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SUMMARY 

 

Overall, BBC television appears to be performing well for audiences in Scotland. 

Reach and quality measures remain generally strong in the context of overall UK 

performance.   

 

There is strong popular factual and entertainment programming with some 

innovation in comedy and drama. However, there is some feeling that BBC One may 

be relying on too many long-running established brands. The channel is perceived as 

successful at providing coverage of major UK events.  

 

Audiences seemed to have a less clear idea of the channel identity of BBC Two. 

With its high number of “opts” the channel plays an important role as a provider of 

programmes which are specifically commissioned for audiences in Scotland. Audience 

engagement suggested that these are, in the main, highly prized for their quality and 

relevance. Programmes produced especially for audiences in Scotland have been 

performing well on both Scottish and network services. The Council believes that it 

is important for audiences in Scotland that both the quality and range of these 

programmes is preserved as far as possible in the face of wider budgetary pressures 

and technological developments. For some viewers, the scheduling of opts and the 

consequent re-scheduling of the network content they displace, remains an issue; but 

the high quality of production is widely acknowledged and negative comment on the 

quality of “opts” was rarely heard.  

 

Audience perceptions of BBC Three and Four were positive; especially, for the 

former, among younger viewers. Other issues which appear to be important for 

audiences include the provision of a wide range of innovative UK and Scottish TV 

drama, authentic representation of UK communities, including Scotland, and the 

overall balance which is maintained in BBC television content between the familiar 

and the innovative.  

 

 

BBC ONE 

 

Council members noted that, in the context of the performance of BBC television 

overall, BBC One is performing well with audiences in Scotland in terms of reach 

and share, while statistics on audience appreciation have been strengthening.  

 



Strengths 

 

Audience engagement suggests that popular factual and entertainment such as 

Operation Iceberg and Mrs Brown’s Boys are particular strengths. Mrs Brown’s Boys in 

particular resonates strongly, playing very well in Scotland and indicating, members 

believe, the appetite for a major, mainstream Scottish fictional piece. A new (to TV) 

network comedy broadcast on Hogmanay 2013 which was set in Scotland (Two 

Doors Down) achieved double the share in Scotland compared with its UK-wide 

performance.  

 

Innovation 

 

Mainstream dramas like Doctor Who, Luther and Sherlock amply meet audience needs 

but at the time that audience engagement was conducted, some of the comment 

suggested that not all BBC One drama is perceived to be of equally high quality.  

Continuing drama like EastEnders, Casualty and Holby City naturally remain important 

for audiences but it may be that an over-reliance on too many long running brands 

may be affecting perceptions of the channel’s freshness, especially among younger 

sections of the audience. 

 

Some comment was heard that in audience engagement that, overall, the channel  

is ‘no longer cutting edge’ and that ‘things go on until they are past their best’. The 

Apprentice was given as one example. Council members feel that while it is important 

that successful components of the channel are exploited appropriately, there may 

also be scope for more innovative new programming, and greater development of 

existing programming.  

 

Bringing the UK together 

 

Audience responses highlighted appreciation of the extent to which the channel 

successfully provided key moments of “collective consciousness” for the UK. 

Highlights such as the London Olympics and the Queen’s Jubilee were still clearly 

affecting perceptions of the channel.  Some in the audience asked whether the 

channel responded equally well to what were described as “significant moments” for 

audiences in Scotland.   

 

Delivering the public purposes 

 

Members believe the channel does successfully “make the popular good” but asked 

whether there was more scope for it to “make the good popular”. Overall, 

engagement suggested some audience perception that the channel could afford to 

take more risks with new programming. As noted, some licence payers commented 

that the channel was over-reliant on some long-running series which could be 

replaced or refreshed.  Members believe there may be scope for the channel to 

evolve and suggest that in doing so, it could exploit its undoubted pulling power to 

greater effect by developing more programming around the public purposes.  

 

 



BBC TWO 

 

Awareness 

 

Audience engagement suggested perceptions that the identity of BBC Two is 

weakening among all audience groups. Responses suggested that recent brands like 

Great British Bake-off have achieved high audience awareness and it seemed clear that 

for BBC Two, it is the more innovative content that “sticks” in the audience memory. 

Rory Goes to Holyrood (an unusual example of Scottish political satire) seemed to be 

front-of-mind at engagement events. Generally, spontaneous recall of BBC Two 

programming was of innovative comedy and drama.  

 

The overall portfolio 

 

As with BBC One, it was commented in audience engagement of BBC Two that “too 

many of its programmes are re-commissioned”. Older audience members 

commented that “Four is the new Two”. This may raise a question about the overall 

BBC TV portfolio and about the roles and images of the individual channels.  

 

Members discussed this question. One suggestion was that BBC Two carry the 

mainstream documentary and factual content currently on BBC Four, leaving the 

latter to develop a role as a “nursery slope” for more adventurous and experimental 

content. 

 

Content for audiences in Scotland 

 

As the main home of factual programmes designed specifically for audiences in 

Scotland (“opt-outs”), BBC Two is very important for delivery of the public 

purposes there.  

 

Opt-out programmes such as the tribute to the novelist Iain Banks or network 

content with strong resonance in Scotland like the Piper Alpha feature Fire in the 

Night (AI 91) stand out; but all opts match or outperform displaced network share. 

Opts are a key, positive constituent of BBC Two’s identity in Scotland. 

 

BBC THREE 

 

Ownership by the target audience 

 

Engagement suggests that BBC Three has achieved distinctiveness for the lower end 

of its target audience. It is seen by teenagers as “their channel”, especially for Bad 

Education and Russell Howard’s Good News. The most popular genre is comedy. In 

audience engagement events following press reports concerning the possible future 

of the channel, younger viewers became strongly defensive of it.   Overall, the 

channel appears to be viewed as innovative by its target audience.  

 

Public purposes 

 



Council members noted a strong public service element in content such as Baby 

Borrowers, Don’t Tell the Bride, Snog Marry Avoid. The series Free Speech was praised by 

a younger Council members as “making a big difference – a platform for young 

people to discuss current affairs and politics with younger politicos”.  Relatively high 

awareness of this particular genre was noted at audience engagement events.  

 

Some younger respondents observed that although treatments in some of the 

channel’s documentary formats may appear rather superficial, they believed 

audiences perceived the journalistic and public service value inherent in the content. 

They also indicated that there was appreciation of the careful balance generally 

struck by programme makers between entertainment and information. Discussion of 

the channel’s output in Council engagement events did not indicate any sense that 

viewers found the editorial treatments patronising.  

 

Distribution 

 

Towards the end of the period during which the Council carried out engagement on 

BBC Three, the Executive proposal to migrate the channel to digital-only became 

public. However one of the points younger viewers made was that, though many use 

iPlayer, Netflix, +1 channels and Skybox, they still prefer the traditional big screen 

for television viewing because of buffering problems on laptops, tablets and mobiles.  

 

BBC FOUR 

 

Voice 

 

Audience comment at engagement events indicated that there is high recognition and 

appreciation among BBC Four’s target group of older audiences. It would appear 

that for its target audience, BBC Four has “found its voice”: viewers speak of the 

channel’s ability to draw them to topics in which they had no previous interest, and 

of how they trust the channel to make storytelling accessible without being 

patronising. “It’s challenging” said one viewer, “but not too challenging”. 

 

Remit 

 

BBC Four’s service licence tasks it to “reflect a range of UK and international arts, 

music and culture, providing an ambitious range of innovative, high quality 

programming that is intellectually and culturally enriching, taking an expert and in-

depth approach to a wide range of subjects”: “I re-read their remit” said one Council 

member “and I’m content that they’re hitting it”. 

 

It was clear from engagement that the provision of sub-titled drama on Saturday 

evenings – an innovation in UK broadcasting – has given the channel a strong identity 

and a reputation for originality, even amongst audiences who had not viewed the 

material. In discussion, members observed that this could be an opportunity for the 

BBC to draw sections of the audience towards new areas such as, for instance, 

international film. “International film is a key part of contemporary culture and helps 

compensate for US media dominance”: could BBC Four do for film what it has done 



for crime drama? Could the channel’s (perhaps more conventional) factual 

treatments be deployed to achieve the same culturally-enhancing effects?  

 

Audience figures for BBC Four remain comparatively low, with awareness of the 

Saturday evening foreign dramas apparently significantly higher than for other 

elements of the channel’s output.  

 

CONTENT FOR AUDIENCES IN SCOTLAND 

 

Recognisably Scottish content is an important element of the BBC television offer for 

audiences in Scotland. Opt-out programmes in Scotland are watched by over 40% of 

the audience each week. They are intended to offer content which connects and 

resonates with people living in Scotland which the networks do not provide, helping 

to meet the culture and education public purposes. They seek an authenticity of 

voice, relevance to people’s lives, and to reflect the world audiences actually inhabit, 

helping to fulfil the “representation” purpose. Council members note that at a time 

when interest in Scottish culture is on the increase, opts are arguably more 

important than ever.  

 

Demand 

 

Audience engagement supports this contention. BBC Alba represents an additional 

source of content designed specifically for audiences in Scotland. Members believe 

that key opt-out brands like River City and Still Game and new comedy like Gary: Tank 

Commander and Limmy’s Show are very important for delivering the public purposes 

of the BBC in Scotland. Audience engagement suggests a strong demand for Scottish 

comedy, satire and drama, especially from younger viewers. Members believe it is 

important to maintain and develop the opt-out service in order to offer good value 

for money to new generations of licence payers.  

 

Quality 

 

Interestingly, members note that programmes do not have to be “fresh and new” to 

be succcessful - the Edinburgh Military Tattoo (network) was one of the top 5 

programmes on BBC One in Scotland last August (34% share, AI 89). However, the 

Council notes that there has been a step change in overall range and quality of opt-

out content in recent years. Negative audience comment on the quality of opts – 

which used to be heard - is now rare. 

  

Scheduling 

 

Members considered that the scheduling of opt-out programmes has been more 

confident with major opts like Addicted to Pleasure, Watching Ourselves, The Harbour, 

and Hebrides–Islands on the Edge placed at the centre of the schedule. Audience 

reaction at engagement events suggests that putting programmes like these at the 

centre of the schedule is generally welcomed by viewers, and strengthens 

impressions of the “Scottishness” of the BBC. 

 



There is however still negative audience comment about the displacement of 

network programming moved to make way for opts, though it appears to be in 

decline, perhaps because alternative means of access to the content, such as via the 

iPlayer, are increasingly available.  

 

Commissioning opts 

 

Council members are concerned that there may be a risk that, in the longer run, 

dual commissioning (where programmes are funded by both nations and network 

commissioners) dilutes the cultural specificity of content for audiences in the UK 

nations. Members note that a recent example shows this need not happen: a 

network commission originating in Scotland like Two Doors Down (BBC One on 

Hogmanay) delivered a strong network and Nation performance (network share 

15%, Scotland share 30%) without compromising on authenticity. 

 

Council members consider that more strategic commissioning and scheduling 

between network and nations could further increase the contribution made by 

Scottish content on network and nations services to audience perceptions of the 

overall BBC TV service in Scotland. 

 

CROSS CHANNEL ISSUES  

 

Long-term drama strategy 

 

Audience engagement suggested that viewers are becoming increasingly aware and 

appreciative of TV drama made by other broadcasters, whether from Europe, the US, 

or made by other UK broadcasters. There was some audience comment that BBC 

drama may be over-reliant on continuing drama and soaps. The Council 

acknowledges the importance of these for audiences, but it may be that the overall 

balance between the familiar and the new could be improved.  

 

The Council welcomes the development of a mainstream Scottish-based network 

drama in Shetland and believes there is a strong audience appetite for consistent 

provision of Scottish-based drama of this quality. While a key role for drama is to 

widen audience horizons and address universal themes, there is also strong audience 

appreciation of high-quality fictional representation of localities they can recognise 

and to which they can relate directly. Drama commissioners should work to ensure 

there is continuing supply of Scottish-based TV drama on the BBC.  

 

Representation 

 

Discussion of particular programmes in audience engagement makes it clear that 

viewers are alert to subtle cultural factors such as accuracy and authenticity not just 

in news and current affairs, but in all genres including factual output, comedy and 

drama. The degree to which accuracy and authenticity is appropriate varies with 

content and context, but appears to be important factors in achieving impact and 

high appreciation.   

 



Showcasing all of the UK 

 

There was some audience comment to the effect that content showcasing cultural 

excellence may be overly focussed on London.  

 

Innovation 

 

Most audience comment on BBC Three agreed that it was seen as innovative. There 

was some comment that BBC Four could be more innovative, acting as a ‘practice 

slope’ for new ideas and talent which, if successful, could progress to BBC Two. 

Some viewers pointed out that there is a difference between the ‘innovative’ 

(Torchwood, Sherlock, Outnumbered, Getting On, The Thick of It) and new series of 

established formats. Some in the audience felt there was scope for the BBC to offer 

more innovative programming generally.  In engagement there was some audience 

comment of factual output as rather formulaic (with science an exception). This 

could indicate an appetite for more innovative approaches to factual programming.  
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