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1. Executive Summary 

This Executive Summary presents the headline findings from mystery shopping research conducted 

by ICM on behalf of the BBC Trust between June and September 2013. The BBC Trust commissioned 

ICM to conduct mystery shopping of stage 1a and 1b of the BBC’s complaints procedures. That is the 

initial complaint to the BBC and a second request by the complainant for a further reply.  

The Complaints Framework and the associated complaints procedures are set by the BBC Trust 

following public consultation. They were reviewed by the Trust and relaunched in June 20121. The 

aim of this mystery shop was to test the new procedures one year on to see if the experience of 

licence fee payers who complained to the BBC had improved since the previous complaints 

procedures were last mystery shopped for the Trust in 20112.   

ICM conducted 492 mystery shops through the BBC’s three main complaints channels: telephone, 

email (webform) and letter. All mystery shoppers made an initial stage 1a complaint, and during 

fieldwork a percentage sent reminders and escalations to both BBC Audience Services and to 

programme departments and Independent Production Companies (IPCs). (i.e. made stage 1b 

requests for information on the complaints process).  

A majority of complaints (456) were directed through the main BBC Audience Services channels. 

(290 by email [webform], 101 by telephone and 65 by letter).  27 complaints were sent directly to 

Independent Production Companies and BBC Production Departments in order to see how 

complaints sent outside the main BBC Audience Services channels are handled. 9 ‘reasonable 

adjustment’ shops were conducted by telephone to see how effectively the Audience Services team 

are making reasonable adjustments to the process in the case of complainants with disabilities and 

special requirements. The sample sizes for the Independent Production Companies, BBC Production 

Departments and reasonable adjustment shops are small, therefore results should be treated as 

indicative only. 3 telephone complaints were also made in Welsh to the BBC contact centre in 

Bangor. 

The handling of complaints has been assessed in terms of timeliness, content, and complainant 

satisfaction. A summary is provided below: 

1.1 Response levels 

Telephone 

 All telephone calls were answered by the BBC, and no issues with accessibility were reported. 

Email 

 2 out of 290 email (webform) complaints directed to Audience Services did not receive a 

response at any point. Investigations conducted after fieldwork reveal that they were classified 

as complaints but then passed onto BBC Sport Interactive and then treated as comments which 

did not require a reply.  

                                                 

1 http://www.bbc.co.uk/bbctrust/governance/complaints_framework/ 

2 http://www.bbc.co.uk/bbctrust/our_work/editorial_standards/mystery_shopping.html 
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 11 of the 20 email complaints made to BBC Production Departments and Independent Production 

Companies did not receive a response at any point. Investigations conducted after fieldwork 

have provided the following explanations for unanswered complaints: 

– Email accounts being left unmonitored; 

– Usual procedures not being followed; 

– Trivial complaints not being judged serious enough to warrant a response; 

– Email not being the usual channel for complaints;  

– Clerical or administrative errors.  

Letter 

 3 out of 65 letter complaints directed to Audience Services did not receive a response at any 

point. Investigations conducted after fieldwork reveal that BBC Audience Services does not have 

a record of receiving 2 of the letters, despite ICM having proof of postage to verify that they 

were sent. Presumably they were lost in the post. 1 letter was received by Audience Services 

but a clerical error resulted in no response being sent.  

 3 of the 7 letter complaints directed to BBC Production Departments and Independent 

Production Companies did not receive a response at any point. Investigations conducted after 

fieldwork reveal that 2 of the 3 BBC Production Departments and Independent Production 

Companies have no record of receiving the complaints. The BBC Trust and ICM have chosen to 

include these cases in the sample because it is impossible to decipher whether the fault lies 

with the postal service or with the departments and companies.  

1.2 Timeliness 

Telephone 

 Telephone calls appear to have increased in length slightly since 2011.  

 In 2013, 81 per cent of telephone shoppers got through to a live Customer Service Agent (CSA) 

within 2 minutes of dialling the number compared to 90 per cent two years ago. ICM believes 

this is reflective of changes to the automated system at the beginning of calls which was 

introduced between 2011 and 2013.  

 This year, 92 per cent of calls were handled in 5 minutes or under. In 2011 the figure was 95 per 

cent.  

 Nonetheless, this year a larger proportion of shoppers state that the length of their call was 

about right.  

Email 

 There has been a marked improvement in timeliness performance by email (webform). 98 per 

cent (285) of shoppers received a stage 1a response within 10 days of sending their complaint, 

up 38 percentage points from the 2011 figure of 60 per cent.  

 The timeliness of responses from Independent Production Companies and BBC Programme 

Departments is poor compared to complaints channelled through the main BBC Audience 

Services webform. The procedures explain that unless a complaint is directed to BBC Audience 

Services the BBC cannot guarantee a response. 

– Of the 20 complaints sent by email, 3 received a response within 10 working days. 6 

responses arrived after this deadline, and a further 11 complainants did not receive a 

response.  
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 More than nine in ten (93%, 125) email escalations (that is a second email from the complainant 

following the BBC’s response) to BBC Audience Services received a response within 20 working 

days of being sent. This marks an 11 percentage point increase on the 2011 figure of 82 per 

cent.  

– 5 out of 6 email escalations sent to IPCs and BBC production departments received an 

email response within 20 working days.  

Letter 

 Letter responses are also more punctual in 2013 than they were in 2011. 

 This year 83 per cent (54) of Audience Services shoppers received a response to their initial 

stage 1a complaint within 16 working days (this allows for 3 days postage at each end). In 2011, 

62 per cent received a reply within 16 working days of the initial complaint being sent, marking 

an increase of 21 percentage points.  

 Letters directed to Independent Production Companies and BBC Programme Departments are 

much less likely to have received responses within 16 working days of the initial complaint being 

sent.  

 86 per cent (24) of letter escalations directed to Audience Services received a response within 

26 working days of being sent. (This allows for 3 days postage at each end.) In 2011, this figure 

was 71 per cent, which marks an increase of 15 percentage points.  

1.3 Appropriate Details 

Case Numbers  

 Every email received from Audience Services contained a case number in a consistent format 

(e.g. CAS-2124XXX-06SKXX). 

 Every letter received from BBC Audience Services contained a reference number. The format of 

reference numbers was consistent, for example:  CAS-219839X-9C9MXX. 

Notification of Complaints Process 

 Full details of how this was defined are provided in the findings section under the ‘Notification 

of Complaints Process’ heading. 

 Two in five (42%) telephone shoppers were signposted to the full complaints process during their 

complaint. It is not an explicit requirement of the complaints process that telephone 

complainants are signposted to the full procedure as it is expected that the majority of 

complaints will be handled straight away by Audience Services so this measure is additional to 

the requirements of the complaints procedure.   

 All email responses from BBC Audience Services contained a signpost to the full complaints 

process via a link at the bottom of the email (www.bbc.co.uk/complaints). 

 89 per cent (55) of those who complained to BBC Audience Services by letter were signposted to 

the full complaints procedure via a link at the bottom of their 1a response letter 

(www.bbc.co.uk/complaints).  

– 7 responses did not contain links to the full procedure. ICM checked these and noted that 

of these, 3 were initially treated as comments or suggestions by the BBC which is 

presumably why they did not contain a link to the complaints procedure. The remaining 4 

letters appeared to have omitted the link to the complaints process in error.   

http://www.bbc.co.uk/complaints
http://www.bbc.co.uk/complaints
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– None of the responses from IPCs or BBC Production Departments contained a link to the 

full complaints procedure.  

1.4 Quality, Content, and personalisation of Responses 

Written Responses 

 The format of responses, along with the spelling and grammar contained in them was regarded 

as being of a high standard by shoppers. 

 A large majority of responses contained the name of the sender, as well as their job title or 

department. 

 The personal details contained in 98 per cent of the letter responses from BBC Audience Services 

were accurate. 97 per cent of emails contained the correct personal information.  

 Almost nine in ten (89%) email shoppers felt that the response they received had been tailored 

to their specific complaint. The figure was 87 per cent for letter responses.  

Responses through all Channels 

 Across the board more than nine in ten shoppers state that the Customer Service Agent (CSA) 

said ‘thank you’. 100 per cent of email shoppers state that they were thanked in the response 

they received.  

 Shoppers who received responses by letter were most likely to feel that the Customer Service 

Agent had fully addressed their complaint (88%), compared to 79 per cent of telephone shoppers 

and 76 per cent of email shoppers.  

 Responses channelled through letter received the highest scores for empathy and understanding, 

followed by telephone.  

Personalisation 

 BBC Audience Services received the highest scores for friendliness and politeness on complaints 

made via telephone, followed by letter. However, email scores rating these measures as 

excellent or good have dropped markedly since 2011.  

 More than three in four telephone shoppers gave the Customer Service Agent (CSA) a rating of 

‘excellent’ or ‘good’ on 4 of the 6 personalisation measures. Performance on eagerness to help 

(+7), caring and understanding attitude (+2) and use of appropriate conversation (+2) have 

increased since 2011.  

1.5 Satisfaction 

 Satisfaction with the process of complaining and with the content of the response received is 

highest among letter complainants.  

 Telephone scores highest on: 

– Enhancing perceptions of the BBC; 

– Growing trust in the BBC; 

– The way in which the complaint was handled by the CSA; 

– The BBC having done everything possible to resolve the complaint.  

 Satisfaction with how the complaint was handled by the CSA breaks down by channel  in the 

following way (mean scores out of 10 where 1 is ‘very badly’ and 10 is ‘very well’): 
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– Telephone: 8.19 

– Letter: 7.92 

– Email: 6.32 

1.6 Reasonable Adjustments 

 Levels of accessibility awareness and competency in handling reasonable adjustment calls 

varies between CSAs.  

 There is a lack of consistency in the way that BBC Audience Services handles reasonable 

adjustment follow-up requests: 

– Some responses are sent punctually and in an appropriate format; 

– Some complaints only receive a generic response rather than the specific follow-up 

information requested; 

– Some requests are denied. 

 The automated phone options at the beginning of the call are problematic for: 

– Complainants with Autism and Learning Disabilities, who can find it difficult to remember 

a long list of options, or who may be put off by the format; and 

– People with hearing impairments using the Text Relay Service, because the operator can 

find it difficult to keep up with a fast-paced list.  
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2. Background and Objectives 
2.1 Background 

The BBC Trust oversees the BBC’s Complaints Framework and complaints handling procedures.  A 

new system for complaints was brought into effect on 26 June 2012.  The BBC Executive conducted 

its own assessment of the impact of the new system which was published by the Trust with Trust 

conclusions. However, there has not been a ‘view from the ground’ in the form of a mystery 

shopping exercise since 2011, prior to the new arrangements coming into effect. The BBC Trust 

commissioned ICM Research to conduct c.500 mystery shops via email (webform), telephone and 

letter in order to test stage 1 of the complaints handling process under the new framework.  

This report presents the key findings from this mystery shopping research, which took place 

between June and September 2013.  

2.2 BBC Complaints Framework: Overview 

The BBC’s Complaints Framework sets out the way the BBC is expected to handle all complaints. 

The framework is subdivided into seven complaints procedures for different types of complaints3: 

 

1. Editorial complaints and appeals procedures; 

2. Fair trading complaints and appeals procedures; 

3. Television Licensing complaints and appeals procedures; 

4. General complaints and appeals procedures; 

5. Complaints about the application of allocation criteria to party political broadcasts, party 

election broadcasts and referendum campaign broadcasts; 

6. Digital switchover help scheme complaints and appeals procedures; 

7. Complaints about Handling and complaints about the Trust, Trustees or Trust Unit.  

 

This mystery shopping research was only concerned with editorial and general complaints.  

 

Below is a summary of the complaints procedure: 

Stage 1a 

Stage 1a refers to the opening complaint and response. Complaints can be directed to the BBC via 

one of three channels: telephone, letter or email (webform). Telephone complaints are typically 

handled ‘there and then’, meaning that references to response timeframes generally refer only to 

letter and email (webform).  

Complaints are directed to BBC Audience Services. A contract to run the complaints system at stage 

1a is outsourced to an external provider, Capita. Telephone calls and email (webform) complaints 

are handled through a contact centre run by Capita in Belfast. Complaints sent by letter are 

directed to a mail fulfilment centre in Darlington. Letters are scanned and sent to Belfast where 

Capita also answer them. There is an additional centre in Bangor to deal with Welsh language 

complaints staffed by the BBC. ICM conducted 3 telephone shops in Welsh via the contact centre in 

Bangor.  

                                                 
3 The Complaints Framework and complaints procedures can be  read at: 

http://www.bbc.co.uk/bbctrust/governance/complaints_framework/  

http://www.bbc.co.uk/bbctrust/governance/complaints_framework/
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A small number of complaints are sent directly to programme-making teams within the BBC (e.g. by 

people writing to a programme or a staff member or on air presenter directly) or to Independent 

Production Companies (IPCs) directly. The Complaints procedures specify that the BBC cannot 

guarantee a response if a complaint is not sent to BBC Audience Services. However, in its 

conclusions at the end of the review the BBC Trust decided that BBC staff are responsible for 

ensuring that complaints are responded to or passed to BBC Audience Services. BBC staff are asked 

to ensure that letter complaints are responded to (especially if they are ‘red flags’4) or forwarded 

on to BBC Audience Services for a reply. Staff are only asked to send a ‘resubmit via website’ 

standard message to email complaints, unless they are red flags. 

The first response to complaints by letter or email should be sent within ten working days of 

receiving the complaint.    

Stage 1b 

If a complainant is not happy with the first response to their complaint, they can contact the BBC 

again. A second response should be sent within 20 working days (or 35 working days for a complex 

complaint). In order to allow time for postage, ICM have measured timeliness using 26 working days 

for postal complaints.  

The response from the BBC should answer the complaint and explain how to take the complaint to 

Stage 2, or, if the BBC feels it has nothing further to add, or if the complaint is trivial, 

misconceived, hypothetical, repetitious or otherwise vexatious, close the complaint. This closing 

response should include details of how to appeal this decision to the BBC Trust directly.  

For the purposes of this exercise, ICM ‘escalated’ (i.e. wrote 1b responses) for approximately 50 

per cent (162) of contacts which had received stage 1a responses from the BBC. A 1b response did 

not constitute a request to escalate the complaint to stage 2. Rather, it was a request for 

information on how to take the complaint further should they wish to. Typical wording for this 

process was something along the lines of: 

“Thank you for your response to my complaint dated xx/xx/2013. However, I’m not 

sure whether you fully addressed some of the issues that I raised. If I decide to take 

my complaint further, how should I go about doing so?” 

The commitment to respond to a 1b contact within 20 or 35 working days was brought in during 

2012, meaning that the 2011 and 2013 waves cannot be treated on a like-for-like basis.  

The complaints submitted at 1b were deliberately designed to be simple rather than complex and 

so could be answered within 20 working days rather than 35 working days.  

Stage 2 and Stage 3 

Following stage 1a and 1b, if a complainant is still unhappy they can escalate their case to stage 2.  

Stage 2 of the complaints process involves the case being passed either to the BBC’s Editorial 

Complaints Unit (for editorial complaints) or to the senior management of the relevant department. 

Following the stage 2 decision, complainants may appeal to the BBC Trust (stage 3) if they are not 

satisfied with the final response they have received from the BBC.  

                                                 
4 Certain complaints e.g. from people directly involved with a BBC programme are judged as 

significant and known as ‘red flags’. 
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This mystery shopping exercise was solely concerned with measuring performance at stage 1a and 

1b of the complaints process.  

2.3 BBC Complaints Framework: Timeliness 

Comparisons 

The BBC Trust undertook two previous waves of mystery shopping in 2009 and 2011. Where 

possible, ICM sought consistency with the 2011 methodology to allow comparisons to be made on 

Key Performance Indicators (KPIs). However, changes to the Framework and procedures made in 

2012 mean that in some instances comparisons are only tentative: 

 In 2011, 13 working days were allowed to cover responses to postal complaints. However, 

given that second class mail delivery takes 3 working days, ICM and the Trust decided to 

allow 16 working days in the 2013 mystery shopping fieldwork to take into account the 

time taken to both send the complaint and receive the response; 

 

 Prior to 2012 there was no official timeframe for the BBC to respond to stage 1b requests 

from complainants. The BBC is now committed to responding within 20 or 35 working days;  

 

 In 2011 complaints directed to IPCs and BBC Programme Departments were contained in 

the main data set. In 2013 they have been omitted from the main data and are treated as 

a separate sample.  

Key Timeliness Measures 

Below is a summary of the key Stage 1 timescales set out in the Complaints procedures: 

Complaint stage/method Timeframe 

Stage 1a: Response to initial email (webform) complaint 10 working days 

Stage 1a: Response to initial letter complaint* 

10 working days from receipt to 

date of reply (this survey 

allowed 6 working days extra 

from the date the letter was 

sent to the date the response 

was received to allow for post) 

1b: Response to email escalation 20 or 35 working days 

1b: Response to letter escalation 

20 or 35 working days from 

receipt to date of reply (this 

survey allowed 6 working days 

extra from the date the letter 

was sent to the date the 

response was received to allow 

for post 

* Nb. All letters were sent using first-class postage. 
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2.4 Research Objectives 

The BBC Trust commissioned this research in order to evaluate the extent to which the 

requirements set out in the procedures for complaints handling at stage 1 are being met.  

Key performance indicators can be summarised as: 

 

 

 

 

 

 

 

Additionally, the Trust set out specific research requirements: 

 

 

 

 

 

 

 

 

 

 

 

 

¹The BBC Trust wished to examine how effectively the Audience Services team made reasonable 

adjustments to the process in the case of complainants with special requirements and 

physical/learning disabilities.  More information on this component of the project can be found in 

the methodology chapter and in the section entitled ‘Reasonable Adjustments’.  

 

 

 

 

 Are complaints receiving a stage 1a response within 10 working days (allowing for 

postage as necessary)? 

– Does this provide the link to the Complaints Framework? 

 Do complainants who escalate a simple complaint to stage 1b get a response within 20 

working days(allowing for postage as necessary); 

– Does this explain how to escalate their complaint? 

 Are the responses complete and appropriate? 

 

 Measure whether the BBC is: 

– Responding to audience complaints; 

– Responding within the correct timeframe; 

– Letting the complainant know about the complaints process in general (for 

example by including a link to the website); 

– Letting the complainant know about how they can progress their complaint to 

the next stage of the process (this is only applicable if a second letter asking 

for these details has been sent); 

 Also check: 

– Access to the complaints process, for example, for those with disabilities who 

may need different access methods;¹ 

– How complaints from people across the equality strands are dealt with; 

– The quality of responses received to complaints, including tone and content. 
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3. Methodology 
3.1 Introduction 

ICM used a mystery shopping methodology for this research.  

Mystery shopping is a technique whereby fieldworkers go ‘undercover’,  pretending to be genuine 

customers or service users so that they can provide genuine, unbiased feedback on what service is 

like on a day-to-day basis. In this instance, it involved fieldworkers contacting the BBC pretending 

to be complainants, before completing an assessment of their experience.  

3.2 Fieldwork 

All fieldwork took place between June and September 2013. The end of the fieldwork period 

allowed at least one month for all responses to be received. The initial stage 1a complaints were 

structured into 10 waves of c.50 shops, occurring on 10 consecutive days.  

An initial pilot of 50 shops took place w/c 10th June to ensure that the correct procedures were in 

place for the main stage.  

Main stage fieldwork began in the week continuing 1st July and officially ended on 1st September 

2013. Reasonable Adjustment shops took place separately from the rest of fieldwork, and the final 

shop was completed on 23rd September.  

3.3 Fieldworkers 

Prior to fieldwork, ICM’s experienced team of fieldworkers received verbal briefings as well as 

detailed written instructions how to make their complaints and how to record responses.  

Mystery shoppers were recruited from ICM’s national network of trained and experienced 

fieldworkers.  

A unique identifier was assigned to every mystery shop so that ICM could identify complaints at all 

stages of the process. Fieldworkers were required to prove that all shops had taken place through 

the following due diligence procedures: 

 Email (webform): Copies of all correspondence (including the automatic email receipt) were 

forwarded to ICM;  

 Telephone: Audio recordings were made of every shop; 

 Letter: Shoppers were required to provide a scanned copy of every letter that was sent or 

received, as well as proof of postage for each item.   
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3.4 Channels 

The number of initial stage 1a complaints directed through each of the channels is as follows: 

 Webform / 

email 

Letter Telephone Total 

Audience Services (English 

speaking) 

290 65 98 453 

Audience Services (Welsh 

speaking) 

0 0 3 3 

Independent Production 

Companies / BBC 

Departments 

20 7 0 27 

Reasonable adjustment 

shops 

0 0 9 9 

Total 310 72 110 492 

 

ICM and the BBC Trust agreed on this sample breakdown because it provided a balance between: 

a) Reflecting the true proportion of complaints directed to each of the channels; 

b) Ensuring a sufficiently large base size for each of the channels so that we could be confident in 

the statistical validity of the findings.  

While the majority of complaints were made directly to Audience Services, 27 were sent to 

Independent Production Companies and BBC Production Departments. Of these 27 complaints, 20 

were submitted by email  and 7 by letter. Due to the relatively small size of this subsample, results 

should be treated as indicative only.  

Nine email shops have been excluded from the data. This is either due to a) email accounts 

becoming inactive during fieldwork or b) Email addresses being incorrectly entered on the 

webform, meaning that the BBC did not receive the complaint. 

3.5 Reminders and escalations 

A small number of mystery shoppers who did not receive a response to their initial stage 1a 

complaint (letter / email [webform]) within the specified timetable sent a reminder through the 

same channel as their original complaint. ICM instructed shoppers on whether to send a reminder 

on a case-by-case basis.  

The final number of reminders sent to BBC Audience Services was: 

 Email (webform): 5 (eligible shops [5]); 

 Letter: 9 (eligible shops [12]). 

Reminders were also sent to Independent Production Companies and BBC Programme Departments: 
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 Email: 13 (eligible shops [17]); 

 Letter: 5 (eligible shops [8]). 

1b escalations consisted of a request for information on how to take a complaint further. Around 

half of fieldworkers who had received responses to their initial stage 1a response were instructed 

to send a 1b escalation.  

The final number of escalations sent to Audience Services was: 

 Email (webform): 134 (eligible shops [285]); 

 Letter: 28 (eligible shops [54]). 

The final number of email escalations sent to IPCs and BBC Production Departments was: 

 Email: 6 (eligible shops [9]); 

 Letter: (no escalations were sent by letter). 

3.6 Demographics  

In order to guarantee inclusivity and to address the Trust’s desire to cover all of the equality 

strands, each shopper was assigned a demographic profile including a name, age and region. In 

reality, these demographics often did not come into use. After all, complainants are rarely asked 

for any of these details during a ‘simple’ telephone complaint, and similarly there is usually no 

reason for a complainant to specify their age in an email. 

 Region: Each shopper in the sample was allotted to a region, in proportion to the actual 

population distribution of the United Kingdom. 

 Gender: ICM ensured that the shoppers’ identities were split roughly 50 per cent each to women 

and men.  

 Age: Because the average age of complainants to the BBC is disproportionately older than the 

actual UK population, ICM made the mean shopper age c.60. For letter and email (webform) 

complaints this was of little consequence. However for telephone shops, ICM prioritised older 

members of their field-force as participants.  

3.7 Scenarios 

To ensure that the mystery shops resembled genuine complaints as closely as possible, ICM created 

a unique ‘scenario’ for each shopper. Scenarios were loosely based on real-life complaints, and the 

subject matter was chosen to mirror the actual complaints received by Audience Services on a 

proportional basis.  

The BBC Complaints Framework states that complaints about specific programmes should be made 

within 30 working days of the programme airing, therefore ICM ensured that all scenarios would still 

qualify on the day they were due to be made. 

Shoppers were provided with an outline around which to base their actual complaint. They were 

instructed to put it into their own words in order to avoid the complaints from being unrealistically 

homogeneous in style.  

The BBC Trust requested that all scenarios should be ‘simple’ but realistic. Simple complaints were 

defined by the BBC Trust as “complaints that can be easily answered without further investigation 

and usually just with an apology or simple explanation”.  
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3.8 Questionnaire 

ICM provided each mystery shopper with a questionnaire to be completed during and after their 

complaint. The questionnaire contains a mixture of objective measures (e.g. the day of week the 

complaint was made) and more subjective satisfaction measures (e.g. how would you rate the 

politeness of the CSA?).   

A majority of the questions contained in the questionnaire were replicated from 2011 in order to 

allow for comparisons wherever possible. Some changes were made in order to bring the 

questionnaire into accordance with ICM mystery shopping procedures, as well as in some areas 

where ICM and the BBC Trust felt there was room for improvement.  

Questionnaires were completed on paper and were returned to ICM at the end of fieldwork.  Some 

small changes were made to the questionnaire following the initial pilot stage. A marked up version 

of the questionnaire is contained in the appendices.  

3.9 Reasonable Adjustments 

The BBC Trust wished to examine how effectively the Audience Services team are making 

reasonable adjustments to the process in the case of complainants with disabilities and special 

requirements.  

Nine such shoppers were recruited to conduct telephone shops through the main BBC Audience 

Services phone centre in Belfast. ICM made links with various national and local disability charities 

as well as local support groups in order to do much of the recruitment.  

Details of the shops are provided below, with further analysis provided in the ‘Reasonable 

Adjustments’ chapter of this report. 
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Figure 3.a: Reasonable adjustment sample profile 

Disability Group Details of shop 

Hearing Impairment  

1 x female who is profoundly deaf 

Conducted via the text relay service. Complaint regarded 

the lack of subtitles on her tablet’s iPlayer app. No follow-

up requested. 

1 x male who is profoundly deaf 

Conducted via text phone, Complaint regarded typos and 

inaccuracies in BBC subtitling. Follow-up information was 

requested by email.  

Visual Impairment  

1 x female who is blind 

Complaint regarded the inconsistent provision of audio 

description services on the BBC. Follow-up was requested in 

braille.  

1  x male who is partially sighted 

Complaint regarded the inaccessible format of the BBC 

proms website (the large size font option was not working). 

Follow-up details were requested by email.  

Learning Disabilities  

1 x female with learning disabilities 

Complaint regarded offence caused by perceived bullying of 

an overweight character in Waterloo Road. No follow-up was 

requested.  

1 x male with learning disabilities 

Complaint regarded scheduling after a Christmas special of 

the Hairy Bikers was aired in July. No follow-up was 

requested.  

Autism  

1 x female living with Autism 
Complaint regarded too much airtime being given to chat 

shows on the BBC. No follow-up was requested.  

1 x male living with Autism 
Complaint regarded the absence of characters living with 

Autism on Eastenders. No follow-up was requested.  

Mental Health Conditions  

1 x female with mental health 

issues (including a history of 

substance abuse and depression) 

Complaint regarded links to alcoholism and mental health 

support-lines not being shown after every episode of 

Eastenders in which these issues appear. Contact details for 

the support lines were requested in email follow-up.  
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4. Mystery Shopping Results 
4.1 Timeliness of response by channel 

Telephone: Time taken to get through to a Customer Service Agent (CSA) 

 88 per cent of telephone shoppers got through to a Customer Service Agent (CSA) on their first 

attempt.  

 Only 7 shoppers (7%) were put on hold at any time during their call.  

– Of these, 6 shoppers were told why they were being put on hold, and 1 was not told why.  

– 1 shopper was told how long they would be on hold for, while the remaining 6 were not 

told. 

 81 per cent of telephone shoppers got through to a live Customer Service Agent (CSA) within 2 

minutes of dialling the number.  

– In 2011 the figure was 90 per cent. This will partly reflect changes made to the automated 

options provided at the start of phone calls.5 

 

Figure 4a: Time between dialling number and getting through to a live CSA 

 

                                                 
5 Note to reader: It takes approximately 1 minute to listen to automated list options in full, and longer still if 

complainants are asked to take part in customer satisfaction research. It is likely that the proportion of 

shoppers who got through to a CSA in under 30 seconds reflects shoppers having a greater familiarity with the 

automated options (having been provided with briefing notes) than an ordinary member of the public would 

have. The options menu was lengthened in 2012 to include an additional sampling request on the 

recommendations of an Internal Audit who had considered this necessary to ensure survey sampling could be 

truly independent of the agent taking the call.  

Audience Services telephone lines are open 24 hours a day, so ICM ensured that calls were spread throughout 

the day and night. There were no major differences in accessibility by time.  

Base: All mainstage telephone shops directed to Audience Services (101) 
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Telephone: Overall length of call 

 The average time taken for a telephone complaint to be handled is 3.38 minutes. Nine out of 

ten calls (92%) were handled in under 5 minutes. 

– In 2011, 95 per cent of calls were handled in 5 minutes or under. 

 

 87 per cent of telephone shoppers felt that the overall length of the call was reasonable given 

the nature of the complaint and the response provided. 

– One in ten (11%, 11) felt that the call was too short; 

– Only 2 per cent (2) felt that their call lasted too long.  

 

Figure 4b: Overall length of call from when shopper started speaking to CSA to when call ended 

 

Welsh Speaking Shops 

Three telephone shops were conducted in Welsh. BBC Audience Services offers a Welsh-speaking 

service through a call-centre in Bangor. Calls made from landlines in Wales are automatically 

directed to the Bangor centre. Calls made from mobile phones go through to the main Audience 

Services contact centre in Northern Ireland.  

 Two mystery shoppers called BBC Audience Services on landline telephones. They were 

immediately connected to the Bangor centre and they completed their shops in Welsh language 

without any issues. Their satisfaction levels and call times were in line with average.  

 One shopper called the BBC Audience Services telephone number from a mobile phone. The 

shopper requested to speak in Welsh. The CSA was unable to provide a transfer, so the shopper 

was offered a direct phone number for the centre in Bangor. The shopper was either given the 

wrong number or they recorded it incorrectly, because their initial attempt to call the Bangor 

centre was unsuccessful. After re-calling Audience Services in Northern Ireland, the shopper 

Overall length of call from when you started speaking to the CSA to when the call ended
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Base: All mainstage telephone shops directed to Audience Services (101) 
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obtained the correct phone number and managed to connect to the Bangor centre. Once the 

shopper had been connected to the Bangor centre they were fairly content with the service they 

received. 

 All three Welsh speaking shoppers rated the friendliness and politeness of the CSA as 

‘excellent’. Two of the shoppers were ‘extremely satisfied’ with the process of complaining. 

The shopper who called from a mobile phone was ‘extremely dissatisfied’ with the process, 

presumably as a result of the difficulty they experienced in being connected to the Bangor 

centre.  

Email (webform): stage 1a Timeliness 

 Most holding emails (85%) arrived within 1 hour of a complaint being submitted. 

 

Figure 4c: Time taken to receive a holding/acknowledgement reply: email (webform) 
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Base: All mainstage email (webform) complainants directed to BBC Audience Services  who received a holding email (278) 



 BBC Trust Mystery Shopping Research 2013 

 19 

 98 per cent (285) of complaints submitted to Audience Services by webform received an email 

response within 10 working days of the initial complaint being submitted.  

– This marks a large increase from the 2011 figure of 60 per cent. Figure 4d below shows 

that in 2013 there is a peak around the 3-6 working days mark, whereas in 2011 it was 

around the 9-11 day mark.  

– 3 shoppers received a response to their email (webform) complaint after the initial 10 

working day timeframe.  

– In total, 2 shoppers did not receive any response from the BBC. Following the fieldwork 

period, ICM and the BBC have investigated what happened to these complaints. It has 

emerged that both were passed onto BBC Sport Interactive and treated as comments 

which did not require a reply.  

Figure 4d: Number of working days between sending stage 1a complaint and receiving response 

 

 Timeliness performance was much poorer for complaints directed to Independent Production 

Companies and BBC Programme Departments. 3 of the 20 complaints sent via email received a 

response within 10 working days. The remaining 17 complaints either took longer to arrive, or 

did not arrive at all (the Trust expects BBC staff to pass complaints to BBC Audience Services but 

the BBC complaints procedures explains that the BBC cannot guarantee a reply if the complaint 

is not directed to BBC Audience Services): 
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Figure 4e: Number of working days taken to receive email response from IPCs/BBC Programme 

Departments 

Number of working days Number of shoppers 

1 1 

2 2 

12 4 

17 1 

20 1 

Never received 11 

Base: All shoppers who sent a stage 1a email to an IPC or BBC Programme Department (20) 

 

In terms of accessibility, no email shoppers reporting any problems in sending their complaint 

(though they had been provided with thorough briefing materials beforehand).   

Email (webform): Reminders 

If a response from BBC Audience Services was not received within 10 working days, shoppers were 

instructed to contact ICM to be told whether to send a reminder to the BBC. All of the shoppers  

who did not receive a response on time sent a reminder contact. 

 Of the 5 shoppers who sent reminders, 1 received a response within 10 days. 2 received 

responses after this deadline, and 2 never received them at all. 

 Of the 17 shoppers who did not receive a response from an IPC or BBC Programme Department 

within 10 working days, 13 sent a reminder email.  

 8 of the 13 shoppers who sent reminders received a response from the IPC or BBC Programme 

Department, while the remaining 5 did not.  

Email (webform): Escalations 

Escalations were sent by just under half of shoppers who received responses to their stage 1a 

response on time.6 [Received a stage 1a response on time: 285. Sent an escalation: 134]. 

 93 per cent (125) of shoppers received a response to their escalation within 20 working days of 

sending their initial request.  

– 5 out of 6 of those who sent an escalation to an IPC or BBC Production Department received 

a response within 20 working days.  

 

 

 

                                                 
6 Stage 1b escalations were only sent by shoppers who had already received a response to their initial stage 1a 

complaint. Stage 1b escalations in this survey constituted a request for information on how to take the 

complaint to the next level. It was not an actual request to take the complaint further.  
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Figure 4f: Number of working days between sending an escalation and receiving a response  

 

Letter: Stage 1a Timeliness 

 83 per cent (54) of shoppers received a response from Audience Services within 16 working days 

of sending their initial complaint.  

– 13 working days were allowed for BBC Audience Services to respond to letters in 2011. In 

2013, 16 working days were provided to allow for postal delivery time to send the 

complaint and receive the reply;  

– In 2011, 62 per cent of letter complainants received a stage 1a response within 16 working 

days of sending their complaint; 

– The number of responses received by letter peaks around 7-11 working days, whereas in 

2011 it peaked around 13-15 working days.  
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Figure 4g: Number of working days between sending stage 1a complaint and receiving a 

response 

 

 Timeliness performance was much poorer for complaints directed to Independent Production 

Companies and BBC Programme Departments. 1 of the 7 complaints sent via letter received a 

response within 16 working days. The remaining 6 complaints either took longer to arrive, or did 

not arrive at all.  However the BBC complaints procedures do not guarantee a reply if a 

complaint is not sent to BBC Audience Services. 
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Figure 4h: Number of working days taken to receive letter response from IPCs/BBC Programme 

Departments 

Number of working days Number of shoppers 

3 1 

21 1 

22 1 

35 1 

Never received (confirmation pending) 3 

Base: All shoppers who sent a stage 1a letter to an IPC or BBC Programme Department (7) 

 

Letter: Reminders 

If a response from BBC Audience Services was not received within 16 working days, shoppers were 

instructed to contact ICM to be told whether to send a reminder to the BBC. 9 of the 11 shoppers 

who did not receive a response on time wrote a reminder letter.  

 5 out of the 9 shoppers who sent reminders received a response from the BBC within 16 working 

days. 1 shopper received a response after 17 working days. The remaining 3 shoppers never 

received a response.  

 3 of the 5 shoppers who sent reminders to IPCs or BBC Programme Departments received 

responses after 9 working days (2) and 11 working days (1) respectively. The remaining 2 

shoppers did not receive a response at all.  

Letter: Escalations 

Escalations were sent to BBC Audience Services by just over half of shoppers who received 

responses to their stage 1a response on time. [Received a stage 1a response on time: 54. Sent an 

escalation: 28]. 

 86 per cent (24) of shoppers received a response to their escalation within 26 working days of 

sending their initial request. 4 shoppers never received a response. 
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Figure 4i: Number of working days between sending an escalation and receiving a response 

 

4.2 Notification of Complaints Process 

Prior to fieldwork beginning, ICM fieldworkers were briefed on ‘the full complaints procedure’. It 

was defined in the briefing materials as follows: 

“By ‘full complaints process’ we mean information about the rest of the complaint procedure, 

including what you could do if you chose to take your complaint further”. 

After fieldwork, ICM checked all written responses from the BBC to see if they contained a link to 

the BBC complaints website (www.bbc.co.uk/complaints) 

Telephone  

 42 per cent of telephone shoppers state that they were signposted to the full complaints process 

during their complaint. 

 Secondary analysis of the audio recordings reveals that in the majority of cases CSAs told 

complainants about the Audience Log. When asked, CSAs provided more information on the full 

complaints process.  

 It is not an explicit requirement of the complaints process that telephone complainants are 

signposted to the full procedure as it is expected that the majority of complaints will be 

handled straight away by Audience Services so this measure is additional to the requirements of 

the complaints procedure.   
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Email (webform) 

 All email responses from BBC Audience Services contained a signpost to the full complaints 

process in the form of a link at the bottom of the email to www.bbc.co.uk/complaints. 

Letter 

 89per cent of those who complained to BBC Audience Services by letter were signposted to the 

full complaints procedure via a link at the bottom of their 1a response letter 

(www.bbc.co.uk/complaints).  

– 7 responses did not contain links to the full procedure. ICM checked these and noted that 

of these, 3 were initially treated as comments or suggestions by the BBC which is 

presumably why they did not contain a link to the complaints procedure. The remaining 4 

letters appeared to have omitted the link to the complaints process in error.   

– None of the responses from IPCs or BBC Production Departments contained a link to the 

full complaints procedure.  

4.3 Assigning Case Numbers 

Email (webform) 

 Every email received from BBC Audience Services (288) contained a case number. All email 

responses from Audience Services contained a clear subject line relevant to the complaint 

made, formatted along the lines of BBC Complaints – Case number CAS-2124XXX-06SKXX. 

Letter 

 Every letter received from BBC Audience Services contained a reference number. The format of 

reference numbers was consistent, for example:  CAS-219839X-9C9MXX. 

4.4 Quality and Content of Responses 

Written responses 

A large majority of shoppers gave positive feedback on the quality and content of the response 

received from the BBC.  

The responses were well drafted: shoppers almost unanimously felt that the response they received 

was free of spelling mistakes and obvious grammatical errors. 

Shoppers also felt that responses refrained from using jargon or technical terms, and that clear 

explanations were provided. 

Almost everyone (98%) who received a response by letter agreed that their personal details had 

been relayed accurately, and the score was similarly high for email response (97%).  

When it comes to the details provided about the sender, virtually all emails included the job title 

or department of the sender (99%), though the figure was lower for letters (85%). Similarly, 93 per 

cent of shoppers state that their email contained the name of the sender compared to 85 per cent 

of those who received letters.  

Almost nine in ten (89%) felt it was clear the email response they received had been tailored to 

their specific complaint (i.e. that it was not an automated response). The figure was marginally 

lower among those who received a response by letter (87%).   

http://www.bbc.co.uk/complaints


 BBC Trust Mystery Shopping Research 2013 

 26 

Base: All mainstage complainants  who received responses from BBC Audience Services. Email [webform] (287); Letter (60). 
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Base: All mainstage complainants  who received responses from BBC Audience Services. Email [webform] (287); Letter (60). 2 

letter shoppers and 1 email shopper provided incomplete personalisation feedback and have been omitted from these scores. Nb

an asterisk (*) denotes a value of less than 1% but more than zero. 

Figure 4j: Summary of Quality and Content of Responses (Email [webform] and Letter) 
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All responses 

More than nine in ten shoppers across all channels state that they were thanked by the CSA who 

they spoke to or received a written response from the BBC. 

Letter complainants were the most likely to feel that the response they received fully addressed 

the complaint they made. The letter score (88%) is notably higher than that for telephone (79%) 

and for email (76%).  

Letter responses score highest on empathy and understanding (95%), followed by telephone (82%) 

and then email (78%).  

Figure 4k: Additional Quality and Content Scores by Channel 

 Telephone Email (webform) Letter 

Did the CSA thank you? (% Yes) 97% 100% 92% 

Was the CSA able to provide you 

with a response which fully 

addressed the complaint you made? 

(% Yes) 

79% 76% 88% 

Did the CSA demonstrate the 

appropriate level of empathy and 

understanding in relation to your 

complaint? (% Yes) 

82% 78% 95% 
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Personalisation measures
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4.5 Personalisation of Responses 

Summary 

Shoppers who made their complaint by telephone are much more likely to rate the friendliness and 

politeness of the CSA as ‘excellent’ (see figure 4l). Email shoppers were more likely to describe the 

friendliness/politeness as ‘good’ or ‘okay’. The CSAs’ performance was only described as ‘below 

average’ or ‘poor’ in a small minority of cases.  

However, there has been a dip in those rating the politeness scores as excellent or good across the 

board since 2011, and email and letter performance has dropped on both measures.  

Figure 4l: Politeness and Friendliness Scores by Channel 
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Telephone 

More than three quarters of shoppers give BBC Audience Services CSAs a rating of ‘excellent’ or 

‘good’ on the personalisation scores, with the exception of the level of ownership taken by the CSA 

(64%) and the CSA’s understanding and caring attitude (73%).  

Scores for the CSA’s eagerness to help (+7), understanding and caring attitude (+2), and use of 

appropriate language (+2) have increased since 2011. Meanwhile, excellent/good scores for 

efficiency (-9) and the level of ownership taken by the CSA (-11) have dipped.  

Under half (44%) of telephone shoppers state that the CSA asked if they had any outstanding 

queries or if they required any further assistance before ending the call. This marks a large increase 

from the 2011 figure of 24 per cent.  

Figure 4m: Personalisation scores by telephone 
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4.6 Satisfaction by Channel 

Summary  

Satisfaction with the process of complaining and with the content of the response received is 

highest among those who submitted a complaint by letter. Satisfaction also exceeds 80 per cent 

among telephone shoppers. Scores are markedly lower for email, with around three in five (60%) 

shoppers describing themselves as extremely satisfied or satisfied.  

Meanwhile telephone is the highest scoring channel in terms of: 

 Enhancing complainants’ perception of the BBC; 

 Increasing the extent to which people trust the BBC; 

 Overall ratings for how the complaint was handled by the CSA; 

 Complainants feeling that the BBC did everything possible to resolve the query. 

 

Figure 4n below shows levels of satisfaction in relation to the content of the response received 

from the BBC. In 2013, letter is the best performing channel in terms of the proportion who 

describe themselves as extremely satisfied or satisfied with the content of the response they 

received (87%). Despite this overall picture, a higher proportion of telephone shoppers describe 

themselves as being extremely satisfied (30%). In 2013, email shoppers are the least likely to 

describe themselves as being extremely satisfied or satisfied (60%).  

Compared to 2011, satisfaction with the content of responses by telephone and letter has improved 

considerably. However, the proportion of email shoppers who are extremely satisfied or satisfied 

has fallen by 11 percentage points.  

 

Figure 4n: Satisfaction in relation to the content of the response 
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Figure 4o below shows levels of satisfaction in relation to the process of complaining to the BBC 

through each of the three channels. In 2013, people who complained by letter are the most likely 

to feel extremely satisfied or satisfied with the process of complaining (90%), followed by those 

who complained by telephone (83%). Despite overall satisfaction levels being higher among letter 

complainants, people who complained by telephone are the most likely to describe themselves as 

extremely satisfied (31%). People who complained by email (webform) are less likely to describe 

themselves as satisfied (57%) than those who used the other two channels.   

Since 2011, satisfaction with the process of complaining has improved across all three channels. 

 

Figure 4o: Satisfaction in relation to the process of complaining 
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Figure 4p below displays whether or not the process of complaining affected the mystery shoppers’ 

perceptions of the BBC as an organisation. In more than half of cases, the process of complaining 

made no difference to people’s perceptions one way or the other. Telephone is the channel most 

likely to have changed mystery shoppers’ perceptions for the better: 37 per cent state that their 

perception of the BBC has been enhanced by this assessment, and 29 per cent say that they now 

trust the BBC more. People who completed their mystery shop by letter are the second most likely 

to state that their perception and level of trust has been enhanced by the assessment. Email is the 

channel most likely to have lowered perceptions and to have reduced trust in the BBC, although no 

more than 15 per cent of shoppers felt that this was the case.  

 

Figure 4p: Impact of Assessment on Perceptions and Trust 
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Figure 4q below displays scores out of ten for two satisfaction measures: first for how the 

complaint was handled by the CSA and second, for whether the BBC did everything possible to 

resolve the query. In each instance a score of 1 was the worst possible, and 10 was the best 

possible.  

Across both measures, people who conducted their shops by telephone are most likely to give top 

scores of 9 or 10 out of 10. Meanwhile, around seven in ten of those who conducted a shop by letter 

give a score of 8, 9 or 10 out of 10 for the handling of their complaint (75%) and for the BBC having 

done everything possible to resolve their query (70%). The proportion giving scores of 8, 9, or 10 

out of 10 is smaller for email (webform) complaints. However, a relatively small proportion give 

very low scores of 1, 2 or 3, and responses are mainly concentrated around the 5, 6 and 7 points.   

Figure 4q: Satisfaction by channel (scores out of 10) 
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As figure 4r below shows, satisfaction with telephone complaints has improved across all four 

measures, while email scores have dipped on three. There is a mixed picture for letter: overall 

satisfaction levels have increased, but complaining is no more likely to have enhanced shoppers’ 

perceptions and trust of the BBC than it was in 2011.   

Figure 4r: Percentage point change between 2013 and 2011 satisfaction scores 
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Figure 4s: Overall rating of how complaint was handled by the CSA 

 

 

 

 

 

 

 

 

 

 

 

 

  

Satisfaction Measures by channel - summary

“Overall, how well do you think that your complaint 

was handled by the CSA?”

Base: All mainstage complaints to BBC Audience (email and letter: who received a response from the BBC): Telephone (101); Email 

[webform] (287); letter (60). 2 letter shoppers and 1 email shopper provided incomplete personalisation feedback and have been omitted 

from these scores.

2

6

8 9

25

18

31

2

6 5
4

11

18

23

19

9

32 2
3 7

12

47

15
13

0

10

20

30

40

50

60

1 - Very badly 2 3 4 5 6 7 8 9 10 - Very well

Telephone 2013

Email 2013

Letter 2013

%

Mean: 8.19 

Mean: 6.32

Mean: 7.92 



 BBC Trust Mystery Shopping Research 2013 

 36 

5. Reasonable Adjustments 
5.1 Introduction 

The BBC Trust wished to examine how effectively the Audience Services team are making 

reasonable adjustments to the process in the case of complainants with disabilities and special 

requirements. Under the Equality Act, specifically the public sector Equality Duty, the BBC is 

required to make its services accessible to disabled people.  

Based on the BBC Trust’s brief, ICM developed a recruitment specification. National and local 

charities representing disabilities as well as support groups were used as the primary means of 

recruiting shoppers to take part in the exercise. 

ICM sought the advice of disability experts in order to ascertain what a reasonable adjustment 

would look like for each of the disabilities researched. A short bullet point summary is provided 

under each disability heading to indicate some of the main adjustments that can reasonably be 

expected from an organisation like the BBC. Please note, these bullet points are intended as a 

guide rather than as an exhaustive list.   

Fieldwork 

Reasonable adjustment shops took place in July, August and September 2013. All calls were 

directed to the main Audience Services contact centre in Belfast using the publicly advertised 

phone number. All calls were conducted using landline telephones, with the exception of the two 

shops carried out by people with hearing impairments, one of whom used a text phone, and the 

other used the text relay service via a programme on her PC.  

Scenarios 

ICM asked shoppers to devise their own complaints (in contrast to the mainstage fieldwork, in which 

scenarios were provided to shoppers). This was to ensure: 

a) That complaints were relevant and realistic to the specific requirements of the shopper; 

 

b) That the shoppers were as comfortable as possible making the complaint. This was particularly 

important for shoppers with learning disabilities and Autism, who may have found a scripted 

complaint challenging.  

Analysis 

A largely qualitative approach was selected due to the following considerations: 

a) Each of the shoppers recruited for the reasonable adjustment phone calls had a unique set of 

requirements. There is no case law as to which reasonable adjustments should be made, and a 

reasonable adjustment for one condition is very different to a reasonable adjustment for 

another.  In light of this, a case-by-case analysis was deemed more appropriate. 

 

b) The relatively small sample sizes involved ruled out the reasonable adjustment shops as a 

statistically reliable subsample. 

Where appropriate, ICM has conducted some secondary analysis of audio recordings of the shops. 

This is partly because the shoppers themselves are unaware of what CSAs are, and are not, obliged 

to do under the complaints procedures. It is also intended to level-out any positivity-bias in 

feedback whereby shoppers feel they should be unduly positive about their experience. 
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5.2 Feedback 

Most feedback for the Reasonable Adjustment shops is delivered on a case-by-case basis. However 

two pieces of feedback are relevant to all shops: 

1) There is a lack of consistency in the way that reasonable adjustments are made in terms of: 

 

a. The level of understanding of specific needs demonstrated between CSAs. Some are more 

proficient in discussing accessibility issues than others; 

b. The quality and speed of delivery of follow-up correspondence by letter, by email, and in 

braille. In some instances it was thorough and punctual, but in other cases the content of 

the follow-up was deemed to be poor.  

2) Automated phone lists at the beginning of the phone call were identified as being slightly 

confusing by most of the shoppers, but they can be particularly problematic for those with 

certain conditions:  

a. People with learning disabilities and Autism can find it difficult to understand which option 

to choose and to remember a long list of options. There are no obvious options to listen to 

the list again or to speak to an operator (although if the complainant does not press any 

buttons at all they will eventually be put through to a CSA); 

b. Long lists can present issues for people using the Text Relay Service as the operator 

struggles to keep up with the pace.  

5.3 Case-by-case reports 

Shoppers with Visual Impairments 

Summary:  

Reasonable adjustments appropriate for people with visual impairments include: 

 Awareness of issues and services related to visual impairments (e.g. Audio Description; large-

size font; screen readers; other accessibility options); 

 Use of correct terminology; 

 Willingness to follow-up in appropriate formats (e.g. sending a reply in braille or large-font 

text).  

BBC Audience Services’ performance in relation to visually impaired complainants was inconsistent. 

One of the shoppers was satisfied with the response given by the CSA on the phone, and she was 

particularly impressed by the follow-up, which arrived promptly in braille format. However the 

other shopper had a very different experience: he felt that the CSA was unprepared and he did not  

receive the follow-up information that he requested.  
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Shopper A: 

 Overview: Shopper A is a blind female. 

 Complaint: The BBC’s audio description services are inconsistent and unreliable: one week a 

programme may be audio described, but the next episode in the same series might not be. 

 BBC response: The CSA stated that they were unable to answer specific queries on audio 

description, so they forwarded it to the complaints team for a response.  

Shopper A requested for this follow-up contact to be formatted in braille. The written response 

was received 8 working days after the original phone call (and the date on the letter shows that 

it was actually sent 5 working days following the phone call).  

The CSA provided shopper A with a case number.  

 Shopper feedback: Shopper A felt that the CSA was friendly and polite. Despite not being able 

to answer specific questions on Audio Description, the CSA demonstrated a basic knowledge of 

AD. Shopper A did not mind the CSA being unable to answer her complaint there and then, 

claiming that it is to be expected when the subject-matter is so specific.  

“(They) didn’t know what to do with the complaint, but (they) knew who to pass 

it on to” 

Shopper A was pleased with the quality of the braille response from the BBC. The format and 

structure were appropriate and the grammar and spelling, though not perfect, were deemed 

acceptable. The only complaint about the braille follow-up was that at times it sounded like a 

generic response rather than a tailored document.   

 

Shopper B: 

 Overview: Shopper B is a partially sighted male.  

 Complaint: It is difficult to get the BBC Proms website to display large text so that it is more 

accessible to partially sighted users. There seems to be a problem with the website because it 

has worked in the past (through the accessibility drop-down menu).  

 BBC response: Shopper B requested a list of forthcoming proms with scheduling for BBC Radio 3. 

The CSA began listing them over the phone, until Shopper B requested a list by email. Shopper B 

received a generic response from the BBC, but the proms schedule requested never arrived.  

 Shopper feedback: Shopper B felt that the CSA panicked when he used the term “accessibility” 

and that they clearly were not sure how to handle his call.  

“She seemed unprepared for a complaint other than ‘I don’t like what she was 

wearing when she did the breakfast weather this morning’” 

He felt that she did not ask the questions necessary to understand the complaint for fear of 

offending him. As a result, shopper B did not feel that the CSA fully understood the nature his 

complaint: 

 “Every time I said it (accessibility) I was opening the door to her say ‘can you 

tell me a little bit more about the problem you have there?’, ‘do you use software 

to access things on the computer?’...All of these questions are perfectly 

reasonable to explore the complaint, but she didn’t ask any of them” 
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Shoppers with Hearing Impairments 

Summary: 

Reasonable adjustments appropriate for people with hearing impairments include: 

 Awareness of issues and services related to hearing  impairments (e.g. subtitling; sign language 

provision); 

 Use of correct terminology; 

 Willingness to follow-up in appropriate formats (e.g. sending a reply by email or replying by text 

phone); 

 Ability to respond to phone calls via text phone or through the Text Relay Service.  

 

Both shoppers were impressed by the BBC’s ability to answer their complaint via accessible 

platforms (text phone and Text Relay Service). However neither felt that their complaint was 

resolved there and then. One shopper was directed straight to the iPlayer website, and the other 

was sent a follow-up email which he found unsatisfactory.  

 

 

Shopper C: 

Overview: Shopper C is male who is profoundly deaf. His complaint was conducted via a textphone 

using the publicly advertised BBC Complaints text number (03700 100 212).  

Complaint: There are too many typos and inaccuracies in BBC subtitles. There have also been gaps 

in provision recently.  

BBC response: The BBC responded via textphone very soon after Shopper C had dialled the number. 

They used the appropriate terminology during the textphone conversation (e.g. GA [‘go ahead’] at 

the end of each comment). The CSA requested the shopper’s postcode so that they could check for 

any technical issues with the local transmitter.  

Shopper C requested written follow-up to be sent via email. This follow-up arrived 7 working days 

later.  

Shopper feedback: Shopper C was impressed by the BBC’s response via text phone. However, he 

felt that the written follow-up was unacceptable. Shopper C expected to receive more information 

on subtitling and to receive an update on any technical issues in his area. The response received is 

displayed below: 
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Shopper D: 

Overview: Shopper D is a female who is profoundly deaf. Her complaint was directed through the 

main BBC complaints phone number but she used a text relay service via her computer.  

Complaint: BBC iPlayer programmes seem to lose their subtitles when they are downloaded onto an 

iPad.  

BBC response: The CSA immediately directed Shopper D to the iPlayer technical help section via 

the website. The CSA did check that Shopper D was able to access the internet and told her to call 

back if she had any difficulties. The CSA did not provide a link to the website.  

Shopper feedback: One problem with using the Text Relay service on phone lines is that they 

struggle to keep up with automated phone lists, and as a result some of the options are lost in 

translation.  

Shopper D was unsure whether the CSA had understood her complaint. He did not ask many 

questions; he simply referred her to the iPlayer website at the first mention of a technical iPlayer 

issue. Shopper D was frustrated that she would have to spend more time filling out an online form 

rather than having the issue resolved there and then on the phone.  

Shoppers with Learning Disabilities 

Summary:  

Reasonable adjustments appropriate for people with learning disabilities include: 

 Awareness of issues and services related to learning disabilities; 

 Use of correct terminology; 

 Willingness to follow-up in appropriate formats (e.g. Easy Read text); 

 Use of appropriate language (plain English), speaking clearly and slowly, using easily 

understandable words; 

 Calm and clear tone of voice; 

Dear Mr xxx 

Reference CAS-xxx 

Thank you for contacting the BBC Reception Advice Service.  

We note that your contact is in reference to Subtitling.  

We are unable to answer specific questions about Subtitling.  

However, we can assure you that your comments have been fully registered and a fault report 

passed to the correct team within the BBC.  

If this problem is found to be a widespread issue, we will put further information on the BBC 

Reception website at http://www.bbc.co.uk/reception  

Basic guidance on the subtitling service can be found on the BBC FAQ site: 

http://faq.external.bbc.co.uk/questions/help_receiving/subtitle_problems  

We hope you find this information useful and thank you for taking the time to contact the BBC. 

http://www.bbc.co.uk/reception
http://faq.external.bbc.co.uk/questions/help_receiving/subtitle_problems
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 Not interrupting; 

 Avoiding challenging questions.  

Both shoppers were content with the overall experience of complaining to the BBC. The automated 

telephone list was highlighted as a cause of confusion and there was agreement that the options 

could have been simpler.  

Both complaints were ‘simple’ and neither required any follow up. Secondary analysis suggests that 

one of the CSAs may have fallen short of the BBC’s usual standards on friendliness and empathy, 

though this was not a concern for the shopper.  

 

Shopper E: 

Overview: Shopper E is a female with learning disabilities.   

Complaint: An overweight character in Waterloo Road was spoken to in an offensive way.  

BBC response: The CSA repeated the complaint back to Shopper E in order to show that he had 

understood its nature. The CSA did not engage with the subject matter or discuss any of the issues. 

He told Shopper E that the complaint was being written into the daily audience log.  

The CSA thanked Shopper E but did not ask her if there was anything else she would like to 

discuss/complain about.  

Shopper feedback: Shopper E found the CSA polite and friendly. Her only negative feedback 

related to the automated phone options at the start of the call being confusing.  

Secondary analysis of the audio recording reveals that the CSA demonstrated less enthusiasm and 

energy than would usually be expected from BBC Audience Services.  

 

Shopper F: 

Overview: Shopper F is a male with learning disabilities.  

Complaint: It made no sense for the BBC to air a Christmas Special of the Hairy Bikers during July.  

BBC response: The CSA engaged with Shopper F’s complaint and demonstrated understanding and 

empathy. He explained that the complaint would be placed in the Audience Log.  

Shopper feedback: Shopper F found the automated list at the start of the call confusing. He has 

found automated lists elsewhere easier to use in the past (e.g. cinema ticket booking lines).  

He was otherwise satisfied with how the complaint was handled by the BBC.  

  



 BBC Trust Mystery Shopping Research 2013 

 42 

Shoppers with Autism 

Summary:  

Reasonable adjustments appropriate for people living with Autism include: 

 Awareness of issues and services related to Autism; 

 Use of correct terminology; 

 Willingness to follow-up in appropriate formats (e.g. plain English text); 

 Use of appropriate language (plain English), following guidance such as speaking slowly and 

clearly and being literal; 

 Patience and persistent attempts to understand the complainant; 

 Not interrupting; 

 Avoiding challenging questions.  

Both complaints presented a challenge to the CSAs in terms of understanding and dealing with the 

complaint. In both instances the CSAs were patient and persistent in their attempt to understand 

the complainant, but in neither case was it clear that the CSA had fully understood the nature of 

the complaint. One of the shoppers found it difficult when the CSA asked her to provide her 

postcode, having misheard her original complaint.  

 

Shopper G: 

 Overview: Shopper G is a male living with Autism and a speech impediment.  

 Complaint: Eastenders does not feature any characters living with Autism. 

 BBC response: Shopper G’s speech impediment meant that it took some time to establish the 

purpose of the call and the nature of the complaint. The CSA continually made an effort to 

understand Shopper G, though by the end of the call it was not clear that the CSA had wholly 

comprehended the complaint.  

 Shopper feedback: Shopper G found it difficult to provide reflective feedback on the shop, but 

overall he seems to have been content with the experience. Secondary analysis of the audio 

recording confirms that the CSA maintained a patient and empathetic tone throughout the call.  

 

Shopper H: 

Overview: Shopper H is a female living with Autism.  

Complaint: There are too many chat shows on BBC One.  

BBC response: Shopper H was put on hold for 75 seconds because all available CSAs were busy.  

The CSA misheard shopper H, believing she had said “I am not receiving BBC One”. The CSA asked 

Shopper H to provide her postcode so that she could check for any technical issues in the area. This 

was a difficult request for Shopper H.  

The CSA struggled to understand Shopper H saying “chat shows” and asked for specific details such 

as when the programme aired. Shopper H found it difficult to answer the questions. The call ended 

without the nature of the complaint having been established. 
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Shopper feedback: Shopper H found the CSA friendly and helpful, but she struggled to answer 

some of the questions asked and failed to understand why she had been asked for a postcode. More 

attentive listening by the CSA may have avoided some of the misunderstandings.   

Shoppers with Mental Health issues 

Summary: 

Reasonable adjustments appropriate for people with mental health issues include: 

 Awareness of issues and services related to mental health conditions; 

 Sensitivity to the subject matter of the complaint and ability to make sensible inferences about 

the nature of the complainant’s condition; 

 Use of correct terminology; 

 Willingness to follow-up in appropriate formats; 

 Appropriate tone of voice; 

 Not interrupting.  

The CSA performed well on personalisation measures, and Shopper I was impressed overall with the 

way the BBC handled her complaint. However, when she asked the CSA for written follow-up by 

email, she was told that it was not possible to send outgoing email.  

Shopper I: 

 Overview: Shopper I is a female with a history of mental health issues including depression and 

alcoholism.  

 Complaint: Contact details for alcohol and mental health support lines are not currently shown 

after every episode of Eastenders in which the Lauren Branning alcoholism storyline is featured. 

Shopper I asked the CSA to email her the details of the support lines mentioned in her 

complaint. 

 BBC response: The CSA told shopper I that they were unable to send outgoing emails, therefore 

it was not possible to provide the contact details requested via email. However, they were able 

to provide the full contact details (include the phone number and web address) for 3 different 

services verbally over the phone. Shopper I was content with the response.  

The CSA informed her that the complaint would be written into the audience log.  

 Shopper feedback: Shopper I provided positive feedback on her experience. She felt the CSA 

was polite, patient, and that they spoke to her in an appropriate tone of voice.  
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6. Appendix 
6.1 Marked Up Questionnaire 

 Responses are based on the full base size unless otherwise stated. 

 An asterisk (*) denotes a response that is greater than zero but less than 1 per cent. 

 Where responses do not total 100 per cent, it is due to automatic rounding or the 

exclusion of ‘don’t know’ or ‘not applicable’ responses.  

Telephone  

Base is all respondents unless otherwise stated. 2013 (101); 2011 (80). 

Timeliness 

1.1 How many attempts did you make before you successfully got through to a live Customer 

Service Advisor?  

 2013 % 2011 % 

1 88 83 

2 7 13 

3 3 5 

4 or more 2 0 

 

1.2 How long did it take from the time you finished dialling before you got through to a live CSA? 

 2013 % 2011 % 

Up to 30 seconds 41 15 

31 seconds to 1 minute 23 31 

1.01 min to 2 mins 18 44 

2.01 mins to 3 mins 8 5 

3.01 mins to 5 mins 4 3 

Over 5 mins 7 3 

 

 

1.3 Were you put on hold at any time during the call? 

 2013 % 2011 % 

Yes 7 4 

No 93 96 

 

 

 

 



 BBC Trust Mystery Shopping Research 2013 

 45 

1.4 If put on hold, were you told why? Base: All who were put on hold. 2013 (7); 2011 (3). 

 2013 % 2011 % 

Yes 86 (6) 100 (3) 

No 14 (1) 0 (0) 

 

 

1.5 Were you told how long you would be on hold for? Base: All who were put on hold. 2013 (7); 

2011 (3). 

 2013 % 2011 % 

Yes 14 ( 1) 0 (0) 

No 86 (6) 100 (3) 

 

 

 

1.6 Overall length of call from when you started speaking to the CSA to when the call ended. 

 

 

 

 

 

 

 

 

 

 

1.7 Was the overall length of the call reasonable, given the nature of your complaint and the 

response provided? 

 

 

1.8 Were you transferred at any point during the call? 

 

 

 

 

 

 

 2013 % 2011 % 

Up to 2 mins 18 44 

2.01 to 5 mins 73 51 

5.01 to 10 mins 6 4 

Over 10 minutes 2 1 

 2013 % 2011 % 

Yes 84 75 

No, too short 11 24 

No, too long 2 1 

DK 3 0 

 2013 % 2011 % 

Yes 0 0 

No 100 100 
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Personalisation 

2.1 Did the CSA introduce themselves by name? 

 

 

 

 

 

2.2 Did the CSA ask your name? 

 

 

 

 

 

 

2.3 How would you rate the friendliness of the CSA? 

 

 

 

 

 

 

 

2.4 How would you rate the politeness of the CSA? 

 

2.5 How would you rate the CSA’s eagerness to help you and handle your complaint? 

 

 

 

 

 

 

 

 

 2013 % 2011 % 

Yes 72 88 

No 28 13 

 2013 % 2011 % 

Yes 7 13 

No 93 88 

 2013 % 2011 % 

Excellent 40 24 

Good 42 53 

Okay 16 15 

Below Average 2 8 

Poor 1 1 

 2013 % 2011 % 

Excellent 48 39 

Good 37 51 

Okay 15 8 

Below Average 0 1 

Poor 1 1 

 2013 % 2011 % 

Excellent 34 26 

Good 45 45 

Okay 17 16 

Below Average 4 11 

Poor 1 1 
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2.6 How would you rate the CSA’s understanding and caring attitude? 

 

 

 

 

 

 

 

2.7 How would you rate the CSA’s efficiency? 

 

 

 

 

 

 

 

2.8 How would you rate the level of proactivity shown by the CSA? 

 

 

 

 

 

 

 

 

2.9 How would you rate the CSA’s use of appropriate conversation? 

 

 

 

 

 

 

 

 

 

 2013 % 2011 % 

Excellent 38 26 

Good 36 44 

Okay 21 21 

Below Average 5 4 

Poor 1 5 

 2013 % 2011 % 

Excellent 33 31 

Good 48 58 

Okay 16 5 

Below Average 4 4 

Poor 0 3 

 2013 % 2011 % 

Excellent 35 21 

Good 41 54 

Okay 21 10 

Below Average 3 10 

Poor 1 5 

 2013 % 2011 % 

Excellent 38 21 

Good 41 55 

Okay 18 15 

Below Average 4 8 

Poor 0 1 
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2.10 Before the call ended, did the CSA ask if you had any outstanding queries or required any 

further assistance? 

 

 

 

 

 

2.11 Did the CSA thank you before the end of the call? 

 

 

 

Resolution 

3.1 Was the CSA able to provide you with a response which fully addresses the complaint you made? 

 

 

 

 

 

3.2 Did the response include signposting to the full complaints process?* 

 

 

 

*In 2013 mystery shoppers were instructed that the ‘being signposted to the full complaints procedure’ means 

being advised on what type of complaint they were making (i.e. a stage 1a complaint) and the next steps in 

the procedure.  

 

3.3 Did the CSA demonstrate the appropriate level of empathy and understanding in relation to 

your complaint? 

 

 

 

 

 

 2013 % 2011 % 

Yes 44 24 

No 56 76 

 2013 % 2011 % 

Yes 97 85 

No 3 15 

 2013 % 2011 % 

Yes 79 78 

No 21 23 

 2013 % 2011 % 

Yes 42 13 

No 58 88 

 2013 % 2011 % 

Yes 82 80 

No 17 20 

DK 3 0 
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Satisfaction 

4.1 How would you rate your overall level of satisfaction in relation to the content of the response 

you received? 

 

 

 

 

 

 

4.2 How would you rate your overall level of satisfaction in relation to the process of complaining? 

 

 

 

 

 

 

4.3 Taking account of your experience on this assessment, which phrase most closely describes your 

perception of this organisation? 

 

 

 

 

 

 

 

 

 

 

 

 

 

 2013 % 2011 % 

Extremely Satisfied 30 10 

Satisfied 50 38 

Neither satisfied nor 

dissatisfied 

14 36 

Dissatisfied 3 15 

Extremely Dissatisfied 3 1 

 2013 % 2011 % 

Extremely Satisfied 31 15 

Satisfied 52 39 

Neither satisfied nor 

dissatisfied 

12 33 

Dissatisfied 2 13 

Extremely Dissatisfied 3 1 

 2013 % 2011 % 

This assessment has 

enhanced my perception of 

the organisation 

32 18 

This assessment has not 

changed my perception of 

the organisation 

62 68 

This assessment has lowered 

my perception of this 

organisation 

6 15 
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4.4 Has the degree to which you trust this organisation been influenced by your experience of this 

assessment? 

 

 

 

 

 

 

 

 

4.5 Overall, how well do you think your complaint was handled by the CSA? (New question added in 

2013). 1 = very badly. 10 = very well.  

 

 

 

 

 

 

4.6 To what extent do you feel that the BBC did everything they could as an organisation to resolve 

your query? (New question added in 2013). 1 = Nothing at all. 10 = Everything possible.  

 

 

 

 

Letter 

Base is all respondents unless otherwise stated. 2013: BBC Audience Services (65) and Independent 

Production Companies and BBC Production Departments (7); 2011: BBC Audience Services (112) and 

Independent Production Companies and BBC Production Departments (107). 

Timeliness 

1.1 Did you receive a holding/acknowledgement reply in response to your complaint? This would be 

contact from the organisation explaining that your complaint had been received and advising that a 

fuller response would follow. 

 

 

 

 

 

 2013 % 2011 % 

This assessment has helped 

me to trust this organisation 

more 

29 15 

This assessment has not 

changes how much I trust 

this organisation 

67 73 

The assessment has made me 

trust the organisation less 
4 13 

1 2 3 4 5 6 7 8 9 10 

0 0 2 2 6 8 9 25 18 31 

1 2 3 4 5 6 7 8 9 10 

1 0 2 2 11 6 15 23 20 21 

 2013 

Audience 

Services % 

2013 IPCs 

and BBC 

Production 

Depts. % 

2011 

Audience 

Services % 

2011 IPCs 

and BBC 

Production 

Depts. % 

Yes 17 0 0 0 

No 83 100 100 100 
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1.2 Did you receive a response to your complaint within 16 working days of sending your complaint? 

 

 

 

 

 

 

1.3 How many working days after posting your complaint was it before you received a full written 

response to your complaint? Raw figures are shown in brackets.  

 2013 

Audience 

Services % 

2013 IPCs 

and BBC 

Production 

Depts. % 

2011 

Audience 

Services % 

2011 IPCs 

and BBC 

Production 

Depts. % 

Yes 83 14 (1 of 7) 62 48 

No 17 86 (6 of 7) 38 52 

 2013 

Audience 

Services % 

(65) 

2013 IPCs 

and BBC 

Production 

Depts. % (7) 

2011 

Audience 

Services % 

(112) 

2011 IPCs 

and BBC 

Production 

Depts. % 

(107) 

Same day 0 0 0 0 

1 0 0 0 0 

2 0 0 1 (1) 0 

3 0 14 (1 of 7) 1 (1) 3 (3) 

4 2 (1) 0 1 (1) 2 (2) 

5 2 (1) 0 1 (1) 3 (3) 

6 2 (1) 0 0 2 (2) 

7 28 (18) 0 2 (2) 5 (5) 

8 12 (8) 0 0 5 (5) 

9 11 (7) 0 1 (1) 4 (4) 

10 11 (7) 0 0 5 (5) 

11 9 (6) 0 6 (6) 3 (2) 

12 5 (3) 0 5 (5) 2 (2) 

13 2 (1) 0 15 (15) 1 (1) 

14 0 0 16 (16) 6 (6) 

15 2 (1) 0 16 (16) 7 (7) 

16 0 0 5 (5) 3 (3) 

17 0 0 5 (5) 5 (5) 
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Nb. Base in all subsequent questions changes to: All who received a response to their 

complaint. 2013: BBC Audience Services (60) and Independent Production Companies and BBC 

Production Departments (4); 2011: BBC Audience Services (97) and Independent Production 

Companies and BBC Production Departments (79). In 2013, 2 letter shoppers provided incomplete 

satisfaction feedback and have been omitted from questions 1.4 – 4.6. This makes the 2013 

Audience Services base size 58.  

 

1.4 Did the response refrain from using jargon or technical terms, giving clear explanations?  

 

 

 

 

 

 

 

18 2 (1) 0 2 (2) 1 (1) 

19 0 0 7 (7) 1 (1) 

20 2 (1) 0 5 (5) 6 (6) 

21 0 14 (1 of 7) 1 (1) 4 (4) 

22 0 14 (1 of 7) 2 (2) 1 (1) 

23 2 (1) 0 2 (2) 1 (1) 

24 2 (1) 0 0 3 (3) 

25 0 0 0 1 (1) 

26 2 (1) 0 0 0 

27 0 0 1 (1) 0 

28 2 (1) 0 1 (1) 1 (1) 

29 0 0 1 (1) 0 

30 2 (1) 0 2 (2) 1 (1) 

30+ days 2 (1) 14 (1 of 7) 0 3 (3) 

Did not receive one 5 (3 of 65) 43 (3 of 7) 
13             

(12 of 112) 

26                  

(28 of 107) 

 2013 

Audience 

Services % 

2013 IPCs 

and BBC 

Production 

Depts. % 

2011 

Audience 

Services % 

2011 IPCs 

and BBC 

Production 

Depts. % 

Yes 98 75 (3 of 4) 99 99 

No 2 25 (1 of 4) 1 1 
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1.5 Was the format of the letter acceptable? 

 

 

 

 

 

 

1.6 Was the letter free of spelling mistakes?  

 

 

 

 

 

1.7 Did the letter read well – was it free of any obvious grammatical mistakes?  

 

 

 

 

 

1.8 Were all your personal details accurate within the response?  

 

 

 

 

 

 

 

 

 
2013 

Audience 

Services % 

2013 IPCs 

and BBC 

Production 

Depts. % 

2011 

Audience 

Services % 

2011 IPCs 

and BBC 

Production 

Depts. % 

Yes 98 75 (3 of 4) 96 95 

No 2 25 (1 of 4) 4 5 

 2013 

Audience 

Services % 

2013 IPCs 

and BBC 

Production 

Depts. % 

2011 

Audience 

Services % 

2011 IPCs 

and BBC 

Production 

Depts. % 

Yes 98 100 (4 of 4) 95 96 

No 2 0 5 4 

 2013 

Audience 

Services % 

2013 IPCs 

and BBC 

Production 

Depts. % 

2011 

Audience 

Services % 

2011 IPCs 

and BBC 

Production 

Depts. % 

Yes 97 100 (4 of 4) 91 85 

No 3 0 9 15 

 2013 

Audience 

Services % 

2013 IPCs 

and BBC 

Production 

Depts. % 

2011 

Audience 

Services % 

2011 IPCs 

and BBC 

Production 

Depts. % 

Yes 98 100 (4 of 4) 85 86 

No 2 0 15 14 
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Personalisation 

2.1 Did the response include the name of the sender?  

 

 

 

 

 

 

2.2 Did the response include the job title or department of the sender? 

 

 

 

 

 

 

2.3 Was it clear that the response had been tailored to your specific complaint – i.e. it was not an 

automated reply?  

 

 

 

 

 

 

 

 

 

 

 

 

 

 2013 

Audience 

Services % 

2013 IPCs 

and BBC 

Production 

Depts. % 

2011 

Audience 

Services % 

2011 IPCs 

and BBC 

Production 

Depts. % 

Yes 85 100 (4 of 4) 100 86 

No 13 0 0 14 

Not applicable 2 0 0 0 

 2013 

Audience 

Services % 

2013 IPCs 

and BBC 

Production 

Depts. % 

2011 

Audience 

Services % 

2011 IPCs 

and BBC 

Production 

Depts. % 

Yes 85 75 (3 of 4) 97 90 

No 13 25 (1 of 4) 3 10 

Not applicable 2 0 0 0 

 2013 

Audience 

Services % 

2013 IPCs 

and BBC 

Production 

Depts. % 

2011 

Audience 

Services % 

2011 IPCs 

and BBC 

Production 

Depts. % 

Yes 87 75 (3 of 4) 91 82 

No 13 25 (1 of 4) 9 18 
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2.4 How would you rate the friendliness of the letter?  

 

 

 

 

 

 

 

 

 

2.5 How would you rate the politeness of the letter? 

 

 

 

 

 

 

 

 

2.6 Was there a ‘thank you’ included in the response? 

 

 

 

 

 

 

 

 

 2013 

Audience 

Services % 

2013 IPCs 

and BBC 

Production 

Depts. % 

2011 

Audience 

Services % 

2011 IPCs 

and BBC 

Production 

Depts. % 

Excellent 22 0 33 25 

Good 53 75 (3 of 4) 51 51 

Okay 20 25 (1 of 4) 14 18 

Below average  0 0 2 5 

Poor 2 0 0 1 

Not applicable 3 0 0 0 

 2013 

Audience 

Services % 

2013 IPCs 

and BBC 

Production 

Depts. % 

2011 

Audience 

Services % 

2011 IPCs 

and BBC 

Production 

Depts. % 

Excellent 27 0 44 39 

Good 55 75 (3 of 4) 49 51 

Okay 18 25 (1 of 4) 7 10 

Below average  0 0 0 0 

Poor 0 0 0 0 

 2013 

Audience 

Services % 

2013 IPCs 

and BBC 

Production 

Depts. % 

2011 

Audience 

Services % 

2011 IPCs 

and BBC 

Production 

Depts. % 

Yes 92 100 (4 of 4) 97 94 

No 8 0 3 6 
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Resolution 

 

3.1 Was the CSA able to provide you with a response which fully addressed the complaint you 

made? 

 

 

 

 

 

3.2 Did the response include signposting to the full complaints procedure? 

 

 

 

 

 

3.3 Did the CSA demonstrate the appropriate level of empathy and understanding in relation to 

your complaint? 

 

 

 

 

 

3.4 Were you provided with a reference number for your complaint?  

 

 

 

 

 

 

 

 2013 

Audience 

Services % 

2013 IPCs 

and BBC 

Production 

Depts. % 

2011 

Audience 

Services % 

2011 IPCs 

and BBC 

Production 

Depts. % 

Yes 88 50 (2 of 4) 87 76 

No 12 50 (2 of 4) 13 24 

 2013 

Audience 

Services % 

2013 IPCs 

and BBC 

Production 

Depts. % 

2011 

Audience 

Services % 

2011 IPCs 

and BBC 

Production 

Depts. % 

Yes 89 0 98 37 

No 11 100 (4 of 4) 2 63 

 2013 

Audience 

Services % 

2013 IPCs 

and BBC 

Production 

Depts. % 

2011 

Audience 

Services % 

2011 IPCs 

and BBC 

Production 

Depts. % 

Yes 95 50 (2 of 4) 88 81 

No 5 50 (2 of 4) 12 19 

 2013 

Audience 

Services % 

2013 IPCs 

and BBC 

Production 

Depts. % 

2011 

Audience 

Services % 

2011 IPCs 

and BBC 

Production 

Depts. % 

Yes 100 0  100 47 

No 0 100 (4 of 4) 0 53 
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Satisfaction 

4.1 How would you rate your overall level of satisfaction in relation to the content of the response 

you received? 

 

 

 

 

 

 

 

 

 

 

 

4.2 How would you rate your overall level of satisfaction in relation to the process of 

complaining? 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 2013 

Audience 

Services%  

2013 IPCs 

and BBC 

Production 

Depts. %  

2011 

Audience 

Services % 

2011 IPCs 

and BBC 

Production 

Depts. % 

Extremely Satisfied 12 0 21 16 

Satisfied 75 25 (1 of 4) 47 38 

Neither satisfied nor 

dissatisfied 

8 0 19 34 

Dissatisfied 3 75 (3 of 4) 12 11 

Extremely Dissatisfied 2 0 1 1 

 2013 

Audience 

Services%  

2013 IPCs 

and BBC 

Production 

Depts. %  

2011 

Audience 

Services % 

2011 IPCs 

and BBC 

Production 

Depts. % 

Extremely Satisfied 18 25 (1 of 4) 11 6 

Satisfied 72 25 (1 of 4) 46 41 

Neither satisfied nor 

dissatisfied 
5 0 30 35 

Dissatisfied 3 50 (2 of 4) 11 16 

Extremely Dissatisfied 2 0 2 1 
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4.3 Taking account of your experience on this assessment, which phrase most closely describes 

your perception of this organisation? 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

4.4 Has the degree to which you trust this organisation been influenced by your experience of this 

assessment? 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 2013 

Audience 

Services%  

2013 IPCs 

and BBC 

Production 

Depts. %  

2011 

Audience 

Services % 

2011 IPCs 

and BBC 

Production 

Depts. % 

This assessment has 

enhanced my 

perception of this 

organisation 

28 25 (1 of 4) 33 19 

This assessment has 

not changed my 

perception of this 

organisation 

68 0 51 61 

This assessment has 

lowered my 

perception of this 

organisation 

3 75 (3) 16 20 

 2013 

Audience 

Services%  

2013 IPCs 

and BBC 

Production 

Depts. %  

2011 

Audience 

Services % 

2011 IPCs 

and BBC 

Production 

Depts. % 

This assessment has 

helped me trust this 

organisation more 

23 0 25 15 

This assessment has 

not changed how 

much I trust this 

organisation 

75 85 (3 of 4) 66 67 

This assessment has 

made me trust this 

organisation less 

2 25 (1 of 4) 9 18 
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4.5 Overall, how well do you think your complaint was handled by the CSA? (New question added 

in 2013). 1 = very badly. 10 = very well.  

 

 

 

 

4.6 To what extent do you feel that the BBC did everything they could as an organisation to 

resolve your query? (New question added in 2013). 1 = Nothing at all. 10 = Everything possible.  

 

 

Email 

Base is all respondents unless otherwise stated. 2013: BBC Audience Services (290) and Independent 

Production Companies and BBC Production Departments (20); 2011: BBC Audience Services (199).  

Timeliness 

1.1 Did you receive a response to your complaint within 16 working days of sending your complaint? 

 

 

 

 

 

 

 

 1 2 3 4 5 6 7 8 9 10 

Audience 

Services 
0 0 2 2 3 7 12 47 15 13 

BBC 

Production 

depts/ IPCs 

25 0 25 0 25 0 0 0 0 25 

 1 2 3 4 5 6 7 8 9 10 

Audience 

Services 
5 0 3 3 2 5 12 38 22 10 

BBC 

Production 

depts/IPCs 

25 0 50 0 25 0 0 0 0 0 

 2013 

Audience 

Services % 

2013 IPCs 

and BBC 

Production 

Depts. % 

2011 

Audience 

Services % 

Yes 98 15 (3 of 20) 60 

No 2 85          (17 

of 20) 
40 
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1.2 How many working days after posting your complaint was it before you received a full written 

response to your complaint? Raw figures are shown in brackets. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Nb. Base in all subsequent questions changes to: All who received a response to their 

complaint. 2013: BBC Audience Services (288) and Independent Production Companies and BBC 

Production Departments (9); 2011: BBC Audience Services (187). In 2013, 1 email shopper provided 

incomplete satisfaction feedback and has been omitted from questions 1.3 – 4.6. This makes the 

2013 Audience Services base size 287. 

 

 

 

 

 2013 

Audience 

Services % 

290 

 

2013 IPCs 

and BBC 

Production 

Depts. %     

20 

2011 

Audience 

Services %   

187 

Same day 4 (11) 5 (1 of 20) * (1) 

1 2 (5) 10 (2 of 20) * (1) 

2 4 (11) 0 0 

3 12 (34) 0 * (1) 

4 33 (96) 0 1 (2) 

5 16 (45) 0 1 (2) 

6 14 (41) 0 0 

7 8 (23) 0 2 (3) 

8 5 (14)  0 * (1) 

9 2 (5) 0 24 (44) 

10 0 0 31 (57) 

11 0 0 21 (39) 

12 0 20 (4 of 20) 4 (8) 

13 0 0 2 (4) 

14 0 0 5 (10) 

15 0 0 2 (3) 

16 0 0 2 (4) 

17+ 1 (3) 10 (2 of 20) 4 (7) 

Did not receive one 1 (2 of 290) 55 (11 of 20) 6 (12 of 199) 
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1.3 Did the response include a clear subject line relevant to your complaint?  

 

 

 

 

 

1.4 Did the response refrain from using jargon or technical terms, giving clear explanations?  

 

 

 

 

 

1.5 Was the format of the email acceptable? 

 

 

 

 

 

1.6 Was the email free of spelling mistakes?  

 

 

 

 

 

 

 

 

 

 

 2013 

Audience 

Services % 

2013 IPCs 

and BBC 

Production 

Depts. % 

2011 

Audience 

Services % 

Yes 100 100 100 

No 0 0 0 

 2013 

Audience 

Services % 

2013 IPCs 

and BBC 

Production 

Depts. % 

2011 

Audience 

Services % 

Yes 98 100 100 

No 2 0 0 

 2013 

Audience 

Services % 

2013 IPCs 

and BBC 

Production 

Depts. % 

2011 

Audience 

Services % 

Yes 99 89 (8 of 9) 100 

No 1 11 (1 of 9) 0 

 2013 

Audience 

Services % 

2013 IPCs 

and BBC 

Production 

Depts. % 

2011 

Audience 

Services % 

Yes 98 100 98 

No 2 0 2 
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1.7 Did the email read well – was it free of any obvious grammatical mistakes?  

 

 

 

 

 

 

1.8 Were all your personal details accurate within the response?  

 

 

 

 

 

Personalisation 

2.1 Did the response include the name of the sender?  

 

 

 

 

 

 

2.2 Did the response include the job title or department of the sender? 

 

 

 

 

 

 

 
2013 

Audience 

Services % 

2013 IPCs 

and BBC 

Production 

Depts. % 

2011 

Audience 

Services % 

Yes 97 100 97 

No 3 0 3 

 2013 

Audience 

Services % 

2013 IPCs 

and BBC 

Production 

Depts. % 

2011 

Audience 

Services % 

Yes 97 78 (7 of 9) 99 

No 3 22 (2 of 9) 1 

 2013 

Audience 

Services % 

2013 IPCs 

and BBC 

Production 

Depts. % 

2011 

Audience 

Services % 

Yes 93 89 (8 of 9) 100 

No 7 11 (1 of 9) 0 

 2013 

Audience 

Services % 

2013 IPCs 

and BBC 

Production 

Depts. % 

2011 

Audience 

Services % 

Yes 99 56 (5 of 9) 97 

No 1 44 (4 of 9) 3 
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2.3 Was it clear that the response had been tailored to your specific complaint – i.e. it was not an 

automated reply?  

 

 

 

 

 

 

2.4 How would you rate the friendliness of the email?  

 

 

 

 

 

 

 

 

 

2.5 How would you rate the politeness of the email? 

 

 

 

 

 

 

 

 

 

 

 

 2013 

Audience 

Services % 

2013 IPCs 

and BBC 

Production 

Depts. % 

2011 

Audience 

Services % 

Yes 89 89 (8 of 9) 95 

No 11 11 (1 of 9) 5 

 2013 

Audience 

Services % 

2013 IPCs 

and BBC 

Production 

Depts. % 

2011 

Audience 

Services % 

Excellent 21 22 (2 of 9) 32 

Good 53 22 (2 of 9) 59 

Okay 24 33 (3 of 9) 7 

Below average  2 22 (2 of 9) 2 

Poor 0 0 0 

 2013 

Audience 

Services % 

2013 IPCs 

and BBC 

Production 

Depts. % 

2011 

Audience 

Services % 

Excellent 22 11 (1 of 9) 41 

Good 54 33 (3 of 9) 56 

Okay 22 33 (3 of 9) 3 

Below average  2 22 (2 of 9) 0 

Poor * 0 0 
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2.6 Was there a ‘thank you’ included in the response? 

 

 

 

 

 

Resolution 

3.1 Was the CSA able to provide you with a response which fully addressed the complaint you 

made? 

 

 

 

 

 

3.2 Did the response include signposting to the full complaints procedure? 

 

 

 

 

 

3.3 Did the CSA demonstrate the appropriate level of empathy and understanding in relation to 

your complaint? 

 

 

 

 

 

 

 

 

 2013 

Audience 

Services % 

2013 IPCs 

and BBC 

Production 

Depts. % 

2011 

Audience 

Services % 

Yes 100 56 (5 of 9) 100 

No 0 44 (4 of 9) 0 

 2013 

Audience 

Services % 

2013 IPCs 

and BBC 

Production 

Depts. % 

2011 

Audience 

Services % 

Yes 76 67 (6 of 9) 90 

No 24 33 (3 of 9) 10 

 2013 

Audience 

Services % 

2013 IPCs 

and BBC 

Production 

Depts. % 

2011 

Audience 

Services % 

Yes 100 0 97 

No 0 100 3 

 2013 

Audience 

Services % 

2013 IPCs 

and BBC 

Production 

Depts. % 

2011 

Audience 

Services % 

Yes 78 67 (6 of 9) 95 

No 22 33 (3 of 9) 5 
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3.4 Were you provided with a reference number for your complaint?  

 

 

 

 

 

Satisfaction 

4.1 How would you rate your overall level of satisfaction in relation to the content of the response 

you received? 

 

 

 

 

 

 

 

 

 

 

 

 

4.2 How would you rate your overall level of satisfaction in relation to the process of complaining? 

 

 

 

 

 

 

 

  

 

 

 

 

 2013 

Audience 

Services % 

2013 IPCs 

and BBC 

Production 

Depts. % 

2011 

Audience 

Services % 

Yes 100 0 100 

No 0 100 0 

 2013 

Audience 

Services%  

2013 IPCs 

and BBC 

Production 

Depts. %  

2011 

Audience 

Services % 

Extremely Satisfied 15 0 21 

Satisfied 45 44 (4 of 9) 50 

Neither satisfied nor 

dissatisfied 
23 11 (1 of 9) 23 

Dissatisfied 14 33 (3 of 9) 6 

Extremely Dissatisfied 3 11 (1 of 9) 1 

 2013 

Audience 

Services%  

2013 IPCs 

and BBC 

Production 

Depts. %  

2011 

Audience 

Services % 

Extremely Satisfied 9 0 11 

Satisfied 48 33 (3 of 9) 40 

Neither satisfied nor 

dissatisfied 
33 22 (2 of 9) 39 

Dissatisfied 9 33 (3 of 9) 9 

Extremely Dissatisfied 1 11 (1 of 9) 2 



 BBC Trust Mystery Shopping Research 2013 

 66 

4.3 Taking account of your experience on this assessment, which phrase most closely describes your 

perception of this organisation? 

 

 

 

 

 

 

 

 

 

 

 

 

 

4.4 Has the degree to which you trust this organisation been influenced by your experience of this 

assessment? 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 2013 Audience 

Services%  

2013 IPCs and 

BBC Production 

Depts. %  

2011 Audience 

Services % 

This assessment has enhanced 

my perception of this 

organisation 

18 33 (3 of 9) 29 

This assessment has not 

changed my perception of this 

organisation 

67 33 (3 of 9) 62 

This assessment has lowered 

my perception of this 

organisation 

15 33 (3 of 9) 9 

 2013 Audience 

Services%  

2013 IPCs and 

BBC Production 

Depts. %  

2011 Audience 

Services % 

This assessment has helped 

me trust this organisation 

more 

15 22 (2 of 9) 23 

This assessment has not 

changed how much I trust this 

organisation 

70 56 (5 of 9) 74 

This assessment has made me 

trust this organisation less 
14 22 (2 of 9) 3 
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4.5 Overall, how well do you think your complaint was handled by the CSA? (New question added in 

2013). 1 = very badly. 10 = very well.  

 

 

 

 

4.6 To what extent do you feel that the BBC did everything they could as an organisation to resolve 

your query? (New question added in 2013). 1 = Nothing at all. 10 = Everything possible.  
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 1 2 3 4 5 6 7 8 9 10 

Audience 

Services 
2 6 5 4 11 18 23 19 9 3 

BBC 

Production 

depts/ IPCs 

11 33 0 11 0 0 22 22 0 0 

 1 2 3 4 5 6 7 8 9 10 

Audience 

Services 
3 7 5 7 15 16 19 16 8 3 

BBC 

Production 

depts/IPCs 

11 22 0 11 11 0 11 33 0 0 
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