/2015/audience_research.pdf 
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cohort (18-24: 46%) much less likely to have selected it than the oldest (65+: 

72%), for whom it almost matches “entertain” as the most selected mission value.  

 

43. The youngest age group (those aged 18-24) did select the same top three as all 

other age groups – and in the same hierarchical order – but distributed their choices 

a little more widely. An equal number of 18-24s, in fact, selected “engage” (35%) 

as “educate” (35%), and 28% want the BBC to “inspire” – a higher number than 

any other age group. Younger people were also more likely to seek some form of 

cohesion, with 18-24s (24%) and 25-34s (19%) selecting “bring together” in 

greater numbers than any other age group.  

 

44. Having independently selected the actual three mission values that form the mission 

statement, respondents were asked to choose which one of the three words they 

thought most important. In this context, “inform” (43%) was placed above 

“entertain” (38%) to lead the way, with “educate” a distant third (14%). (see Figure 

6)  

Figure 6 – Quantitative research - Which one thing should be central to the BBC’s 

mission? 

 

Confidential: For research purposes only 4

Fig 3. Which one thing should be central to the 

BBC’s main mission?

Q6. And if you had to choose from this list, which ONE of these three do you think is most important for the BBC to do?

Base: All respondents (n=2,111)

43%

38%

14%
5%

Inform Entertain Educate Don't know

 

45. This illustrates that while the spontaneous selection of the three mission values put 

“entertain” in the lead, when prompted with only those same three words “inform” 

became most prominent. In this shift, there are some interesting differences 

between different groups: 

 The oldest group were most likely to cite entertain spontaneously (73%) 

but now become the group least likely to choose it (34%), instead opting 

in sizable numbers for inform (56%). 

 Young people are as likely as anyone else to want to be entertained.  

 Men are more likely than women (45% vs 40%) to have opted for inform, 

but women (42%) are more likely than men (35%) to opt for entertain. 
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46. Respondents were then made aware that the BBC’s main mission is to “inform, 

educate and entertain”, and were asked to evaluate whether or not it should 

continue to be the case (see Figure 7 below).  85% agreed that it should indeed 

remain, with 49% definitely agreeing and 36% tending to agree. One in ten could 

not make up their mind which left 3% dissenting. 

 

Figure 7 – Quantitative research – Agreement that BBC should continue to inform, educate and 

entertain 

49%

36%

10%

2%

1%

2%

Definitely agree

Tend to agree

Neither agree nor

disagree

Tend to disagree

Definitely disagree

Don’t Know

Q. The BBC’s main mission is to “inform, educate and entertain” its audiences. To what extent do you agree or disagree 
that this should continue to be the BBC’s main mission?  
Base: All respondents (n=2,111) 

 

47. The strongest agreement on continuing with the current mission statement rose 

with age, from 33% among the 18-24 year olds to 66% among those aged 65+; 

while the affluent AB social group (56%), white people (51%), high approvers of 

the BBC (64%), and those who think the BBC does in fact inform, educate and 

entertain very well (83%) all supported continuation.  

 

48. Overall, four in five (79%) thought that the BBC performed well on its central 

mission, with only 17% in the opposite camp (see Figure 8). However, on this 

measure there was slightly less strength of feeling among those who think it’s doing 

well. Fewer (31%) think it is doing very well than think it is doing fairly well (48%) - 

this is partially explained by variance across age, with a distinct threshold separating 

those above the age of 35 years (who opt for the higher performance 

categorisation), and people younger than this, who opt for the lower.  
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Figure 8 – Quantitative research – How well does the BBC inform, educate and entertain?  

 

31%

48%

12%

6%

3%

Very well

Fairly well

Not very well

Not well at all

Don't know

Q. And overall, how well do you think the BBC “informs, educates and entertains” its audiences through its TV and radio 
programmes and websites?  
Base: All respondents (n=2,111) 

 

 

49. People in Wales demonstrated higher levels of support for the BBC, with 42% 

saying it does very well on its main mission, compared to only 27% in Scotland, 

30% in Northern Ireland and 31% in England.  

 

50. At 22%, members of the least affluent social group are important detractors of the 

BBC’s performance on its central mission and not surprisingly, a majority of those 

who would not miss the BBC if it were no longer available, did not think it does well 

on its mission (67%). 

 

51. In this research published by the BBC Trust in February 20153 on the future 

priorities for the BBC, a total of twenty-six areas of focus for the BBC were 

presented to respondents (see Figure 9).  They were invited to think about each in 

terms of how important they felt it was for the BBC to do this in the future. Half of 

these statements (13) reflected the ideas in the existing BBC public purposes 

(shown as green bars in Figure 9) with the other half being new suggestions (shown 

as blue bars in Figure 9), although some did reflect ideas which the Trust currently 

measures, such as value for money for the licence fee.  

 

52. When presented with this list of items and asked about their relative importance, a 

majority thought that each of the attributes tested were important. This was even in 

the case of the ‘least’ perceived important item, “enabling people to adopt new 

technologies”. A sizable majority (56%) thought this to be the case.  

 
 

                                                
3 http://downloads.bbc.co.uk/bbctrust/assets/files/pdf/news/2015/audience_research.pdf 
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Q. When it comes to the things that you think the BBC should focus on in the future, how important would you say each 
of the following are? Base: All respondents (n=2,111)  

 

 

 

Existing purpose area Not covered in existing purposes 
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53. Neither of the two of the most important statements, “making sure it provides good 

value for money from the licence fee” (87%) and “being impartial in all its news and 

current affairs programming” (86%) are explicitly covered in the current public 

purposes. 

 

54. For the “making sure it provides value for money” statement, three times as many 

said it was very important (64%) than quite important (23%).  

 

55. The research found that “providing value for money” was particularly important for 

older people, with importance rising from 68% among 18-24s to 96% among those 

aged over 65.  Most of the affluent AB group (90%) think it is important, as do 

white people (88%) compared to BAME people (70%).  Those with a strong, 

positive impression of the BBC (91%) think it is important in greater numbers than 

those moderately (82%) or minimally impressed (87%). 

 

56. The research also illustrated that “being impartial in all its news and current affairs 

programming” displayed many of the same characteristics.  Increasing age was 

associated with higher levels of importance, particularly on the ‘very important’ 

measure, where only 35% of 18-24s think this to be the case, compared to 87% of 

those aged 65 and over.  Reverting to the overall importance measure, higher socio 

economic groups (90%), white people (87%), and those with a strong impression of 

the BBC (92%) thought that this was important.  Those respondents who thought 

that the BBC informs, educates and entertains ‘very well’ placed higher levels of 

importance on impartiality than those who were less impressed on this, ranging 

from a high of 94% to a low of 79% amongst those saying it doesn’t do well on its 

core mission values.  

 

57. Third on the list of important future focus items for the BBC is “providing high 

quality programmes and online content” (86%). However, here there was relatively 

strong differentiation from the top two items on the relative strength of importance. 

58% considered this need to be very important (compared to 64% and 66% 

respectively for the top two), with 28% saying it was relatively important. 

 

58. If the data is solely analysed on the ‘very’ important measure, “high quality 

programmes” would reverse position with “providing high quality journalism” (85% 

overall but with 59% saying it is very important).  Moreover, both of these items 

would be supplanted by “ensuring it is independent from government and MPs in 

what it does” (60% saying very important) even though this items ranks only 

seventh overall (83%).  

 

59. On the overall importance measure, the majority of the existing purpose areas were 

rated as important by around three-quarters of the respondents. Indeed the top six 

all breached the 80% mark, with areas such as “helping people understand what is 

going on in the wider world” (84%), and “making news and current affairs and 

other topical affairs relevant to people” (83%) not far behind the top scoring items.  
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On both of these areas more people thought them very important (50% and 46% 

respectively) than quite important (34% and 37% respectively).  

 

60. As already mentioned, all the suggested priorities attracted majority support.  

However the two public purpose statements with relatively lower importance ratings 

both fit within the Digital purpose. 

 

61. “Providing content in new ways” (57%) and “enabling people to adopt new 

technologies” (56%) were rated as important by fewer respondents than the other 

priorities.  On these matters, however, we see intriguing variations by age, which 

perhaps fail to reinforce fairly intuitive age splits that might have been expected to 

be present within the data (see Figure 10 below). 

 

Figure 10 – Quantitative research – Importance of Digital statements 

Base: all 
respondents 

(2,111) 

 What should the BBC focus on in the future? 

Total 18-24 25-34 35-44 45-54 55-64 65+ 

Providing content in new ways, such as the Internet, Interactive TV or Smartphones 

NET: Important 57% 54% 63% 62% 60% 53% 50% 

Neither 29% 31% 24% 26% 24% 35% 35% 

NET: Not 

important 
11% 8% 10% 9% 12% 11% 15% 

Enabling people to adopt new technologies, such as the Internet, interactive TV or smartphones 

NET: Important 56% 49% 55% 63% 58% 51% 55% 

Neither 30% 31% 31% 25% 26% 35% 31% 

NET: Not 

important 
12% 12% 10% 9% 13% 12% 13% 

 

62. The youngest age cohorts within society are typically early adopters and dependent 

upon new forms of communication technology, and might be expected to be most 

supportive of the BBC further developing its digital proposition. However, it was the 

middle aged groups who were most likely to attach higher importance scores to 

these two items, with those aged 25-54 rather than the 18-24 age group who think 

the “provision of content in new ways” is important (with 18-24s only just more 

likely than those aged 65+ to say so). 

 

63. Similarly, when it comes to “enabling people to adopt new technologies”, the 35-44 

age group is statistically significantly more likely than all other age groups (bar the 

45-54) cohort to think it is an important area for the BBC to focus on.  

 

64. The BBC “being commercially independent and free of advertising” did not rank 

amongst the highest priorities on the list for overall importance, although two in 

three (64%) thought that it was important for the BBC to focus on this in the future. 

There was some polarisation on this issue, with a relatively high proportion (43%) 

saying that it is ‘very’ important that the BBC remained commercially independent 

and free of advertising. The very important score on this rose to 60% among those 

aged over 65, and was higher in England (45%) than in each of Wales (39%), 

Scotland (36%) and Northern Ireland (25%). Social grade AB (48%), adults in 
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children-free households (50%), those whose overall impression of the BBC is high 

(56%), and those who think the BBC informs, educates and entertains very well 

(65%) thought that the BBC should remain free of advertising. 
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Purposes 

 

65. In the qualitative piece of research as independently conducted and analysed by 

MTM, respondents explored the extent to which a revised set of Public Purposes, 

suggested by the BBC Trust in July 2015, reflected what matters to audiences in 

terms of the role of the BBC.  MTM explored the importance of the areas and 

activities represented by each purpose, and then asked audiences to consider how 

well they felt that the BBC was currently performing in relation to these.  

 

66. There was some variation in audience priorities and perceptions of BBC 

performance, across different groups, e.g. based on age, socio-economic group, 

ethnicity, although there was also a considerable degree of consensus.  

 

67. Figure 11 below provides an overview of the importance attached to each of the 

new Purposes by audiences and the extent to which the BBC is felt to be delivering 

on each of these.  

 

Figure 11 - Qualitative research - Overview of importance and performance in relation 
to each of the suggested revised Public Purposes 

 

 

68. Overall, the new Public Purposes broadly reflected audience priorities for the BBC, 

but there were perceived gaps around important areas, particularly the role of the 

BBC to entertain and the wider social contribution of the organisation.  

 

69. Whilst the focus of the research was to explore the areas represented by each of 

the Public Purposes, rather than the language and wording, there were some 
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incidental findings relating to this. Purposes 1 to 3 (in Figure 11) were all felt to be 

clear in their focus, whilst there was more mixed understanding of Purposes 4 and 

5.  

 

Providing news and information to help people understand the world 
around them 

 
70. The BBC’s news and current affairs output was widely valued across audiences and 

felt to be central to the organisations role. This was identified as an area of high 

importance, where the BBC delivers strongly: 

 

“If you’re a channel for the public that’s what you should be doing…you expect 

them to provide news and information...to be high quality and very informative” 

(25-39, ABC1, Low Appreciators, London, qualitative research)  

“I think for a lot of people, that’s their one source of news, that’s what they’ve had 

for years, that’s what they’ll always stick with” 

(18-24, C2DE, Low Appreciators, Glasgow, qualitative research) 

 

71. BBC News was perceived as providing distinct value to licence fee payers by being: 

 A trusted and reliable destination for up-to-date news content 

 High quality (e.g. professionalism of presenters/journalists, high editorial 

standards, production values) 

 Independent and impartial (whilst BBC’s delivery on impartiality was a source 

of contention for some audiences, there was broad consensus that the BBC 

should be aspiring to this) 

 Easily accessible (by all age-groups) across a range of platforms and devices 

(e.g. BBC News and Sport website, apps and Red Button services) 

 Both global and local in coverage and reach 

 

“Usually they’re the first on the scene when something is going on” 

(55+, C2DE, Low Appreciators, Greenlaw, qualitative research) 

 

“BBC News is well known as being the best and where you would go for breaking 

news.”   

                           (40-54s, ABC1, High Appreciators, Belfast, qualitative research) 

 

“Their news reporting is delivered well and you can always rely on the fact that 

they’re impartial” 

(25-39, ABC1, Low Appreciators, London, qualitative research) 
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“If you want to know if something has actually happened [then] you watch the 

BBC news, not Sky News or anything else” 

(25-39, C2DE, High Appreciators, Birmingham, qualitative research) 

72. A range of distinct current affairs content (e.g. programming such as Question 

Time, Panorama, The Andrew Marr Show, The Big Questions and Today on Radio 4) 

was also seen as an expected and important part of the BBC’s offer. This provides 

value to audiences by: 

 Being informative in an engaging and accessible way (for a wide range of 

audiences) 

 Raising public awareness of important issues 

 Creating discussion and debate  

 Being representative of different groups in UK society 

 

“It has a lot of factual programmes which keep you up to date with what’s 

happening “ 

(18-24, C2DE, High Appreciators, Reading, qualitative research)  

 

“Question Time is a great way for the BBC to get the layman’s view on things and 

engage with the public” 

 

(55+, ABC1, Low Appreciators, Birmingham, qualitative research) 

 

“The Big Questions is really good because it has people from all different sides and 

it’s uncensored” 

(40-54, ABC1, High Appreciators, Belfast, qualitative research) 

 

73. Whilst, across audiences, the BBC was felt to be delivering strongly on its news and 

current affairs remit, there was a recurring issue regarding the impartiality of the 

BBC’s coverage for a minority of respondents (this wasn’t specific to an audience 

group). Criticism tended to focus more on the BBC being too left-wing in its 

coverage, although the opposite charge was also levelled by a handful of 

respondents in relation to specific topics, e.g. the Israel-Palestine conflict. 

74. The majority of audiences felt that the BBC generally performed well in terms of 

impartiality and that reporting all sides/perspectives in a completely balanced way 

was very difficult to achieve. 

75. Regardless of how audiences felt about the BBC’s performance in this area, all felt 

that impartiality should be an objective for the organisation, because it is publically 

funded.  
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Supporting education and learning   

76. Education and learning were widely identified as being central to the BBC’s role and 

was an area where it was perceived as delivering strongly.   This was an area in the 

qualitative research that was explored more extensively. 

77. Audiences viewed education as an important part of the BBC’s remit and there was 

a strong feeling that it has a social duty as a public service broadcaster to educate 

the whole British public.  Education was highlighted as an important part of the 

BBC’s remit both spontaneously and in the context of discussion around the Public 

Purposes.  

 

“One of the key Purposes of the BBC is to educate people, it goes beyond news, for 

instance with its history and wildlife shows” 

(25-39, ABC1, Low Appreciators, London, qualitative research) 

“They’ve established themselves in the education area. I think if someone [else] 

were to try to do it then it wouldn’t work out so well” 

(40-54, ABC1, High Appreciators, Belfast, qualitative research) 

 

78. Audiences from across the UK identified the BBC as having a long and illustrious 

heritage in the area of education. They recalled ‘growing up’ with the broadcaster 

aiding their educational development and subsequently the educational 

development of their children (for those who were parents).  

79. The lack of a commercial agenda helps to contribute to a sense that the BBC can be 

trusted in the area of education. The BBC was seen as pursuing projects for the 

social good (as opposed to ratings and advertising revenues) and this was reflected 

in the wide-range of quality educational content the broadcaster produces.  

80. Audiences felt that a lot of BBC content could be categorised as educational, in 

contrast to the output of other broadcasters.  The BBC’s educational content was 

felt to be varied and inclusive of a range of audiences; reaching out to a wide range 

of ages. In addition, it was seen as accessible as there was a recognition it can be 

obtained across a range of platforms – TV, radio and digital (websites and apps).  

“I think the BBC are for all people. There are always people [in children’s 

programmes] with disabilities and people of all different ethnicities”  

 (55+, ABC1, High Appreciators, Prestatyn, qualitative research) 

“There are kids’ programmes right up to our age. The BBC teaches everybody 

through different programmes…it starts at a very young age” 

(55+, C2DE, Low Appreciators, Greenlaw, qualitative research) 

 

81. When asked what the BBC was currently doing in the area of education, audiences 

spontaneously referenced a broad mix of content and initiatives (Figure 12) from 
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the formal or structured learning of BBC Bitesize to the informal learning exemplified 

by the BBC’s factual content including news, current affairs and documentaries.  

“There are lots of programmes on the BBC that you could say are educational – 

like Panorama and the documentaries” 

(25-39, C2DE, High Appreciators, Birmingham, qualitative research) 

 

 

 

 

Figure 12 – Qualitative research - Examples of BBC’s formal and informal learning 

output referenced by audiences 
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82. There was high awareness amongst younger and older audiences of formal learning 

programmes such as BBC Bitesize with 18-24 year olds recalling using it to assist 

them in their studies and parents giving examples of their children using the service 

to help revise for GCSEs.  

83. Parents trusted BBC content and services targeted at children and felt comfortable 

to leave their children to explore them on their own. CBeebies and CBBC were 

spoken about fondly by parents who praised the balance the channels struck 

between entertainment and education. Programmes such as ‘Horrible Histories’ and 

‘In the Night Garden’ were referenced by many as examples of the BBC excelling in 

the area of children’s education and entertainment.  

84. Parents drew distinctions between these sorts of educational programmes and what 

they thought of as the “mind-melting” cartoons on other channels. The BBC being 

“CBBC and CBeebies actually educate you, they aren’t just cartoons” 

 
(18-21, ABC1, High Appreciators, Cardiff, qualitative research) 

 

Employer, <250 employees, Non User, 35+, Birmingham 

 

“I’m a teacher and we use Bitesize a lot at school as a teaching tool” 

 
(25-39, ABC1, Low Appreciators, London, qualitative research) 

 

 

Employer, <250 employees, Non User, 35+, Birmingham 

 

“You even pick things up watching Pointless!” 

 
(55+, C2DE, Low Appreciators, Greenlaw, qualitative research) 

 

 

Employer, <250 employees, Non User, 35+, Birmingham 

 

“Radio1’s revision hours were great to help me with my exam 

revising” 

(18-24, C2DE, Low Appreciators, Belfast, qualitative research) 

 

“Question Time – that educates you…even someone like me who’s 

not into politics” 

 
(40-54, C2DE, High Appreciators, York, qualitative research) 

 

“BBC News is always very informative; I use the app on my phone” 

 
(25-39, ABC1, High Appreciators, Greenlaw, qualitative research) 

 

 

Employer, <250 employees, Non User, 35+, Birmingham 

 



BBC Trust Technical Annex A: Purposes, 

Values and Scope            

November 2015 26 

 

ad-free was seen as a big positive for parents who value the absence of ‘pester-

power’ which comes with the commercial channels targeted at children.  

“Horrible Histories is great, my kids love that – they make learning really 

entertaining - it’s better than dumping them in front of rubbish cartoons” 

(25-39, C2DE, Low Appreciators, Prestatyn, qualitative research) 

“There’s no adverts so there’s nothing to take their mind off it, so it will ‘go in’ a bit 

better…I don’t mind my little one going on the iPad onto CBBC…the BBC ones she 

can go on herself, there’s games and loads of reading and I trust it and I know it’s 

safe” 

(40-54, C2DE, High Appreciators, York, qualitative research) 

 

85. MTM introduced a range of examples of the BBC’s educational output to gain a 

thorough understanding of audiences’ views on the role the organisation should be 

playing in this area. The areas tested were: 

 Children’s education e.g. CBeebies and CBBC 

 Investing in skills and offering educational resources e.g. Make it Digital and 

BBC Bitesize 

 Encouraging people’s interests and passions e.g. programmes such as The 

Great British Bake Off and digital initiatives such as iWonder 

 Documentaries and factual e.g. Natural World, Coast and Wonders of the 

Universe 

 Current affairs and news e.g. BBC News, Newsnight, Panorama and Question 

Time 

 Cultural programming e.g. The Culture Show, The Film Review and the BBC 

Proms 

 Cultivating talent e.g. BBC Young Dancer and BBC Young Musician 

competitions 

86. Audiences were positive about the BBC’s involvement in the majority of these areas. 

However, a minority had strong reservations about whether the BBC should be 

spending licence fee money on skills development programmes such as Make It 

Digital, when in their view this was felt to be the responsibility of the Government 

and schools. 

“I think [the money going towards Make it Digital should come out of the 

[Government’s] educational budget rather than the licence fee” 

(55+, ABC1, High Appreciators, Prestatyn, qualitative research) 

 

87. There was a general sense amongst all audiences that the range of educational 

initiatives the BBC are involved in should be better promoted, with low awareness of 

initiatives such as iWonder.  
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“Why don’t they push that [iWonder] then? I have never heard of that. I go on the 

website every day [and] I have never seen an icon for anything like that” 

(25-39, ABC1, Low Appreciators, London, qualitative research) 
 

88. There was strong approval for the BBC to use its unique UK-wide reach to help 

educate audiences of all ages through both its formal and informal educational 

output. Within this it was felt that that the BBC should continue to deliver children’s 

educational programming and update its digital content where required as there 

was some suggestion that it is looking dated in places.  

 

Reflecting and representing the whole UK population   

89. There was strong consensus that, as a publically funded organisation, the BBC 

should represent all different types of people across the UK; with age, ethnicity, 

religion, class and geography all highlighted as considerations.  The imperative on 

the BBC to cater to the needs of all audiences was seen as strong differentiator and 

area of value compared to its commercial rivals. 

“You want everyone to be able to enjoy the BBC and feel like their culture and 

religion is being reflected” 

(18-24, C2DE, Low Appreciators, Belfast, qualitative research) 

 

90. In the public consultation, as independently analysed by ICM Unlimited, the majority 

of respondents in the public consultation, believed that the BBC was achieving its 

objective of serving the diverse UK community (see Figure 13 below)  

 Three in five (60%) respondents who answered the closed quantitative 

question on this topic thought that the BBC represents and provides services 

for all of the UK’s diverse communities and audience groups across all the UK’s 

regions and nations either quite well or very well.   

 By contrast, only a minority of one in five (20%), thought that the BBC is 

doing either quite or very poorly at representing and providing services diverse 

communities and audiences.  



BBC Trust Technical Annex A: Purposes, 

Values and Scope            

November 2015 28 

 

Figure 13 – Public consultation – How well BBC represents UK’s communities across 

regions and nations  

8%

10%

19%

39%

21%

4%

a.	Very poorly

b.	Quite poorly

c.	Neither well nor poorly

d. Quite well

e. Very well

Not answered

Q5. The BBC’s Charter says that its role is to represent and provide services for all of the UK’s 

diverse communities and audience groups across all the UK’s regions and nations. How well or 

poorly do you think the BBC does this at the moment?

Three in five think the 

BBC currently does this 

well

Base = 38,784 responses submitted on Delib, mobile and letter 
 

 

91. In the quantitative research, as independently analysed by ICM Unlimited, four 

times as many people believed that the BBC was successful than unsuccessful in 

achieving its objective of serving the diverse UK community (60% compared to 

13%). That said, just 13% stated that the BBC is ‘very’ successful in fulfilling this 

aim, while a quarter (27%) do not express an opinion one way or the other (see 

Figure 14).  

 

Figure 14 – Quantitative research - Inclusivity and representing all communities  
 

 

 

92. Older people are more positive on this measure than all other age cohorts: 70% of 

over those 75+ believe the BBC successfully represents and provide services for all 
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of the UK’s diverse communities and audience groups across all of the UK’s regions 

and nations. A similar pattern is apparent when comparing the views of socio-

economic groups, ABs and DEs (65% versus 53%).  

93. Given the increasing ethnic diversity of the UK, it is pleasing for the BBC to note that 

those from an ethnic minority background are just as likely as white people to feel 

the BBC currently represents all audiences in the UK (59% and 60% respectively).  

94. However, respondents in Scotland are much less likely than Britons on average to 

say the BBC represents all people and parts of the UK (50% versus 60%).  

95. The balance of opinion was reflected in the open responses to this question. 

Overall, the BBC was broadly seen to be doing a good job at representing and 

providing services for the UK’s diverse communities and audience groups across the 

UK.  Respondents specifically mentioned that the BBC works hard to appeal to, or 

provide something for everyone, and that it tries to cater for all of the wide and 

diverse range of demographics across the UK.  

 

“There is a wide range of programming to suit all tastes, ages, gender and 

ethnicities” 

(Age 55-64, public consultation) 

96. One commonly held view was that programming produced by the BBC, features 

actors from a diverse range of backgrounds.  This theme was also reflected in the 

recognition that the BBC provides services for different ethnicities by producing 

programmes in a variety of different languages. Praise was specifically directed at 

the range of programmes that are produced in Welsh. 

 

“It provides Welsh/Scottish speaking channels. Also Asian TV. Varied subjects that 

appeal to many different people from the four corners” 

 

(Age 35-44, public consultation) 

 

Black, Asian and Minority Ethnic (BAME) audiences 

97. The BBC Asian network was highlighted in particular as being successful at 

representing and catering for the UK's diverse communities. Praise was also directed 

towards BBC Three from respondents who say it more widely represented ethnic 

minorities than on other television channels. 

 

“Examples such as BBC Three, BBC Asian network, 1xtra all provide excellent 

coverage for minority groups - and these are excellent ways of involving 

communities, voices and building a more integrated society through the BBC”  

 

   (Age 16-24, public consultation) 
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98. Respondents from the qualitative research, as independently analysed by MTM also 

highlighted some positive examples of BBC activities in this area.  It was felt to 

represent the value that the organisation can bring through its remit, including 

Radio 1Xtra e.g. Xtra Talent, The Proms Grime Symphony, The Asian Network and 

The Big Questions on BBC One. 

“If you compare it to other channels, for instance Channel 4, they’ve got a wide 

variety of shows that represent different communities. The BBC just don’t have 

that” 

(25-39, ABC1, Low Appreciators, London, qualitative, research) 

99. However, respondents felt that there was more that could be done. There was a 

minor view that BBC’s television and radio shows and content were largely aimed at 

the ‘white middle class’ and that too many actors and presenters on BBC 

programmes are from white ethnic backgrounds.  

 

“The BBC's programmes are largely for white middle class people” 

 

(Age 35-44, public consultation) 

100. There was also a feeling amongst BAME audiences in the qualitative research that 

the BBC could do more to represent different ethnic groups in a more authentic, 

relatable and contemporary way – with some perceptions that portrayal could feel 

tokenistic (a box-ticking exercise) and over-reliant on caricatures/comedy characters 

(either in soaps or sitcoms). 

“I can think of three programmes on the BBC in which Asian families are 

represented and they are all comedies. We could do with more serious 

representation in serious areas” 

(40-54, ABC1, High Appreciators, Glasgow, qualitative research) 
 

“I find that if they do focus on other ethnicities, they tend to focus on similar ones, 

they never really diverge from that and things have changed in the UK. The UK is 

multicultural in every sense” 

(25-39, ABC1, Low Appreciators, London, qualitative research) 
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Younger audiences 

101. In the public consultation, as independently analysed by ICM Unlimited, a commonly 

held view was that the BBC successfully provides services for, and appeals to, all 

age groups.  

 

“The BBC provides programming that entertains everyone in my family, from the one 

year old to the seventy year old. It works to represent all the diverse people in the 

country is ongoing, but progress has clearly been made and I'm sure will continue to 

improve”  

(Age 35-44, public consultation) 

102. However, an opposing view was that the BBC does not provide enough services for 

its younger audiences, specifically teenagers and those in their twenties. There was 

a view that the closure of BBC Three would risk alienating some of the younger 

audiences from the BBC. 

 

“They are cutting out a younger generation of viewers by potentially shutting BBC 

three. It also shows they do not listen” 

(Age 16-24, public consultation) 

103. There was also the sense amongst younger audiences (18-34 year olds) from the 

qualitative research, as independently analysed by MTM that the BBC could do more 

to engage them with its content offer. This included:  

 Having more US style series (longer, darker, exciting, shocking) e.g. Game of 

Thrones and Breaking Bad 

 Taking more risks with potentially offensive/controversial content or new 

formats 

 Reflecting contemporary topics/issues, that are relatable to younger audiences 

 Providing more opportunities for younger talent  

104. Whilst BBC Three was felt to deliver on some of these areas, there was an 

expectation and appeal for seeing this type of content on BBC1, where it is more 

accessible (e.g. higher profile, more discoverable, more of a viewing event). There 

was also some awareness of BBC Three moving online only, which further reduced 

perceptions of content accessibility. 

105. Younger audience attitudes to the BBC’s role were being influenced by their wider 

media consumption; both in terms of linear competitors (particularly Channel 4, 

which was seen as more relevant to younger viewers), but also Netflix (e.g. 

Breaking Bad, House of Cards) and YouTube.  

 

Nations and regions  

106. In the public consultation, as independently analysed by ICM Unlimited, opinions 

were divided over the extent to which BBC represents all regions of the UK.  One 

view was that the BBC successfully represents all of the wide range of different local 
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regions across the UK. A smaller theme related to how the BBC works hard to 

represent and provide services for those who live in Wales and Scotland. 

 

“Regional variations in programming, culture, events, etc. are well captured within 

the regional broadcasting sections of the BBC on TV and Radio including 

programming in Welsh, Gaelic, etc.” 

(Age 45-54, public consultation) 

107. For many of these respondents, the move of the BBC studios from London to 

Manchester was a positive step as it has helped make the BBC appear less London-

centric and more inclusive of other regions in the UK. 

 

“The move to Salford was important in making the North feel better served by the 

BBC” 

(Age 16-24, public consultation) 

108. However, it was also argued that the BBC is too London-centric and that other areas 

of the UK are not as well represented.  

 

“I'm not sure that Scotland gets a fair crack of the whip. The BBC remains largely 

Anglo-centric and London-centric”  

(Age 65+, public consultation) 

109. In the qualitative research as independently analysed by MTM, representing the 

nations and regions was felt to be an important part of the BBC’s role and again 

there were mixed attitudes to how well the BBC was doing here. 

110. There were a number of positive examples identified of the BBC meeting the needs 

of audiences across different parts of the UK, including: 

 The quality of BBC local news coverage  

 The distinct value of BBC local radio (e.g. mix of music and speech, 

calm/intelligent tone, no adverts) 

 High profile BBC programmes that represent different local areas across the UK 

(e.g. Coast, Countryfile) 

 Quality programmes set/made in local areas (e.g. Hinterland in Wales) 

111. However, as seen in the public consultation, there were also issues with the 

perceived London-centric nature of BBC and a desire for content to be both more 

locally relevant and contemporary/up-to-date in its representation of their part of 

the UK. This was most acute as an issue in the majority of the focus groups in the 

devolved nations. 

“We had a local show called ‘Our Wee World – it was dreadful. It was like they were 

making a show just because they had to. It was on topics no one was interested in. 

I don’t know why they didn’t just show a drama” 

(18-24, C2DE, Low Appreciators, Belfast, qualitative research) 
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“[The BBC] feels English as opposed to British sometimes. I agree that the BBC 

Scotland output has certainly expanded from my childhood days but I still get the 

impression that you’ve got your London news and then you come to your regional 

news and it’s a wee bit cheap” 

(40-54, ABC1, High Appreciators, Glasgow, qualitative research) 

112. Relevant to all of these areas, there was some audience sentiment that representing 

everyone in the UK, in a balanced way, was a particularly difficult (some felt 

unrealistic) objective for the BBC. However, because of the unique nature of the 

BBC’s funding (and the lack of imperative amongst commercial competitors to cater 

to the needs of all audiences), it was generally felt to be right that the BBC should 

have this ambition as part of its remit. 

Disabled people 

113. Similarly, opinion was divided over how well the BBC is doing at representing and 

catering for the needs of disabled people. Those who held positive views, praised 

the BBC and the current services it provides for disabled people, especially for those 

who are deaf or hard of hearing.  

 

“I think that the BBC has established disabilities such as the deaf and blind 

customers very well” 

(Age 65+, public consultation) 

114. However, those respondents who disagreed suggested that the BBC could work 

harder to represent people with disabilities in their content and programming and 

that more actors with disabilities should be represented on television programmes. 

 

“Could do more to represent disabled groups on screen alongside 'mainstream' 

shows. DON'T make them isolated shows to attract particular groups but incorporate 

a marginalised groups within the BBC schedule” 

(Age 16-24, public consultation)  
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Showing the most creative ideas and highest quality content 

115. Creativity and high quality were both recurring themes in terms of audience 

priorities from the BBC, but linking them together in one purpose was problematic 

for many. In particular, there was a prevailing attitude that creativity and quality 

don’t necessarily go together (i.e. you can deliver creativity without quality and vice 

versa).  

116. The BBC was perceived by all as being high quality across all its output, with 

audiences highlighting a wide range of examples to illustrate this, including its 

production values across content/genres; high editorial standards in news, current 

affairs and documentaries; talent across content/genres (e.g. drama writers and 

actors, news and sport presenters) and digital products (e.g. iPlayer, 

news/sport/weather websites and apps).  

“They do dramas really well – you can see the quality in the acting and sets” 

(40-54, ABC1, Low Appreciators, Reading, qualitative research) 

 
 

“Whatever they do you can trust that you’re going to get a certain quality with the 
BBC” 

(40-54, C2DE, Low Appreciators, Cardiff, qualitative research) 

 

117. However, there was a sense amongst audiences that quality, whilst valued, should 

be implicit to the BBC’s output and, as such, a feeling that this shouldn’t need to be 

stated explicitly within the Public Purposes (and is more appropriate as a core BBC 

value, applicable across all of its output.  

118. In comparison, there were much more mixed reactions to the BBC’s delivery on 

creativity, with some audiences (particularly, but not exclusively 18-34 year olds) 

feeling that the organisation should place more emphasis on this. Amongst these 

audiences there was a sense that the BBC:  

 Doesn’t introduce enough new programmes and is over-reliant on returning/ 

long-running series, particularly in certain timeslots (e.g. Saturday night) 

 Tends to play it safe and is too risk averse with new formats or potentially 

controversial content. 

“I think the quality is there. I just don’t think it’s creative enough. It feels like 

they’re playing it safe and a bit middle of the road. Which is perhaps sort of what 

the BBC is for” 

(55+, ABC1, Low Appreciators, Birmingham, qualitative research) 

 

“Creativity to me is something new and inspiring, they make a lot of re-hashes… I 

want them to make programmes that I want to watch again and again” 

(40-54, C2DE, Low Appreciators, Cardiff, qualitative research) 
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119. There was also a sense that other content providers delivered more strongly on this 

area; Channel 4 were seen as more experimental with new formats and willing to 

take risks with content, and Sky Atlantic and Netflix were perceived as more 

creative in their drama content. 

120. It should be noted that there were positive examples identified to illustrate the 

BBC’s delivery on creativity, including: 

 The dramatic adaptation of literary works, e.g. Poldark, Wolf Hall 

 Innovation in production techniques in natural history programming  

 Innovative radio formats, e.g. The Live Lounge 

 BBC Three’s reputation/heritage for experimentation and taking creative risks 

even if what is created isn’t always of a consistent standard and sometimes 

doesn’t work.  

121. However, as mentioned, creativity was an area of high importance to some 

audiences and they felt that the BBC should place a clearer emphasis on this in its 

Public Purposes. 

 

Growing the creative industries and promoting the UK abroad 

122. Overall, this suggested purpose was perceived as less important amongst audiences 

in terms of the BBC’s role and remit. This was partly due to initial audience 

confusion over what the this purpose covers; ‘growing the creative industries’ had 

limited understanding or resonance and ‘promoting the UK abroad’ had varying 

interpretations (from tourism to the World Service).  

123. However, whilst positively perceived when explained, it also reflects that the BBC’s 

role in supporting the creative industries is generally less of a priority to audiences 

(and felt to be more relevant to other BBC stakeholders). 

124. A minority of audiences did spontaneously highlight the BBC’s global standing as 

something that they valued – in particular its: 

 Universal and enduring respect as a high quality news brand 

 Role as an exporter of successful shows/formats (e.g. Sherlock, Top Gear). 

125. From an audience perspective, this was predominantly due to a sense of national 

pride rather than consideration of the economic benefits (although there was some 

interest in this once prompted). However, for most, this area was of secondary or 

limited importance in terms of the role of the BBC.  

 

“I think people throughout the world do look at the BBC World Service for clarity and 

impartiality. Pakistani media channels would refer to what the BBC say as ‘gospel’” 

(40-54, ABC1, High Appreciators, Glasgow, qualitative research) 
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“I think it makes me quite proud. It’s a British institution. It’s been right there from 

the start…The documentaries are seen as the best in the world I think” 

(18-24, ABC1, High Appreciators, Cardiff, qualitative research) 

 

126. However, for most this area was of secondary or limited importance in terms of the 

role of the BBC.  

Audiences priorities not captured in the revised Purposes  

127. MTM found that overall, the revised purposes were felt to clearly reflect a number of 

the areas that mattered most to audiences in terms of the role of the BBC - 

specifically news and information; education and learning; and reflecting and 

representing the whole of the UK.  

128. The BBC’s role to be creative and deliver new original content and programme 

formats was also important and this was covered to an extent in one of the 

purposes, but audiences felt that more clarity and emphasis could be given to this.  

129. However, there were additional audience priorities that weren’t felt to be captured 

in the new purposes. These areas emerged spontaneously during the initial 

discussion around what audiences want and expect from the BBC today and moving 

forwards. 

130. The two main areas were the BBC’s role to entertain and the BBC’s contribution to 

UK society: 

The BBC’s role to entertain  

131. Audiences consistently highlighted the omission of ‘entertainment’ from the revised 

purposes and questioned the rationale for this – with a number of respondents 

perceiving the BBC’s enduring role as being ‘to inform, educate and entertain’. 

 

“There’s nothing in there about entertainment… it’s what everyone wants“ 

(40-54, C2DE, Low Appreciators, Cardiff, qualitative research) 
 

“I always thought that the BBC was there to inform, educate and entertain, but they 

only mention two of these [in the Purposes]” 

(25-39, ABC1, Low Appreciators, London, qualitative research)  

 

132. Providing entertainment was felt to be key priority for the BBC, with audiences 

highlighting the importance of this across a number of different areas – including 

the high quality of BBC entertainment content across platforms and genres, e.g. 

Poldark, Wolf Hall, Sherlock, The Great British Bake-off, Strictly Come Dancing, 

Radio 4 comedy; the BBC’s role in educating and informing through entertaining 
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content, e.g. natural history programming, Question Time, Newsnight, 

historical/period dramas, Blue Peter, The Proms and being able to watch linear 

entertainment programming, that doesn’t have the disruption of advertising 

(particularly valued for shared viewing events like Eastenders Live and Strictly Come 

Dancing).  

 

133. There were also a range of areas where the BBC was perceived as performing well 

in terms of entertainment across its content and services, but, amongst specific 

audiences, there was also a sense that the BBC could perform better in certain 

genres – these included:  

 Family entertainment: amongst low SEG, family lifestage respondents, there 

was a feeling that the BBC does not cater to family audiences enough, 

particularly at the weekend. With shows like ‘Ant and Dec’s Saturday Night 

Takeaway’ and ‘The Cube’, ITV was often seen as having a stronger offer 

amongst this audience. There was appeal for the BBC to deliver more Saturday 

night entertainment programming that could be shared and enjoyed by the 

whole family. In this context, ‘The Voice’ received mixed reactions across 

audiences; for some lower socio-economic groups/family audiences it was 

more positively perceived as one of the shows that they come to the BBC for 

(that feels relevant/inclusive), whilst for others, it represented a lack of BBC 

creativity, i.e. a familiar talent show format. 

 Drama: particularly amongst younger audiences (18-34s) there was a feeling 

that there wasn’t enough variety and creativity to BBC dramas, with an over-

reliance on period productions. 

 Comedy: amongst older age-groups (aged 40+), audiences wanted to see 

more comedy that caters to family/older audiences, e.g. in the mould of ‘Only 

Fools and Horses’, ‘Gavin and Stacey’. 

The BBC’s contribution to UK society 

134. Respondents also felt that the BBC’s social value should be specifically addressed 

within its stated public remit. The BBC’s broader contribution to UK society was 

highlighted across audiences and related to a number of different areas.  These 

included providing high quality, uninterrupted coverage of a wide range of events 

with national significance, e.g. Remembrance Day, Royal occasions, political events, 

sport; bringing the UK together through content, e.g. Eastenders Live, Strictly Come 

Dancing, Poldark and contributing to the social welfare of the UK through 

fundraising that brings the nation together, e.g. Save the Children, Comic Relief.  

 

“The BBC should cover major national events like the Jubilee, Commonwealth 

Games, National Elections…it’s also engaged in charity work like Comic Relief” 

(40-54, ABC1, High Appreciators, Glasgow, qualitative research) 
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135. In this context, the perceived decline of sports rights held by the BBC was a 

frustration and concern amongst audiences. Whilst there was understanding of the 

challenge created by wealthy rivals, ensuring that sports content is available on 

free-to-air was seen by some as a key priority for the BBC. 

 

136. A factor which seemed to influence audience attitudes to the erosion of BBC sport 

rights was a view that the BBC should be playing a role in inspiring younger 

generations through sport.   
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Role of Technology  
 

137. The role of technology and the BBC’s performance in this area were recognised as a 

vitally important consideration by the majority of respondents to the consultation 

(see Figure 15 below).  Three quarters (74%) of respondents to the public 

consultation thought that it is a high or medium priorty for the BBC to continue 

providing and developing its services on newer platforms such as the internet and 

via mobile phones.  One in five (20%) thought that it was a low priority or not a 

priorty at all. 

 
Figure 15 – Public consultation – Importance of technology  

39

35

13

8

5

A high priority

A medium priority

A low priority

Not a priority at all

Not answered

Q9. And as technology changes, how much of a priority do you think it should be for the BBC to 

continue providing and developing its services on newer platforms such as the internet and via 

mobile phones? 

Three quarters think it’s a 

high / medium priority

Base = 38,784 responses submitted on Delib, mobile and letter 
 

 

138. In the quantitative research (as shown in Figure 16), as conducted and analysed by 

ICM, more people believed it was important than unimportant by a margin of more 

than two to one, that the BBC should continue providing and developing its services 

on newer platforms such as the internet and via mobile phones (68% versus 27%).  

 

139. However, while two-thirds of the public overall believed it was important, the 

salience attached to this initiative declined markedly with age. While as many as 

three-quarters of people aged between 16 and 44 years stated it should be a 

priority for the BBC to continue providing and developing its services on newer 

platforms, the proportion stating that it was important fell to around half amongst 

people aged 65 years and over. The strong relationship between importance on the 

one hand and youth on the other is also reflected in the 15 percentage point 

difference between white people and ethnic minorities (the latter being, on average, 

much younger than the former).   
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140. Throughout this piece of quantitative research conducted and analysed by ICM, 

socio-economic DEs were less positive than other income groups towards the BBC, 

and this trend continued with six in ten (59%) of DEs saying that it is important for 

the BBC to develop its services on newer platforms, a full 12 percentage points 

below all other socio-economic groups.   

 

141. Given the attachment of children and young people to technology and the growing 

trend of multiple device households, it was not surprising that those with children 

aged under 18 years were more likely than those in households with children to 

believe the BBC should continue to develop services on newer platforms. 
 

Figure 16 – Quantitative research - Developing services on newer platforms  

 
 

142. In the qualitative work undertaken by MTM, audiences viewed technological 

innovation as an important part of the fast-paced modern world in which we live. 

Across all audiences there was a strong desire for the BBC to keep pace with the 

technological advancements necessary to deliver BBC content and services to 

licence fee payers, in an increasingly convenient and flexible way across a variety of 

platforms and devices.  

 

143. MTM’s research showed that the BBC was seen as doing a reasonable job of this 

currently, with the expectation that the organisation should not be a pioneer in the 

technology space simply for the sake of it.  

“I definitely think that there’s a responsibility to keep up with technology. But I don’t 

see why they should go out of their way to create new stuff to the point that no-one 

has ever heard of it” 

(18-24, ABC1, High Appreciators, Cardiff, qualitative research) 
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“I don’t think it’s a prerequisite to lead the way, as long as they’re keeping abreast 

of new technology and licence fee payers get an opportunity to use it” 

 

(40-54, ABC1, High Appreciators, Glasgow, qualitative research) 

 

“I think it’s kept up to date with technology….making if available on every single 

device” 

                                          (25-39, ABC1, Low Appreciators, London, qualitative research) 
 

144. Younger audiences (18-39s) in particular, want the BBC to be reflective of the 

modern world by sustaining and even bolstering their social media presence. Older 

audiences (40+) want the BBC to keep pace with change but also invest in making 

the technology and digital services they deliver as accessible and user-friendly as 

possible.  

 

145. The research found that although the BBC had been seen to be technologically 

innovative in the past, it was less so today. Audiences aged 25+ recalled the advent 

of the BBC’s on-demand service, BBC iPlayer, and as a result associated the BBC 

with having pioneered in the technology space. Where the BBC was seen as lacking 

in terms of technology today was in certain areas of content delivery; the absence 

of plus one channels, HD content across all BBC programming and the iPlayer 30 

day viewing window were cited as examples of the BBC falling behind competitors in 

the technology space.  

 “I’d say they really led the way with iPlayer”  
 

(25-39, ABC1, Low Appreciators, London, qualitative research) 
 
 “The BBC could do with a +1 channel – the rest of the broadcasters have one” 
 

(40-54, ABC1, High Appreciators, Belfast, qualitative research) 
 

“It really annoys me that you only get 30 days on iPlayer. You should be able to 
watch it when you want” 
 

(55+, C2DE, High Appreciators, London, qualitative research) 
 

146. MTM introduced a range of examples of the BBC’s investment in technology and 

digital services to gain a thorough understanding of audiences’ views on the role the 

organisation should be playing in this area. The areas tested were: 
 Employment of social media channels e.g. Match of the Day, Question Time 

 BBC apps e.g. BBC Weather, BBC News, BBC Sport, BBC iPlayer 

 BBC Red Button services 

 BBC News Website 

 BBC Arts 
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 BBC Three moving online only 

 BBC contributing to building broadband networks in rural areas 

 BBC Click 

 Supporting digital radio switchover 

 

147. The technology and digital services that audiences valued from the BBC were 

typically practical and functional and they liked them because the content on them 

was trustworthy and the services reliable; they were viewed as high-quality, up to 

date, and accessible in that they were easy to use. 

 

148. Audiences valued BBC iPlayer, BBC apps and the BBC’s Red Button services for the 

user-friendly manner in which they connected them to content. BBC iPlayer in 

particular was viewed positively by older audiences for its ease of use and the way it 

makes content consumption convenient across platforms and through the 

‘download’ function. The Red Button was liked because of the viewing flexibility it 

offered around big events, for example Glastonbury and The Olympics. Audiences 

aged over 55 enjoyed the easy access it offered to everyday information, for 

example national/local news, weather and the lottery results. The TV programme 

Click was seen as a valuable gateway to the latest in technological innovation and 

audiences felt it could be made more prominent by potentially moving it to BBC One 

due to a lack of such content on mainstream BBC channels. 

“iPlayer, that’s what I use and you can download it and watch it offline which is 

good.”  

(40-54, C2DE, High Appreciators, York, qualitative research) 

“The Red Button is really good for things like Wimbledon and the Snooker.” 

 

    (25-39, ABC1, Low Appreciators, London, qualitative research) 
 

149. It was also found that there was some disagreement amongst audiences over the 

BBC’s broader role in certain technology and digital service areas. When told that 

the BBC contributes to building broadband networks in rural areas, audiences were 

generally positive that a proportion of their licence fee was going to this and could 

see the social need; there was recognition that not having access to the internet in 

this day and age could be a deeply isolating experience. 

  

150. However, there was some confusion over why this was the BBC’s responsibility as 

they are not a broadband provider. When told that the BBC may have some role in 

assisting with the digital radio switchover in the future as outlined in the 

Government’s Green Paper, audiences could appreciate the logic behind this as the 

BBC is a broadcaster heavily involved in radio. However, there were a significant 

minority of people who questioned the BBC’s involvement and considered it the 

Government’s responsibility.  

http://www.bbc.co.uk/programmes/b006m9ry
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“The broadband - that should be BT’s thing. They’re in charge…everyone rents their 

internet lines from BT so they should be covering that.” 

(25-39, ABC1, Low Appreciators, London, qualitative research) 

 

“[The BBC] had a finger in that [TV switchover] pie…because we all had to go and 

buy set top boxes and God knows what else to get the programmes!” 

 

(55+, ABC1, High Appreciators, Prestatyn, qualitative research) 
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VALUES  
 
Views on which values are most important for the BBC 

151. From the public consultation as independently analysed by ICM Unlimited, all 

responses to the question (as illustrated by Figure 17 below) highlighted the level of 

expectation placed on the BBC and the perceived importance of its values.  Among 

the options contained in the question, having the ‘highest quality/highest editorial 

standards’ was top at 92%, with being ‘impartial’ (90%) and ‘independent’ (88%). 

Although still perceived to be important by nearly three quarters of respondents, the 

values at the bottom end of the scale were being ‘distinctive’ (72%) and ‘diverse 

and representative’ (71%).  
 

Figure 17 – Public consultation - How important or unimportant do you think the 
following values are?  
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Q13. Please tell us, in your opinion, how important or unimportant you think 

the following values are

92% 90% 88% 85% 84% 75% 72% 71%86%

Base = 38,784 responses submitted on Delib, mobile and letter 
 

Summary of open responses 

152. There was a strong sense from the consultation analysis that for many the values in 

the chart above captured the areas that the BBC should stand for.  For these 

respondents, therefore, there was no need to add other values.  

 

“The diversity of programming is in the most distinctive and are always of high 

quality”  

(Age 65+, public consultation) 

 

153. However, for those respondents who did wish to add more public values, a relatively 

consistent set of themes emerged. In many cases these were interpretations or 

different perspectives on the values raised in the question above. These included: 
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 Openness, honesty, trustworthiness and integrity 

 Responsibility  

 Accountability  

 Fairness 

 Freedom of speech 

 Equality 

 Liberty 

 Independence 

 

154. Other respondents took a slightly broader approach and suggested values that had 

a more thematic sense. Again, a relatively consistent set of findings emerged from 

the analysis, which focused on the BBC being:  

 
 Brave and bold 

 Modern and progressive 

 More ethical 

 More creative 

 

155. Although argued from a range of perspectives, a set of strong themes emerged 

around the perceived unique role of the BBC and its contribution to British culture, 

and also the very high level of expectation placed on the organisation (whether or 

not it is seen as meeting this).  
 

156. One important theme related to the view that the BBC should be completely 

impartial, non-biased and independent in its reporting. There were conflicting 

arguments about whether the BBC is biased; but there was a lack of consensus on 

the direction of that bias, with different respondents arguing that the BBC was 

biased in different directions.  

 

“They should not be biased against any legitimate political party, or be pressured 

by them or censored, freedom to broadcast without interference by government is 

paramount to the freedom of thought and speech in the UK”  

(Age 55-64, public consultation) 
 

157. A fairly minor theme amongst the consultation respondents was that the BBC should 

be representative of Britishness and British values, although there was a lack of 

consensus around about what that would entail.  
 
“Whilst I think the organisation should be diverse it should have close consideration 

of TRUE British culture i.e. the majority seemed to be ruled by the minority”  

(Age 55-64, public consultation) 
 

158. The perceived importance of the BBC’s role within wider British culture was 

emphasised in the discussion on how far the BBC is effective in representing all 
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regions and nations in the UK. This was perceived to be an area where the BBC has 

some unique responsibilities in relation to other media organisations. Respondents 

in Scotland, Wales and Northern Ireland were particularly vocal on these issues.  
 

“It should continue to be something that holds the four nations of Britain together 

and provides something that everyone feels they have a share and interest in. It is 

part of the nation, not simply another media provider” 

 

(Age 45-54, public consultation) 

 

159. Similarly, the important cultural role of the BBC was emphasised in the comments 

on how far the BBC is successful in reflecting and representing the diversity across 

all demographic groups, with particular reference to ethnicity, gender, sexuality, 

faith and geography. 
 

“Equality - gender, age, faith, sexuality etc.  Probably encapsulated in diverse but I 

would like equality to be explicit in any set of BBC behaviours”  

 

(Age 45-54, public consultation) 

 

160. Again, expectations of the BBC being significantly more than ‘just another media 

provider’ were highlighted in the comments relating to the BBC’s role in education, 

with a strong theme emerging around the contribution the organisation can make 

by incorporating education and knowledge as more central elements of its public 

values.  
 

“The BBC should have a role to play in building knowledge, it should value 

education”  

(Age 35-44, public consultation)  

 

161. Building on previous research conducted by the Trust on the BBC’s values, the 

public were asked in the quantitative study undertaken by ICM Unlimited which 

attributes they feel are most important for the BBC in the way that it operates.  

 

162. Figure 18 below shows that all nine attributes are priorities for the BBC, with at 

least four in five people stating that each is very or fairly important. However, when 

just focusing on the proportion who mention ‘very’ important, it is evident that the 

general public believe it is most vital for the BBC to provide value for money (70%), 

be impartial (67%) and maintain the highest quality standards (64%). Conversely, 

around two-fifths of the population regard innovation and distinctiveness as very 

important values to the BBC (44% and 39% respectively).  
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Figure 18 – Quantitative research - Importance of values  

 
 

163. The salience attached to each attribute was generally high across all four UK nations 

but there were notable variations in the extent to which the countries regard each 

value as very important to the BBC.  The findings in Figure 19 show that:   

 

 Value for money is a greater priority for those living in the devolved nations 

than for people in England; 

 Impartiality is more important for the population of Scotland than in England 

and Northern Ireland; 

 Transparency is more vital for those in Scotland than in any other nation; and 

 Residents of Northern Ireland are consistently less likely than the public in the 

other three nations to describe each value as very important.  

 
Figure 19 – Quantitative research - Most important values for the BBC by nation 

Q. Many organisations have a set of values which state the ways in which they will 

operate. Do you think it is important or not important that the BBC…?  

% Very Important (Ranked by UK) 

Base: All respondents (2,908 / 2,073 / 277 / 290 / 268) 

 UK England Wales Scotland N. Ireland 

Provides value for money 70 69 74 74 73 

Is impartial 67 66 71 75 63 

Has the highest quality/ 

highest editorial standards 
64 63 65 67 61 

Is efficient 62 62 67 64 62 

Is transparent 61 61 64 68 58 

Is independent 60 59 62 63 49 

Is diverse and 
representative 

47 47 49 47 42 

Is innovative 44 44 47 48 44 

Is distinctive 39 39 40 40 36 
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Quality of content and programmes  
 

164. There was a strong perception that the BBC offers content and programmes which 

is ‘high quality’ and ‘distinctive’4. Almost three-quarters (73%) agreed that the BBC 

provided high quality including three in ten (31%) who definitely agreed with this 

attribute (see Figure 20 below).  Slightly fewer (60%) believed that the BBC shows 

content which is distinctive, three times as many who disagreed with this notion 

(18%).  

 
Figure 20 – Quantitative research – Quality of content and programmes  

 

165. Among the population as a whole, the BBC was widely perceived to show content 

which is high quality and distinctive; however, this view was held less strongly 

among those from low income households.  Whereas four-fifths (80% agreed) of 

higher socio-economic groups thought content was high-quality and two-thirds 

(66%) believed it to be distinctive, these figures dropped to 64% and 52% 

respectively among the lowest socio-economic grouping.  A similar pattern was 

observed when comparing the views of owner occupiers with those who rent their 

home from a local authority, housing association or private landlord. 

 

166. Looking at perceptions across the UK, the BBC performed less well on these two 

measures among people living in Scotland and Northern Ireland (see Figure 21 

below). Around a quarter of people living in these two countries disagreed that the 

BBC offers content and programmes which are distinctive, significantly higher than 

in England and Wales. 

 

 

 
 

 
 

                                                
4 Respondents were given the following definition of ‘distinctive’: ‘i.e. fresh, new, original and different’. 
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Figure 21 – Quantitative research - Quality of content and programmes by nation 

Q8. To what extent do you agree or disagree with the following statements? 

Base: All respondents (2,908) 

 

The BBC offers content and 

programmes which are high 
quality 

The BBC offers content and 

programmes which are 
distinctive 

 Agree % Disagree % Agree % Disagree % 

UK 73 10 60 18 

England 73 10 61 17 

Wales 75 8 65 13 

Scotland 69 11 52 23 

N. Ireland 66 16 52 25 

167. Reflecting the balance of opinion expressed in the quantitative research on high 

quality and distinctiveness, in the public consultation, as independently analysed by 

ICM Unlimited, strong themes also emerged from analysis of the open responses on 

this topic.  

 

168. Respondents felt that BBC programmes and content were distinctive, varied, well 

recognised and of high quality. They felt that the BBC produces high quality dramas, 

documentaries, factual programmes, comedies and current affairs programmes and 

also produces high quality radio channels.  
 

“The diversity of programming is in the most distinctive and are always of high 

quality”  

(Age 65+, public consultation) 
 

“The BBC is a quality, world renowned broadcaster. It's wide ranging programmes 

are great and it would be a shame to lose any part of it” 

                                          (Age 35-44, public consultation) 

169. Specific themes expressed included the view that the BBC is well recognised and 

admired, that it has a long and respected heritage, and that it is internationally 

renowned.  

 

“Quality, excellent, as is variety. If you watch public service channels in other 

countries you realise how lucky we are to have the BBC”  

(Age 55-64, public consultation)  
 

170. The perceived high quality of programming and content produced by the BBC was 

also highlighted, with respondents suggesting that the BBC is better than all other 

broadcasters and competition. 
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“Nobody does it better – beats all other competition” 

(Age 16-24, public consultation) 

 

171. Reflecting responses in other areas of the consultation, respondents felt that the 

BBC offered a large variety of programmes and mix of content, and should be 

recognised and praised for the wide mix of genres that it covers. Similarly, the 

quality of the BBC’s news and current affairs programmes was also praised. 

 

“The quality of content and programming is consistently high. BBC's output is always 

distinctive, and I would particularly single out news and current affairs coverage as 

being clear, trustworthy and unbiased. BBC drama and factual programming is world 

class”  

(Age 55-64, public consultation)  
 

“Dramas are very distinctive from other channels. Very in depth, high quality. 

Documentaries and factual shows are great too!”  

(Age 55-64, public consultation)  
  

172. As well as praise for the quality of its TV output, BBC radio output also received 

positive comments for quality and range.  Specific comments included claims that 

the BBC’s radio stations are distinctive, varied and high quality, while the view was 

also expressed that BBC radio channels are better than other stations that are 

available. 

 

“I think the BBC delivers high quality programmes and in particular provides 

excellent radio content on Radio 4 and Five live. The BBC produces the highest 

quality radio in the world”  

(Age 45-54, public consultation) 

 

173. Despite the fact that strong views were expressed about the quality and range of 

BBC output, in the public consultation, there was a minor view that felt that the BBC 

was not living up to expectations.  

 

174. Among these respondents, there were concerns around the quality and 

distinctiveness of its content and services, with a commonly expressed opinion that 

the BBC currently airs too many poor quality programmes. 

 

“Poor quality - 90% garbage.”  

(Age 35-44, public consultation) 

 



BBC Trust Technical Annex A: Purposes, 

Values and Scope            

November 2015 51 

 

“The quality of the programmes is definitely not as good as it used to be, and no 

different from the other channels.” 

(Demographic information not provided, public consultation) 

 

175. Specific genres that respondents to the public consultation identified as being of 

poor quality included entertainment programmes, quiz shows, cooking shows and 

soaps.  Another recurring theme was that the BBC currently shows too many repeats 

and that it should focus more on producing new and original content. 

 

176. Another theme that emerged from those who do not believe the BBC is delivering 

against expectations related to concerns that the BBC is not distinctive or unique in 

its outputs and that it does not differ from other broadcasters.  There was also a 

view amongst some that the BBC should continue take risks or should take more 

risks, and that it should not be afraid of taking risks in the future. 

 

“BBC should continue to give opportunities to new talent and to be innovative in 

ways that more commercial and risk averse broadcasters cannot. In doing so the 

BBC will from time to time produce content that falls flat, this is an inevitable 

consequence of the BBC fulfilling its remit.”  

(Age 45-54, public consultation) 

177. As seen elsewhere, a recurring theme throughout the consultation is that the BBC 

provides a unique and vitally important news and information service for the country. 

For many of those who hold this view, there are concerns that news and current 

affairs programmes are biased and one-sided, and that this lack of impartiality 

diminishes the quality of news content produced by the BBC.  

 

“The best quality apart from the news which seems biased and not factual enough 

...less opinion based please.” 

(Age 65+, public consultation) 

 

178. A minor theme is that the quality of BBC content has diminished in recent years. 

 

“Over recent years quality has definitely 'dumbed down' with fewer high quality 

series/documentaries for example. Some current 'comedy' is unwatchable!”  

(Age 55-64, public consultation) 
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Testing of Values from Government Green paper 

179. The qualitative research as independently analysed by MTM also explored audience 

attitudes to the set of overall values for the BBC that were generated by the 

Government’s Green Paper, as part of the Charter review process.  

 

180. All of the proposed values resonated to some extent as areas that mattered to 

audiences in terms of the BBC’s role. 
 High quality: there was an expectation of this across all BBC output and an area 

where the organisation currently delivers well  

 Independent: less immediately tangible from an audience perspective, but seen 

as important (when explained) in terms of the BBC’s independence from the 

Government and commercial influences. 

 Impartial: seen as an important ambition for the BBC and perceived as being 

intrinsically linked to organisation’s independence. However, some mixed attitudes 

towards how well the BBC is currently delivering on this area in terms of its news 

and current affairs output.  

 Efficient/value for money: whilst not a priority for all audiences, this was 

perceived as an important area, with audiences consistently referencing talent and 

executive salaries as issues to address.  

 Transparent: not a top of mind concern for many and required further 

explanation, but felt to be an important consideration for the BBC when probed in 

more depth. Audiences highlighted the need for increased transparency over how 

the licence fee is spent, talent and executive salaries, and the profile of BBC 

employees (in terms of being representative of different groups in society) as 

considerations here.  

 Distinctive: lacked audience understanding as a concept, but when explained it 

did resonate as an area of importance for audiences.  It was seen as being 

relevant to both the distinct value that the BBC was currently seen as bringing to 

much of its output, e.g. news and current affairs, natural history documentaries, 

children’s content, diversity of radio networks and the desire amongst some 

audiences (particularly 18-39 year olds) for the BBC to provide more original 

content (and be less reliant on long running series).  However, there was also a 

view amongst audiences that distinctiveness could be difficult to achieve across all 

of the BBC’s output. In addition, in some instances it was thought to be in the 

public’s interest for the BBC to provide an alternative option to certain types of 

programmes already provided by other broadcasters e.g. family–friendly Saturday 

night entertainment, which was particularly popular with lower SEG/family 

audiences, although it was not discussed whether or not these might in fact be 

distinctive.  

 Diverse/representative: a priority across audiences, with mixed attitudes to the 

BBC’s current performance in this area, particularly across BAME, younger and 

some Nations audiences. It should be noted that there was some confusion over 

the interpretation of the word ‘diverse’, with many respondents initially assuming 

that this referred to the variety of the BBC’s content and services 
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 High editorial standards (added by the BBC Trust): seen as important by 

audiences, particular in the BBC’s coverage of news and current affairs. 

 

181. It should be noted that audiences felt that there was a lot of value and that some 

had very similar or overlapping meanings - in particular: 
 

 High editorial standards was felt to be implicit in the BBC’s commitment to 

delivering high quality   

 Transparent and efficient/value for money were seen as having 

significant overlap, as the perceived audience benefit of transparency was that 

the BBC would deliver increased efficiency and value for money   

 Independent and impartial were viewed as having significant overlap, as 

impartiality was seen as a benefit of the BBC’s independence 

 

182. Therefore, whilst these suggested values resonated as a set of core values that the 

BBC should be aiming to deliver across all of its activities and output, audiences felt 

that there would be benefits to streamlining or pairing some of the values. 

 

183. MTM’s research illustrated that as this set of values were seen as comprehensive by 

audiences, there were very few gaps identified in terms of audience priorities. 

However, one broad area that was mentioned consistently was the BBC being 

Trusted, Responsible and Reliable across everything that it does.  

 

184. MTM found that trust was a core association with the BBC for many, but there was 

some sense of this being undermined by recent events that have received media 

attention (e.g. covering up scandals, pay and pay-offs). It also applied more broadly 

to trust in the quality of the BBC’s content and services. 

 
 

 

 
 

 
 

 

 


