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1. Introduction 
 
1.1  Background 
 
The BBC Trust came into existence in January 2007. It works on behalf of licence fee payers to ensure 
that the BBC provides high quality output and good value for all UK citizens, and it protects the 
independence of the BBC.  
 
The Trust’s 2008 Annual Report and Accounts (ARA) will be published in early July and is the first ARA 
where the Trust has been in place for a full year. The Annual Report reviews the BBC’s activities in two 
parts: 
 
• Part One: (written by the Trust) provides a high level assessment of performance of the BBC 

against its strategic priorities. Strategic priorities are set by the Trust to ensure the public’s 
expectations are being met 

• Part Two: (written by the BBC Executive Board) gives an operations review, detailed performance 
data and the BBC’s financial statements  

 
The Trust Unit (on behalf of the Trust) commissioned Opinion Leader to conduct deliberative research 
into public perceptions of BBC performance to feed into Part One of the 2008 Annual Report. It 
supplements the quantitative data provided by the Trust’s Purpose Remits survey, and other bespoke 
Trust research.  
 
1.2  Aims and objectives 
 
The overarching objective of this research was to involve licence fee payers in a deliberative event to 
give the Trust a more in-depth understanding of how licence fee payers feel that the BBC has been 
performing since the publication of last year’s Annual Report.  The work also provided an opportunity for 
the Chairman to engage with licence fee payers.  
 
The specific research objectives were: 
• To assess how licence fee payers feel that the BBC is performing against the strategic priorities 

and objectives which were highlighted in the Annual Report 2006/07 
• To explore if the BBC has delivered against other strategic issues and themes which have been 

identified over the year 
− Has the BBC in the last year increased the distinctiveness and quality of its output? 
− Has the BBC been able to restore trust in its output? 
− Has the BBC maintained value amongst high approvers? 
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− Has the BBC increased perceived value among middle and lower approvers?   
• To assess how the BBC is doing in terms of reaching all audiences 
• To explore the 6 Public Purposes (http://www.bbc.co.uk/bbctrust/framework/purpose_plans.html) 

− And assess if the people feel the BBC has increased the delivery of its Purposes  
• To explore awareness of the BBC Trust and the perceived role of the BBC Trust 
 
1.3  Methodology 
 
A deliberative workshop was held in Birmingham on Monday 7th April 2008 with 104 licence fee payers. 
Participants were brought in from Belfast, Glasgow, Bridgend, Newcastle and London, as well as from 
the Birmingham area.  A demographically representative sample of the relevant country’s population 
was sourced in each of the 6 areas (i.e. the sample in Newcastle was representative of the English 
population, the sample in Glasgow was representative of the Scottish population and so on). The 
representative quotas used included gender, age, socio-economic group, ethnicity, level of digital take-
up and Internet access, and levels of approval towards the BBC. Participants were recruited from urban, 
suburban and rural locations.  
 
During the 4 hour workshop, there was a mix of facilitated table discussions (in groups of around 10) 
and plenary sessions, where participants fed back on their discussions, heard presentations from the 
Trust Unit and put questions to the Chairman.  Through presentations and handouts, participants were 
given information on the role of the BBC Trust, its strategic priorities and the 6 Public Purposes, which 
allowed participants to consider issues in more depth and to reach informed conclusions.  Participants 
also voted on a number of key issues in keypad polling sessions.   
 
The workshop began with a general discussion about what participants thought the BBC does well, and 
what it does less well.  This was based on a ‘BBC Diary’ which participants had been asked to complete 
in the week before the event, detailing their consumption of BBC services over the week and what they 
had thought of the content they accessed.  Participants then discussed the role of the BBC Trust before 
going on to discuss how they thought the BBC itself is performing in four key areas: trust, originality, 
value and serving all audiences.  After hearing a presentation about the Public Purposes, participants 
then went on to discuss BBC performance on one or two of these Purposes, with two tables covering 
each of the six Purposes.  At the end of the workshop, participants were given the opportunity to 
address the Chairman in a Question and Answer session. 
 
Throughout the session participants voted on BBC performance in a number of areas.  In general, such 
votes were used to give an indication of the strength of feeling after discussion, rather than to provide 
accurate data as this is not a large scale survey.  Some sub-group analysis on this data has been 
included in this report although it should be noted that given the small base sizes of these subgroups, 
this analysis is indicative only.  

Opinion Leader 
 

 

This document is not to be copied, reproduced or disclosed to any third party without prior written consent from Opinion 
Leader  
 

4 



 

2. Executive summary 
 
2.1  Background and approach 
On 7th April 2008, Opinion Leader conducted a four hour deliberative workshop in Birmingham with 
licence fee payers which aimed to determine their views on BBC performance over the year and how far 
they think the BBC is delivering against the strategic objectives that the Trust has set the BBC. The 
workshop involved 104 people drawn from Belfast, Glasgow, Bridgend, Newcastle and London, as well 
as from the Birmingham area, recruited to be broadly demographically representative of the relevant 
country’s population from each area. Participants discussed perceptions of the BBC Trust, and reviewed 
BBC performance over the year on 4 specific strategic priorities (that of trust, originality, value and 
serving all audiences) and the Public Purposes.  Participants were presented with information to help 
their discussion (e.g. on the role of the Trust and the Public Purposes) and were also given the 
opportunity to vote on keypad polling questions and to pose their questions to the Chairman.  This 
report focuses mainly on the results of discussion, as the approach was primarily qualitative; however it 
also contains figures from keypad polling which took place throughout the workshop. These figures are 
representative of the views of those who attended the workshop, (a UK broadly representative sample 
of 100 people) and have been included to give an indication of the strength of feeling after discussion, 
rather than to provide accurate data as this is not a large scale survey.  
 
2.2  Main findings 
Overall, in judging BBC performance over the year, it is fair to say that the ‘jury is still out’ from the 
public’s perspective. Discussion suggests that participants are not becoming more critical of the BBC, 
however neither are they feeling more positive about the BBC. Participants identified certain aspects of 
the BBC which they continue to hold in high regard as well as areas for improvement. 
 
In terms of BBC strengths, participants tended to trust the BBC more than its commercial rivals, valuing 
its independence, particularly, for example in news provision. They also identified content that makes 
the BBC distinctive, such as BBC dramas and factual programming. This content is distinctive either 
because it is not sufficiently provided for elsewhere, and/or because BBC content is of particularly high 
quality.  Participants praised the BBC for its educational content, particularly through its documentaries 
and factual programming.   
 
However, there were areas where participants were more critical of BBC performance, particularly 
around the perceived lack of originality in programming and a perceived absence of family 
programming.  Participants said that they felt a sense of disappointment in the problems that the BBC 
has experienced in the past year (referring to the issues on phone-ins), saying that these issues had put 
their trust in the BBC on “shakier” ground. It is worth noting that participants used quite emotive 
language when discussing these problems (e.g. ‘disappointed’, ‘upset’), indicating their emotional 
attachment to and high expectations of the BBC.   
Opinion Leader 
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“I was quite upset when I found out that the BBC was involved [in the phone-in 
scandals]. I lost a lot of faith in them.” 

 
The Trust Unit confirmed that other BBC research confirmed a dip in trust around the time of the issues, 
but has since seen a subsequent recovery.  
 
There were positives and negatives raised about BBC performance on most of the areas explored and 
clear recommendations for improvements made by participants: 
 
Trust 
Participants on the whole said that they had trust in the BBC. Although participants had been 
disappointed with the happenings over the year, they tended to see this as a temporary problem rather 
than a larger or more integral problem and did not anticipate further problems. They found it difficult to 
make suggestions on what the BBC should do to rebuild trust, and some noted changes that had been 
made in response to recent mistakes. In the main participants said that they wanted to ‘wait and see’ 
hoping the mistakes would not be repeated. 
 
Originality 
Participants could identify distinctive content and innovations (e.g. iPlayer), but also expressed 
criticisms of the BBC’s performance on originality over the year, primarily based on their experience of 
BBC television output.  Participants talked about a perceived high number of repeats and lack of 
originality in some mainstream television programmes. They talked of the repeated use of formats, spin-
offs and “old” characters coming back into programmes. Online and radio services were generally seen 
as more original than TV, and it was noted that the BBC’s more original TV output is generally found on 
digital channels.   
 
Value 
The BBC was valued as an institution that is independent, and for its perceived qualities of 
professionalism and integrity. Participants also valued BBC news content, as well as documentaries and 
children’s programming.  Participants did not, in the main, believe that value had actually increased over 
the year, largely because of questions over trust and originality outlined above. The increase in the cost 
of the licence fee and increasing competition from other media organisations also meant that some 
participants rated the BBC less well here.  
 
Serving all audiences 

Opinion Leader 
 

 

Whilst participants recognised the challenge in serving all audiences and commented that it is hard to 
please all people all of the time, many would like to see improvements in how well the BBC serves 
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could be watched together as a family, and there were also calls for more programming for teenagers 
and young people. When analysing keypad voting results around ‘serving all audiences’ the results 
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suggest that Black and Minority Ethnic groups are more critical, and less likely to believe that the BBC 
caters well for them, their family, their community and people from all walks of life.   Sample sizes were 
small and so these results should be treated with caution; nevertheless the Trust Unit advises us that 
this finding is consistent with other Trust research.  
 
Public purposes 
Perceived performance varied greatly between the different Purposes.  The BBC was seen to be 
delivering particularly well on the areas that were considered distinctive, that is on ‘bringing the UK to 
the world’ through its well respected international news, ‘sustaining citizenship’ through its independent 
and high quality journalism, and ‘promoting education’ through its documentaries and educational 
children’s programming. Where the BBC was seen to be doing less well was on the Purposes which 
relate to originality and serving all audiences, namely ‘stimulating creativity’ and ‘representing the UK’.  
Again, the Trust Unit advises us that this is consistent with the Trust’s Purpose Remits tracking study.  
 
Perceptions of BBC Trust 
Whilst awareness of the Trust and what it does was low, after being presented with information about 
the Trust, participants were generally very positive about the idea of the Trust. They thought it 
appropriate to have a body which holds the BBC to account and reflects the needs and views of licence 
fee payers. There were however some concerns about how the Trust might work in practice. Some 
were sceptical about its ability to be independent, and questioned whether it truly represented the 
licence fee payer by being ‘people like them.’ Participants were keen for there to be more publicity about 
the Trust and suggested that if more people were aware of the Trust it may make them view the BBC 
more positively.   
 
Conclusions  
There are a number of conclusions from the findings of this research which may help to improve 
perceptions of BBC performance in the year ahead: 
• In terms of building trust over the year ahead a period of calm will be crucial for the public, with 

time passing without further “scandal”. It will be important to continue being transparent in 
dealing with problems, as this is recognised as a key factor that has limited the original damage. 

• Attitudes to BBC Radio and Online were generally more positive overall than attitudes to television, 
but it tends to be television that is most critical in influencing overall opinions of the BBC. Thus 
tackling television programming issues (such as originality) will help improve perceptions of 
BBC performance.  

• Participants would like to see more original programming. Participants consider that scheduling 
of original programming is important: they want to see the BBC aiming to include original material 
at times when people are watching, and on mainstream channels as well as digital ones.  

Opinion Leader 
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• The workshop results suggest that the BBC could improve its offering for many by improving its 
family programming offer. However some of the younger people in the workshop suggested that 
they did not watch a great deal of television, preferring use of the internet, suggesting that family 
programming may not in reality have a universal appeal. 

• There was a call for the BBC to work harder at provision for teens and young people. The 
comments from the younger participants suggest that they may be best catered for online. 

• In terms of the role of BBC Trust, licence fee payers want assurance that the public’s views are 
being represented. They question whether the Trust really comprises ‘people like them’, but 
conveying that the Trustees engage regularly with audiences and listening  to what the public 
has to say will go down well with the public. Furthermore the Trust will benefit from explaining the 
rationale underpinning the skills and experience required to be a Trustee to explain why the 
Trustees might not be all ‘people like them’. 

Opinion Leader 
 

 

This document is not to be copied, reproduced or disclosed to any third party without prior written consent from Opinion 
Leader  
 

8 



 

3. Main findings 
 
3.1 Awareness and perceptions of BBC Trust  
Before participants heard a presentation explaining the role of the BBC Trust, they were asked in their 
table discussions and subsequently by keypad vote, if they had heard of the BBC Trust, and if so, what 
they thought the Trust did. 
 
Discussions and keypad vote results showed that awareness of the BBC Trust and its role was low.  
Three quarters of participants had not heard of the Trust (74%), and in discussion, even though some 
had heard of the Trust, there appeared to be little understanding of what it does.  Of course, it is still 
early days for the Trust.  
 
After the presentation, where the role of the BBC Trust was explained, participants were generally 
positive about the role of the Trust.  They liked the principle of accountability which the Trust represents, 
and were pleased that there was somebody in place to keep the BBC ‘in check’.   
 

“It’s quite reassuring that they have some kind of governance structure.” 
 

“It’s sort of reassuring that some one is doing this…it’s important that someone is 
making sure that everybody is catered for even if one personally does not like all the 
programmes that are on.” 

 
“Somebody has to maintain standards and make sure people aren’t being neglected.”   

 
Some were also pleased to hear that the Trust operates in a more transparent and inclusive way than 
they felt the previous BBC Governors did.  
 

“It’s excellent that they’re being more transparent and that they’ve put more processes 
in place to do that.” 
 
 “It’s an improvement on the Governors that she said were behind closed doors.  
Transparency is good.” 

 
However, participants did have some concerns about how the Trust works in practice.  There was some 
scepticism around whether the Trust can in fact be truly independent, and a few participants suggested 
that the Trust might be subject to political pressure from Government, even though the Trust is formally 
independent of Government.   
 

Opinion Leader 
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There was also a concern that the Trust might not truly represent all licence fee payers, either through 
their composition or by their actions.  For example, some participants questioned if the Trustees are 
people like them and whether they can be truly representative of all licence fee payers. 
 

“How can 12 people represent the views of 26 million people?” 
 
“I got the impression that the Trust isn’t for Joe public” 

 
Participants also called for regular consultation, with some believing that the Trustees might not really 
follow the ideas of the licence fee payers, merely consulting with licence fee payers for consultation’s 
sake and not go on to action their ideas. 

 
“It’s a good idea if they can make it work and put things into practice, but how much do 
they take on board?” 
 
“[Engaging with the public] is just a PR exercise.  They will just get on with whatever 
they want to do.” 
 
“We pay the money so we should have more say.” 
 
 “It should engage with licence fee payers, it shouldn’t just represent one type of 
person.” 
 
 “If people had more of a say they’d feel more content with the licence fee.” 

 
Some participants also had concerns about how much of a financial burden the Trust places on licence 
fee payers, with a number asking questions about the salaries of Trust members.   
 

“I didn’t realise that the Trust existed – who pays their salaries?” 
 
“Why do we need to have a chairman and what does he get paid?” 

 
Even after the role of the Trust was explained, there was some misunderstanding about responsibility 
for programming decisions, with some believing that the Trust is involved with the day-to-day 
programme decisions. 
 

 “Directors should go to the Trust with an idea before it gets on TV.” 
 

Opinion Leader 
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Participants called for more publicity about the Trust and wanted the Trust to do more to make people 
aware of them and the role they play.  There was a suggestion that if more people were aware of the 
Trust, it may make them view the BBC more positively. 
 

“I’ve watched the BBC for many years and this is the first I’ve heard of them”  
 
“They need to get out there more.” 
 
“They clearly need to do more work though because 75% of people haven’t heard of 
them.  They need to sell themselves far more” 
 
“Only 26% have heard of BBC Trust – and yet they’re managing the biggest media 
organisation in the UK!  They should be marketing themselves more.” 

 
These findings are consistent with the Trust’s earlier work by Opinion Leader on ‘audience engagement’ 
(2007).  

Opinion Leader 
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3.2 Strategic priorities 
 
After hearing about the BBC Trust, participants received a presentation on the Trust’s strategic 
priorities, focussing on: 
• Trust 
• Quality and originality 
• Value and serving all audiences 
 
Participants subsequently discussed BBC performance on these issues and then rated their 
performance on keypad voting, both examining how the BBC is perceived to be performing now, and 
how it has performed over the year.  
 
3.2.1  Trust 
Current levels of trust 
The first key issue that participants were asked to discuss was how the BBC is doing in terms of trust, 
and whether the BBC has become more or less trustworthy over the past year.  In a keypad vote 
participants were asked how much they trust the BBC now on a scale of 1 to 10 where 1 is ‘do not trust 
them at all’ and 10 is ‘trust them a great deal’.  Whilst 4 in 10 participants give a fairly high trust rating of 
7 or over, the most common response is around the mid-point of the scale, with the mean being 5.8 out 
of 10, suggesting more reserved trust levels. Subgroup analysis suggested that 18-24 year olds were 
more likely to have a low level of trust in BBC (voting 1-4) and those over 65 were more likely to trust 
the BBC a great deal (voting 8-10).1 
 
The qualitative discussions revealed that trust is an extremely important issue for participants.  They 
argued that trust means transparency and integrity, which should be demonstrated by quality 
programming and an absence of scandal.  The majority of participants said that, on the whole, they 
trusted the BBC, especially in comparison to its commercial rivals.  They appreciated the fact that the 
BBC is free of commercial pressures, and believed this makes the BBC inherently more trustworthy.   

 
“The BBC can afford to be neutral because they do not have to pander to commercial 
organisations” 

 
Discussions revealed that, BBC News is key to trust levels.  Participants believed that the BBC’s news 
reporting is accurate and neutral and valued this greatly. 
 

“The BBC does it [the news] better than others.  Because they are more established 
than others you trust them more.” 

 
                                                      
1 Given the small base sizes of subgroups, this subgroup analysis is indicative only. 
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“Their breaking news is great.  They’re there when things are happening.  They do 
report as it is.  I don’t think they colour it.” 
 
“You take the news as gospel.” 
 
“More countries will permit BBC reporters in than reporters from other companies - 
that’s because the BBC is trusted globally.” 

 
“You believe that what you hear is true on the news because the BBC is neutral and 
values accuracy.” 

 
Another reason why participants trusted the BBC was its longevity. Some participants mentioned feeling 
a sense of attachment to the BBC, referring to being ‘raised on the BBC,’ and a number commented on 
how their parents and their grandparents had been avid BBC viewers.   
 

“[The BBC] is part of daily life.  My dad has been watching BBC news for 40 years.” 
 

“I trust the organisation the BBC because it is old and established.” 
 

However, as the discussion and keypad results showed, with the most common response around the 
mid-point of the scale (mean of 5.8 out of 10), participants are a little apprehensive and have 
reservations on the issue of trust.  Participants commented on issues during the year which had 
consequently reduced their level of trust in the BBC, such as the problems with the phone-in votes and 
the on-air promotion about the documentary on the Queen. 
 

“As viewers we believe that we are given the best possible information, so they 
shouldn’t show something that has not been checked out.  For example, there was that 
scandal with the programme and the Queen.” 
 
“They give you questions on quizzes that 3 year olds could answer to cynically 
encourage more people to phone in at premium rates…it’s all about making money.” 

 
Review of levels of trust over the year 
In a vote asking whether participants thought that the BBC is more trustworthy than it was a year ago, a 
quarter agreed (23%).  The most common single response by nearly 4 in 10 participants was neither 
agree or disagree (39%) and around the same number disagreed, either slightly or strongly (38%).  The 
qualitative discussions suggested that in fact, many believe that trust levels were the same as last year 
– they just do not feel they have actually increased.   
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In discussion, participants talked about being disappointed by the scandals over the last year.  There 
was a suggestion that these scandals were particularly surprising to participants as they believed that 
the BBC generally operates to a higher standard. 
 

“I was quite upset when I found out that the BBC was involved [in the phone-in 
scandals].  I lost a lot of faith in them… I would never use a phone-in now.” 
 
“I do trust them [the BBC] on an emotional level – I was raised on them, but because of 
the way I see the world now and think about their editorial now, I question it.” 

 
There was a feeling that whilst the mistakes were unfortunate, they represented a temporary blip or a 
few isolated bad decisions, rather than a sign that the BBC is more fundamentally untrustworthy.  It was 
noted that the problems have not affected the ability of the BBC as a whole to produce quality, 
trustworthy programming.  Some participants also stated that, although they acknowledge the phone-in 
problems to be a mistake, they were not overly concerned personally.   

 
“They’ve had to pay for it [the phone-in scandals] and now we’ve forgotten about it”  
 
“It wasn’t handled well but that’s not the total output. You can’t just focus on that as not 
a true portrayal of what the BBC produce.” 
 
“I don’t trust the BBC any more than I trust ITV or Channel 5… But if I don’t like what’s 
on, I turn it off.  The phone votes don’t really bother me.” 
 
“I trust BBC to be honest and open. The only thing that has put me off is phone 
scandal. But I trust them to provide a variety of programmes…It has been there for 
ever.” 
 
“I’m not sure whose fault this is. I think Blue Peter and Breakfast programmes were 
involved but it’s probably the fault of the companies who organise the phone-ins rather 
than the BBC itself.”  
 
“I trust BBC to be honest and open and the only thing that has put me off is phone 
scandal. I still trust them to provide a variety of quality programmes.” 
 

There was also a feeling that the phone-ins issue was handled better by the BBC than other 
broadcasters, such as ITV.  Participants praised the fact that the BBC was the first to admit mistakes, 
and some participants said that there have been noticeable changes made in response to the mistake, 
for example, some had noticed more disclaimers in recent months when phone votes were introduced 
on TV programmes.   
Opinion Leader 
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“At least they now tell you and emphasise that if you phone in after the competition time 
has ended, you’ll still be charged for the call at premium rate - at least they’re 
transparent.” 

 
In addition, there was a suggestion that people are less trusting in general now, losing faith in all 
broadcasters, rather than losing faith in the BBC in particular. 

 
“As I’ve got older, I’ve found out more about these scams and what the media are 
capable of and I’ve become more sceptical.” 

 
When asked what the BBC could do to build more trust, participants found it difficult to make concrete 
suggestions.  This suggests that licence fee payers simply need time to pass without scandal to improve 
their perceptions of BBC trustworthiness, rather than needing to address specific areas of concern.   
 

“People say that it will take a long time for BBC to get people’s trust back since the 
phone-ins but no one round the table seems to be particularly bothered themselves.” 
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3.2.2 Originality 
 
Perceptions of current levels of originality 
The second key measure by which participants were asked to assess performance was originality.  
There was mixed opinion regarding the BBC’s originality, clearly demonstrated by the keypad results.  
When asked to rate the BBC on a scale of 1 to 10 where 1 is not at all original and 10 is very original, 
the mean response was 5, which received nearly a quarter of the vote (24%). Sub group analysis 
suggested that there were differences in the perceived originality of the BBC among different age 
groups, with 25-44 year olds more likely to say that the BBC is not very original (1-4), but over 65s more 
likely to believe the BBC is very original (8-10).2 
 
In discussion there was mixed opinion on BBC’s performance on originality, and discussions focused on 
the extent to which BBC was both fresh and original. On the whole, participants were more likely to think 
the BBC is different rather than innovative. They cited a number of examples of BBC programmes, 
which they believed were different, in particular BBC dramas and documentaries, such as Cranford and 
David Attenborough nature programmes. For some, the BBC is different in the perceived high quality of 
its programmes compared to other broadcasters.  

  
“Originality could be doing the same type of thing but to a better quality, like Cranford.” 
 
“When the BBC does do something new it tends to do it better than other channels.” 
 
“Originality could be about being different or about being higher quality.” 

 
 “[I’d give the BBC] top marks for Natural History. It’s the BBC's forte. They make 
brilliant shows and use great technology, for example on Life in Cold Blood.” 
 
“Natural History is very innovative on the BBC. They are the market leader, for example 
with the trunk cams in the tiger documentary.” 
 

However, some participants did cite examples where they believed the BBC was not different from the 
competition.  For example they believed that competitor formats are copied in some cases, particularly 
in the field of television talent shows.  
 

“There’s lots of ‘me too’ programmes appearing, following success on commercial 
channels, like ‘Any dream will do’ and the other reality shows.” 
 

                                                      
2 Given the small base sizes of subgroups, this subgroup analysis is indicative only. 
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“Strictly Come Dancing isn't very original.  It’s just like X Factor.  It just reuses previous 
formats.” 
 
“It’s becoming less distinctive from ITV. The content is not original.  There’s too much 
repetition… They shouldn't do celebrity programmes, too much competition in that 
field.” 
 
“The BBC is no more original than other providers in TV.” 
 
“It’s no different to other channels. There’s just no adverts.” 

 
An area where the BBC was seen to be doing less well is in the area of innovation.  Participants talked 
about the number of repeats that they perceived to be shown on the BBC and what they saw to be the 
overuse of various programme formats.  It was noted that programmes that began as innovative were 
now being ‘done to death’.  Some examples of innovation were recognised – for example the launch of 
iPlayer was seen as an important and original development – but these advancements were seen as 
the exception rather than the rule. 
 

 “There are some things which the BBC have done first like Strictly Come dancing.  
That was very original but was then copied to death.” 
 
“I’d like to find different things [on the BBC] but I find it tends to be all the same.” 

 
“In the morning, out of 4 programmes 2 were repeats!” 
 
“It’s not original…there are too many repeats.” 

 
For some participants, distinctiveness and providing high quality programming were more important 
than being innovative. 
 

“Shows can be entertaining even if idea is not original.” 
  

In discussion, the negative view of the BBC’s record on originality was primarily based on its television 
output. Some participants believed that the BBC’s online services were more original than the BBC’s 
television output.  The BBC iPlayer was widely recognised as innovative, and the online education 
revision services were also cited as particularly creative.   
 

“They try to push the limits of technology and to be the forefront in this area.” 
 

Opinion Leader 
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“There are very creative methods on the A Level site.  They have a lot of interactive 
diagrams, as well as past exam questions.” 
 
“The BBC is very original on the internet with CBBC online.  It helps teach kids to use 
the computer and gives them life skills.” 

 
Others considered BBC radio to be fresh and original.  Examples here included Chris Moyles on Radio 
1 and the wide range of content available through stations such as Radio 2, 3, 4, and 6 and Five Live.  

 
“BBC radio gives something for everyone.  Radio 2 is original which is good, the music 
is excellent.  Five Live is interactive.  Also, the Archers are updating its storylines – 
that’s original in that they’ve kept it up to date and fresh.” 
 
“I think the BBC has originality in pockets, for example on BBC 3 & 4, Radio 6 and 
online.  The rest of it is chasing ratings.” 

Opinion Leader 
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Review of originality over the year 
When asked to vote on whether they thought the BBC is more original now that it was a year ago, more 
participants disagreed than agreed, with nearly half disagreeing (47%) and only one sixth of participants 
agreeing (15%).  However, as with the “trust” vote, discussions indicated that this did not seem to reflect 
a perceived deterioration in BBC performance – simply that it had not actually gone up. The most 
common response, of over one third of participants, was to neither agree nor disagree (38%).  
 
Participants were able to think of examples of innovative programming over the last year, for example 
Ashes to Ashes was cited, and for some the iPlayer was regarded as an innovation from this year.   
 

“There is the BBC iPlayer.  That strikes me as being quite a step forward. It’s quite easy 
to use – my parents use it”.  
 
“iPlayer is good for originality.” 
 
 “Ashes to Ashes was original. The concept was different, seeing the contrast between 
now and then.” 
 
 “The BBC has moments of originality like the Dragons Den and the Apprentice.  These 
are shows that are not on other channels.” 

 
“David Attenborough, Nobo the Wolf was excellent, a man had linked up with the wolf, it 
was new and different.” 
 
“Wildlife on tigers, David Attenborough, stunning. Innovative use of technology, 
cameras in tree trunks to get near the tigers.” 
 
“The Hughie Green play – the actor was marvellous. It was repeated last night, a true 
story, but original.” 

 
However, there were more references to programmes which were seen as unoriginal.  Participants cited  
programmes from over the last year that they felt had copied previous formats from previous years, for 
example programmes following a similar format to ‘How Do You Solve a Problem Like Maria’, firstly with 
‘Any Dream Will Do’ and then ‘I’ll Do Anything’. It is worth noting that these discussions may have been 
influenced by the wide-spread media coverage of Kevin Spacey’s criticisms of these programmes at this 
time.  

 
“The BBC has become less original over the years.  Once they get hold of a winner, 
they milk it dry.” 

Opinion Leader 
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“'A Problem like Maria' was good but it ran for 13 weeks which was too long.” 
 
They also noted ‘spin offs’ shows, for example, Casualty 1907.   
 

“Lot of their dramas are spin offs, like Casualty 1907.  It’s another version of the same 
thing.” 
 

Participants also cited examples where programmes or characters had been brought back. Of course, 
these programmes will often be enjoyed, but they can also be criticised, particularly when programmes 
are high profile. For example,  
 

“Eastenders has become laughable, very repetitive.  All the old characters like Bianca 
have come back.” 
 
“They’re not that original in comedy and soaps, bringing back old characters like Ricky 
and Bianca.” 
 
“Are you telling me that with all the writers they employ, they still have to fall back on Dr 
Who to get people watching TV? It does show a worrying lack of creativity!” 
 

However, some participants placed greater value on the BBC continuing to produce high quality 
programming such as Cranford, than on being cutting edge.   
 

“The BBC should focus on quality rather than originality. Most things have been done 
before.” 
 
“I watch TV because I want to watch something specific; I’m not always looking for new 
stuff.” 

 
They were concerned that by trying to be original the BBC might ‘push the boundaries’ which they 
consider dangerous or unappealing.   
 

“The BBC doesn’t need to be original and controversial.  Leave that to Channel 4.” 
 
Other participants suggested that originality is going to be more important over time, particularly as the 
proliferation of channels increases competition and they wanted to see BBC improving its performance 
on this strategic priority. 

 
“They need to up their game since Digital TV; it's becoming the old people's channel 
because it doesn't experiment with modern formats.” 

Opinion Leader 
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3.2.3 Value 
 
Perceptions of current value 
Participants’ deliberations on value went beyond value for money: people were asked to consider what 
they valued most about the BBC and what they would miss if there was no such thing as the BBC.  
 
Value proved to be one of the most polarised issues of the workshop, with opinions varying widely 
between different participants. The results of the keypad vote asking participants to rate the BBC on a 
scale of 1 to 10 of how much they value the BBC, revealed that response was very polarised, with no 
rating receiving more than 15% of the vote.  The mean response was 5.6, but there was a fairly even 
distribution between 3 and 8.  Subgroup analysis indicated that those over the age of 65 were more 
likely to value the BBC highly (8-10), but on the whole opinion was quite diverse across the different age 
groups.3 
 
Qualitative discussions suggested that this considerable spread of opinion may have depended on how 
individuals consumed BBC services and how far they felt it provided distinctive programming.  Those 
who said they did not consume many BBC services saw the BBC as poor value for money, since they 
had to pay the licence fee despite rarely using the BBC.   
 

“I think of the people who never watch it and pay a licence – that seems wrong when 
there is a lot of competition from other channels.  I don’t think those people are getting 
the value of the licence fee.” 

 
Those who preferred specific content on other channels, for example those who watch Sky for sports 
coverage, also seemed to value the BBC less than other people:   
 

“I value ITV and Sky Sport more.  ITV is an all rounder – more football, films, sport, and 
live sport news.” 
 
“If I want news, I go to a news channel.  If I want sports, I go to a sports channel.  
Trying to do a little bit of everything is weaker than being a master of one theme.” 

 
Generally, older viewers valued the BBC more than younger viewers.  
 

 “I hold it close to my heart, I’d miss radio more than anything.”                 Older male 
 

“It’s just another channel to me.” Younger female 
 

                                                      
3 Given the small base sizes of subgroups, this subgroup analysis is indicative only. 

Opinion Leader 
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 “I always find the BBC is more for older viewers.”  
 
Having said that, most participants did appear to value the BBC as an institution. Participants felt that 
the BBC is important as an independent non commercial institution, and valued its perceived qualities of 
professionalism and integrity.  One participant described the BBC as “part of the British way of life”.   
 

“It's an institution. When they do things properly they do things better than anyone else.  
If I have the choice between ITV and BBC I would watch BBC.” 
 
“…you rely on it being there. I think we would miss it more than we think.” 

 
When asked what they would miss if the BBC no longer existed, participants said that they would 
particularly miss the educational programming such as documentaries, and BBC News which they saw 
as unique in its quality and independence.   
 

“I only watch BBC news; I don’t watch any other channel for that.” 
 
“The professionalism does come across - nature programmes and the handling of the 
Diana saga show you're getting good value.” 
 
“I value the BBC World Service on the radio because I get news while I am away.” 
 
“[If there was no BBC], I would miss the reliability of the news on News 24 for big 
events like the Iraq war.” 

 
Children’s programming and online services were also noted by parents as something they valued 
particularly highly. 
 

“My children use Bitesize for their GCSEs, I value that.” 
 
“[If there was no BBC] my kids would miss it for CBeebies.” 
 
“My elder son is dyslexic so I often download word searches to keep him up to speed.” 
 
“Each person gets used to the programmes they watch and would miss them if they 
were taken away.” 

 

Opinion Leader 
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Review of value over the year 
When asked whether the BBC provided greater value than it did a year ago, results showed that for the 
majority it did not. The most common response, by nearly a third of participants, was ‘neither agree nor 
disagree’ (30%), and more participants disagree (nearly half at 47%) than agree (1 in 5 participants at 
20%) with the statement.  
 
Qualitative discussions suggested that question marks over BBC performance on the issue of trust and 
originality over the year, as highlighted above, were driving responses here.  
 

“The lack of originality devalues the BBC. There is a much broader range of media now; 
if they took the BBC away people wouldn’t miss it as much.” 
 
“They should be a pinnacle, showing us how to live our lives better.  That’s just not how 
it is now.” 

 
Some participants commented that value for money of the BBC has decreased as the licence fee has 
increased.   
 

“The cost [of the licence fee] just keeps going up and up and up, and the programmes 
are still the same….which means the value is getting worse.” 

 
Some believed that the BBC offers less value to those who do not have digital services or use the 
internet, as they do not have access to the breadth of BBC services. 
 

“It seems unfair that those who use the internet and use BBC online are still paying the 
same that those who don’t have the access.” 
 
“You have to have digital and internet to get the value.  It’s not helpful for older 
generations who have not got into this.” 

 
Increasing competition from other media organisations was also seen by some to be limiting the BBC’s 
value, as viewers now have more chances to go elsewhere for programming, which either they can 
access for free through Freeview or through Sky or Cable (which they choose to pay for). 

 
“I value it as much as any other channel – it is only as good as the programmes it 
shows.” 
 
“If the BBC goes, it’s not going to be too bad because you’ve another 500 channels to 
choose from.” 
 

Opinion Leader 
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“The ‘fast forward mechanism’ to skip over ads [on pay TV] means that the ‘no ads’ 
position of the BBC is not so valuable anymore.” 

 
Discussion thus revealed a complex mix of factors explaining the varying individual level of perceived 
value of the BBC to people.  
 
 

Opinion Leader 
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3.2.4 Serving all audiences 
 
The last strategic priority considered was ‘serving all audiences’. During keypad voting, participants 
were asked four separate questions on this topic, establishing how far they agree that the BBC caters 
well for them, their family, their community and for people from all walks of life.  Levels of disagreement 
were high for all the categories ranging from just under half to just over half of participants disagreeing 
with each statement (between 44% and 52%), suggesting that participants believe the BBC can strive to 
do better in terms of serving all audiences. The categories which performed better, receiving the higher 
agreement levels were ‘catering for people for all walks of life’ and ‘catering for me’, both with over a 
third agreeing either slightly or strongly (36% and 34% respectively). The categories where BBC 
performed less well were ‘caters well for my family’ with just over a quarter agreeing (26%) and ‘catering 
well for my community’ with less than a fifth agreeing (17%). 
 
Q: How far do you agree with the statement “I really feel that the…”? 
 

Opinion Leader 
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2.5 

 
Base: 103, 102, 100, 101 

 
Catering for me 
In the keypad vote, more than two fifths disagreed that the BBC caters well for them (44%), and only a 
third agreed (34%).  
 
Although the qualitative discussions concurred that the BBC did have work to do with regards to serving 
all audiences, they did not indicate the strength of feeling suggested by the quantitative results, 
particularly in terms of ‘caters well for me’.  Qualitative discussions suggested that in fact most 
participants did feel that the BBC caters for them to some degree.  Participants noted the wide range of 
programming on the BBC and attempts to try and cater for a variety of tastes and needs, particularly on 
radio and digital TV.  
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“The radio options are excellent, lots of variety.” 
 
“They’re quite varied in what they’re putting out.” 
 
“It has bits and pieces for most people on it.  There is something for pretty much 
everyone.” 
 

Participants also recognised the challenge of catering for all tastes among the wide diversity of 
individuals that are licence fee payers.  There was an acknowledgement of conflicting priorities among 
licence fee payers which the BBC has to grapple with.  For example, they noted that whilst a number of 
participants think that there is insufficient sport on the BBC others believe that there is too much sport. 
 

“It’s a hard one, they don’t do too badly…but some people would feel that they don’t 
cater for everyone at appropriate times…There are too many factors to consider like 
time of day, type of programmes people like etc.” 

 
Caters for people from all walks of life 
An area where the BBC was seen to be doing fairly well was in terms of catering for people from all 
walks of life.  In the keypad vote, more than a third agreed that the BBC caters well for people from all of 
life (36%), which made it the statement with the most support in the serving all audiences section.  
However, this support was not unanimous. There was still a fairly high level of disagreement in the 
keypad vote with nearly half disagreeing that the BBC caters well for people from all walks of life (47%).   
 
Discussions around BBC’s catering for people from all walks of life suggested that participants believed 
that the BBC is improving on this. They mentioned the introduction of presenters with regional accents 
and the more relaxed set-up of the news, which they saw as an effort to move away from the BBC’s 
‘stuffy’ image.   
 

“It’s less stuffy” 
 
“It’s lost its stiff upper lip” 

 
However, this improvement was not noted by all. Some participants still saw the BBC as catering 
primarily for middle class and well educated audiences, which may help to explain the marked level of 
disagreement in the keypad vote. 
 

“BBC is for the more educated, upper class” 
  
“When I was growing up, the BBC was always the posh channel.”  

Opinion Leader 
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Furthermore, there was a concern amongst some that the goal of appealing to everyone might make the 
BBC become more ‘gritty’ or ‘dumbed down’.  There were some complaints that there is already too 
much drinking and swearing on BBC, and some fear that this will get worse if the BBC tries to be more 
representative. 
 

 “[Swearing on the BBC] is getting worse, it’s shocking. My daughter doesn’t watch 
Eastenders, I wouldn’t let her…Why does everything have to be getting worse, why 
can’t they set the standard and be a flagship?” 
 
“BBC content needs to be responsible, like not showing people drinking alcohol too 
much.” 

 
Catering for my family  
The keypad results suggest that participants believe that the BBC can do better at catering for the 
family.  Only one quarter agreed that the BBC caters well for their family (26%), and over half disagreed 
(52%). In discussion there was a particularly strong call for improvement in catering for the family. There 
was some praise of BBC children’s programming: 
 

“The BBC is a family channel – CBeebies is superb, it’s dedicated to kids, it’s like a 
babysitter.” 
 
“They do pretty well – all four generations in my family seem to enjoy it.“ 
 

But participants felt that there was not enough programming which the whole family can watch together, 
saying that there were few if any programmes which appeal to and are suitable for the whole family. 
Participants believed that there was once a time that BBC provided this, citing some old examples such 
as “Only Fools and Horses”. 
 

“I don’t think there’s much for the whole family to watch together.” 
 
Discussions also highlighted a perceived lack of provision of programming for teenagers and young 
people, and a perception that they are better catered for by Channel 4 and digital channels.   
 

“There is a gap between the Blue Peter age bracket and the teen stuff. It forces them to 
turn to Sky and American stuff.” 
 
“It’s good for little kids but not so good for older kids and teens.” 
 
“Sometimes when the kids come home from school there is nothing for them.” 

 
Opinion Leader 
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“My teenage daughter doesn't watch the BBC.” 
 

Catering for my community 
The keypad results also suggest that there is room for improvement in catering for participants’ 
communities.  Only one in six agreed that the BBC caters well for their communities (17%) whereas 
over two fifths disagreed (44%).  However, nearly two fifths neither agreed nor disagreed (39%) 
suggesting that either participants were undecided or that they were unsure of what constitutes their 
community.   
 
The qualitative discussions suggested that participants acknowledged that the BBC is making some 
head way in catering for their community, but feel there is still a way to go. Participants praised regional 
news broadcasting as well as targeted broadcasting such as the Asian radio network. They also 
commented that the BBC is better than most channels at catering for deaf viewers.   
 

“It’s good that you get the regional news after the national news, and regional sport.” 
 
“Regional news is very good in Wales. In fact most Welsh people don’t speak Welsh so 
they go further than they need to really in terms of providing Welsh language stuff.” 

 
However, there was also some criticism of a lack of representation of ethnic minority groups on TV.  For 
example, participants noted that there are ‘token’ Asian actors and presenters on the BBC but argued 
that there is no real representation of the Asian viewpoint or of minority communities as a whole. BME 
participants were more likely to disagree in the keypad vote that the BBC caters well for their 
community.4 
 

“There is a lot of tokenism in Eastenders.  There will be just one Chinese person.  It 
doesn’t portray the whole community.” 

 
“There’s not much Asian TV, not in the mainstream. The BBC doesn’t represent Asian 
people.  They have Asian news reporters, but not an Asian viewpoint.” 

 
 
 
 
 
 
 
 

                                                      
4 Given the small base sizes of subgroups, this subgroup analysis is indicative only. 

Opinion Leader 
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3.3  Public purposes 
 
Towards the end of the workshop, discussions turned to the BBC’s Public Purposes.  Participants 
received a presentation about the Purposes and then considered one or two specific Purposes on their 
tables, with two tables discussing each Purpose.  Participants then voted on all the Purposes in the 
keypad votes.  Keypad voting results are included here, but please note that the main objective was to 
give some indication of the strength of the feeling after discussion, rather than provide hard quantitative 
results. The BBC Trust has its own quantitative data to give reliable performance figures.  
 
The table below shows that in keypad voting, the perception of BBC performance on the 6 Public 
Purposes varied quite widely between the different Purposes. The BBC was seen to be delivering 
particularly well on the areas that they also considered to be distinctive compared with the competition; 
that is, on ‘bringing the UK to the world’ through its well respected international news, ‘sustaining 
citizenship’ through its independent and high quality journalism, and ‘promoting education’ through its 
documentaries and educational children’s programming.  In the keypad vote, there was a great deal of 
support for ‘UK to the world’ in particular, with the mean responses out of 5 being 4.1 and 3.9 when 
participants were asked how far they agree that the BBC is achieving its two key aims in this area, 
where 5 is agree strongly and 1 is disagree strongly.  It is also worth noting that due to the nature of the 
different methodologies, there were slightly more positive responses to attitudes to content on the 
internet and to content on DAB digital radio in the deliberative workshop than in the Trust’s Purpose 
Remit Survey.  
 
Where the BBC was seen to be doing less well was on the Purposes which relate to originality and 
serving all audiences, namely ‘stimulating creativity’ and ‘representing the UK’. In the keypad vote, the 
mean responses were only 2.8 and 2.5 for ‘representing the UK’, meaning that more disagreed than 
agreed that the BBC is achieving its key objectives in this area.   
 

Opinion Leader 
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Q: How far do you agree with the following statements? Vote 1 for disagree strongly, 2 for disagree slightly, 3 for 
neither agree nor disagree, 4 for agree slightly and 5 for agree strongly. 
 

2.5
2.6

2.8
3.0

3.2
3.4

3.5
3.6

3.7
3.7

3.9
4.1

1 2 3

Representing the UK - portraying my region
Creativity - fresh and new ideas

Representing the UK - catering for my region
Creativity - wide range of enjoyable content

Emerging Comms - content on DAB digital radio
Education - helps children/teens learn

Emerging Comms - content on internet
Education - have learned new things

Citizenship - got me talking about current affairs
Citizenship - independent journalism

UK to world - helps understand different cultures
UK to world - helps understand international news

4 5
 

Base: 96-104 
 
3.3.1 Bringing the UK to the world and the world to the UK 
 
As mentioned above, ‘bringing the UK to the world and the world to the UK’ was an area where the BBC 
received a very positive response in the keypad vote:  more than 4 out of 5 participants agreed that the 
BBC helps them understand what’s going on in the wider world (82%), and only around 1 in 20 
disagreed (6%).  More than two thirds also agreed that the BBC helps them understand and appreciate 
different cultures and lifestyles (68%), and only 1 in 10 disagreed (10%). 
 
 

In qualitative discussion international news coverage was seen to be a key strength of the BBC, helping 
to explain the strong keypad vote result. Participants said that the BBC keeps them up to date with 
international affairs, with some saying that they rarely consume any other type of international news.  
 

“The World Service has carried on so long at a good standard.  It goes out to other 
countries and does a good job.” 
 
“They have reporters everywhere – that’s what they are best at.” 

 
They also agreed, although to a slightly lesser extent, that BBC informs them about different cultures 
and lifestyles.  Participants mentioned that they see less of the type of programmes that would inform 
them about different cultures and lifestyles than they see about international news.  
 

Opinion Leader 
 

“You can see what’s going on from the news but you don’t necessarily learn about other 
cultures from the BBC” 
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However, they confessed that they are not very interested in these programmes and questioned 
whether they would actually watch them even if they were available. There was a perception that they 
can be depressing or overly educational, dense or obscure. 
 

“A lot of people are turned off by watching things like this. People would probably switch 
to another channel if they had to watch doom and gloom about other countries.” 
 
“They’re caught between a rock and a hard place – if they showed more of these 
programmes [about different cultures] people might not watch them.” 

 
 
3.3.2 Sustaining Citizenship and Civil Society 
 
Sustaining citizenship was another area where participants gave very positive feedback on BBC 
performance.  In keypad voting two thirds of participants agreed that the BBC provides high quality 
independent journalism (67%), and only one in eight disagreed (13%).  Two thirds also agreed that BBC 
coverage of news and current affairs has got them talking about these issues (65%), with once again 
only one in eight disagreeing (13%).   
 

 
The high quality and independent nature of BBC journalism was noted throughout the workshop, and 
once again came up as a key strength in the discussion of ‘sustaining citizenship’ on the two tables 
discussing this Purpose.  Impartiality was something which was particularly valued and commended 
with regards to BBC news.  Participants cited recent reporting from China (on Tibet crisis) as an 
example of this perceived high quality, independent and impartial journalism.   
 

“They give a balanced view. For example on the Tibet issue over the last few days. 
They feed back about the stories rather than saying who is right and wrong.” 
 
“They report from all over the world.  For example, I saw a clip of guy in China reporting 
from Beijing and you saw that the coverage was restricted. They make a stand 
sometimes.” 
 
“BBC news is up to date, unbiased, and gives the whole picture.” 
 
“They are independent, for example on Iraq. They don’t force their opinion; they let you 
make your own judgment.” 
 
“I do watch their news and documentaries. Their breaking news is great. They’re there 
when things are happening. They do report as it is, I don’t think they colour it.” 

 

Opinion Leader 
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Participants also recognised that the BBC does help to inform their views of news and current affairs.  
They mentioned in-depth coverage of topical issues, such as global warming and specific programmes 
like Panorama.  However, some participants commented that as they do not have an interest in politics, 
and they can find political content such as Question Time difficult to engage with and understand. 
 

 “Political coverage turns people off.  People aren’t interested.  They make it too 
serious.  It would counter the engaging wider audiences remit.” 
 
“They need to make it more basic [for example, information on election processes and 
EU policies] – I don’t understand the jargon.” 
 
“The danger is that if they focus on educating and informing they'll be in danger of 
forgetting to entertain. For most people TV should be entertaining.” 
 

 
3.3.3 Promoting Education and Learning 
 
Education and learning was another area where the BBC performed well. Two thirds agreed that they 
have learnt new things while enjoying BBC content (67%), and only 1 in 5 disagreed (21%).  There was 
also a lot support for BBC performance in helping children with their studies. Nearly half of participants 
agreed that the BBC helps children and teens with what they learn at school or college (47%) and less 
than 1 in 5 disagreed (17%).  A third neither agreed nor disagreed (33%) but qualitative discussions 
suggested that this was because some participants, particularly those without children, did not feel that 
they knew enough to comment about BBC performance in this area.   
 
During discussion, the majority of participants agreed that the BBC is good at educating them, and most 
noted that the BBC is better at doing this than other sources.  Documentaries such as ‘Blue Planet’ and 
‘Michael Palin Around the World’ were given as examples of this educational content.  One table also 
commented that DIY programmes are useful for learning new skills.   

 
“I don’t think other channels do education to the same extent.” 
 
“Michael Palin and David Attenborough are the best presenters. They’re informal but 
get the information across.”  
 
“The heritage programme about restoring building was good.” 
 
“Most people hate the DIY programmes but at least people are learning things.” 
 

Opinion Leader 
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In discussion, young people and those with children or grandchildren particularly valued the BBC’s 
formal educational content.  They praised the educational content on the BBC website, as well as 
educational television content such as ‘Bitesize’. 
 

“In IT we used it all the time. We did practice exams on the website, and we used 
revision notes to take home.” 
 
“The Springwatch series was quite innovative and on at 6pm so everyone can watch it. 
They also showed it on CBeebies.” 
 
“On the CBeebies websites there are games and print offs, I print off a lot for my 
daughter.” 
 
“My daughter is 2 and a half and she like to go on the CBeebies site to watch Mr 
Tumble online.  She is learning how to use the computer.” 
 
 

3.3.4 Emerging Communications 
 
Response to the BBC’s performance on emerging communications received lower ratings.  When asked 
if the BBC provides quality content that they find enjoyable or useful on the internet and DAB digital 
radio, very few disagreed (13% for internet, and 21% for digital radio), but a large proportion neither 
agreed nor disagreed (41% for internet and 47% for DAB).  This may be because some participants do 
not have access to DAB radio and are not frequent users of the internet or BBC content in particular. 
Despite this, there was still a fairly high degree of agreement with nearly half agreeing that there was 
enjoyable BBC content on the internet (46%) and a third agreeing there was good BBC content on DAB 
digital radio (32%). 
 
In discussion, those participants who used BBC content on internet and digital radio valued it highly, 
again suggesting that the high number of people neither agreeing nor disagreeing that BBC provides 
quality programming on the internet and digital radio might have been those who do not use BBC 
content, particularly as very few disagreed that BBC content is useful and enjoyable.  
 

“They have made a definite effort with online services, like with BBC iPlayer…it is good 
to be able to watch programmes you missed.” 

 
In discussion, participants agreed that BBC should help people get the best out of emerging media 
technologies, especially with accessing digital television.  Despite some criticism of digital switchover, 
they commented that it is vital that the BBC builds awareness of and readiness for digital switchover  
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“On the whole they’re doing a good job at communicating with people about digital TV.” 
 
“They should provide more information about timing and tell you when switchover will 
be happening in your area.” 
 
“It should be part of their remit to give some assistance with this [the digital switchover].  
Not everyone has digital television, not everyone understands digital, and not everyone 
can afford to switch over, buy the equipment etc so the BBC as the national 
broadcaster has to be involved in this.” 

 
 
3.3.5 Stimulating creativity and cultural excellence 
 
One Purpose where participants felt that there is room for improvement was in ‘stimulating creativity and 
cultural excellence’.  Only one in five participants agreed that the BBC has lots of fresh and new ideas 
(21%), and nearly half disagreed (47%).  Opinion seemed divided on whether the BBC has a wide 
range of enjoyable and entertaining programmes and content, with just over 4 in 10 both agreeing and 
disagreeing (both at 42%).  
 
Discussions suggested that many participants believe the purpose of stimulating creativity and cultural 
excellence to be worthy and important, but there was a mix of opinion in how well this is being achieved 
at present.  Participants did mention examples where they thought the BBC is doing well in this area.  
“Strictly Come Dancing” in particular was praised as participants saw it as encouraging ballroom 
dancing and by so doing encouraging cultural excellence.  Of course, we saw earlier that there were 
some criticisms about the BBC keeping formats too long, so there is a balance to be struck here.  
 

“They are trying [to introduce more cultural programming].  They’re moving in dancing, 
balls, green bowling, alternative therapies.” 

 
Participants also had some criticisms about BBC performance, particularly with regards to creativity.  
Concerns raised in the originality section about the perceived high number of repeats and copying of 
previous formats affected the perception of BBC performance on this Purpose.   
 

“They’re not taking creative risks. Well, not massively.” 
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3.3.6 Representing the UK, its nations, regions and communities 
 
Participants also believed the BBC is not performing as well as it could at ‘representing the UK’. Half of 
participants disagreed that the BBC is good at portraying their region to other people in the UK (50%) 
and only a fifth agreed that the BBC is good at portraying their region (19%).  
 
The BBC were seen to be doing a little better at catering for people from different regions in the UK, but 
opinion here was still fairly divided with just under a third agreeing that the BBC provides programming 
and content that caters for their region (30%), and just over a third disagreeing (36%).   
 
Qualitative discussions showed very mixed perceptions of the BBC’s performance in terms of 
representing the UK, its nations, regions and communities.  The two tables who discussed this Purpose 
had very different views from one another, with one table believing that the BBC was performing fairly 
well, whilst the other table thought the opposite.   
 

“They have programmes about different cultures and areas and how particular areas 
have changed, like ‘Who lives in my street?’... It makes you think of your own 
community in your own street.” 

 
“There is a home-counties and London bias on the BBC - for example we have not had 
a single snowflake in Wales this week and it is all over the news!” 

 
However, most participants did recognise that achieving a range of programming enjoyable to all is 
particularly challenging to achieve.   
 
A point of agreement in qualitative discussion was that the BBC is good at bringing people together for 
shared experiences, such as national sports events. 
 

“The BBC do this well [bringing people together for shared experiences].  They couldn’t 
improve on this really.  It’s their forte.  They have the FA Cup and the World Cup.” 

Opinion Leader 
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4 Conclusions 
 
Building trust will be important in improving perceptions of the BBC in the year ahead. In order to 
achieve this, a period of calm and an absence of scandal will be crucial. Participants comment that the 
way that BBC handled its problems over the last year, by being proactive and transparent has been 
critical in them not judging the BBC more harshly and they do not call for additional action to improve 
trust levels. Therefore it will be important to continue being transparent in dealing with problems 
should they arise. 
 
In discussion, it was clear that attitudes to BBC Radio and Online were generally more immediately 
positive than attitudes to television. However television is critical in influencing wider opinions of the 
BBC; it is BBC television that participants spontaneously discuss and they tend to think only about radio 
and online output when prompted. Thus how television programming issues (such as originality) are 
dealt with will be key in helping improve perceptions of BBC performance in the year ahead. 
Participants would like to see more original programming. This issue is not just about creating original 
programming, but also about where and when it is shown. It should not be ‘hidden away’ on digital 
channels late at night for example.  
 
The workshop results suggest that the BBC can strive to better serve audiences by improving its 
family programming offer. Participants want programmes that they can sit and watch comfortably with 
their children; that are on at an appropriate time and with suitable content. However it is worth noting 
that some of the younger people in the workshop suggested that they did not watch a great deal of 
television, preferring use of the internet, a trend echoed by some parents, suggesting that family 
programming may not in reality have a universal appeal. There was a call for the BBC to better provide 
for teens and young people on the BBC, but the comments of the younger participants suggest that 
they may be best catered for online. 
 
In terms of the role of BBC Trust, licence fee payers want assurance that their views are being 
represented. It may be difficult to assure them that the Trustees are ‘people like them’ and once 
explained the rationale underpinning the skills and experience required to be a Trustee this would help 
to counter this concern. Instead, conveying that the Trustees engage regularly with audiences and 
listen to what they have to say will allay concerns. Publicising not just the existence of the Trust, but 
also its role in terms of accountability and engagement will be important both in terms of raising 
awareness and improving perceptions of the Trust, but also in terms of improving perceptions of the 
BBC as a whole. 
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5 Appendix: The Agenda 
 

Time Subject 
5.15-5.35pm 
(20 mins) 

ARRIVAL & REGISTRATION 

  

5.35-5.50pm 

(15 mins) 

WELCOME AND INTRODUCTION [PLENARY] 
• Opinion Leader welcome and introduction 
• BBC Trust brief welcome and introduction (Sir Michael Lyons) 

− To include mention of end of reporting year, aim of the forum is to 
review the BBC over the last year, very brief mention of what BBC 
Trust is/does 

• Opinion Leader to lead keypad voting warm up  
− Initial fun warm up question 
− Segmentation questions – gender, age, where they are from, digital 

TV and internet access, approval rating  
  

5.50-6.25pm 

(35 mins) 

INTRODUCTION AND INTIAL PERCEPTIONS OF BBC [TABLES] 
• Facilitator introduction 
• Participant introduction – first name, what you are from, what you do / 

family and what is your favourite BBC TV/radio programme 
• Initial discussion about likes / dislikes of the BBC 

− FLIPCHART: what does the BBC do well (likes), what does the BBC 
do less well (dislikes) 

• Refer to diary pre-task 
− What did they watch / listen to / view online over the week? 
− Likes / dislikes 
− Facilitator to draw out common themes in likes / dislikes (e.g. around 

programme type, content, tone, presenters/actors etc) 
− Is the diary a typical week from the last year? 

◦ If they had done the diary last year, would it have looked similar? 
− [NB: Facilitator to keep referring back to pre-task throughout the 

evening discussions to make sure that they are giving tangible 
examples to their assessments of performance – thinking of TV, radio 
and online content] 

• Initial discussion about perceptions of BBC over the year 
− Thinking back over the year, have your views of the BBC changed 

Opinion Leader 
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Time Subject 
over the past year? 

− Have there been times where you have been more/less satisfied with 
the BBC? 

− Why? Why not? 
  

6.25 – 6.30pm 

(5 mins) 

SPONTANEOUS AWARENESS OF THE BBC TRUST [TABLES] 
• Have any of you heard of you heard of the BBC Trust? 

− If so, what does it do? 
− Where have they heard about it? 

  

6.30-6.40pm 

(10 mins) 

INTRODUCTION TO BBC TRUST,  AND TRUST, ORIGINALITY, VALUE & 
SERVING ALL ADUIENCES [PLENARY] 
• Introduction to BBC Trust (by Head of Audiences, Trust Unit) and 

introduction to trust, originality, value and serving all audiences 
− What BBC Trust is and does 

◦ Keypad question: Had you heard of the BBC Trust before today? 
Y/N 

− Interested in finding out about BBC performance on trust, originality, 
value and serving all audiences – what there mean and why important 

  

6.40-6.45pm 

(5 mins) 

DISCUSSION OF BBC TRUST [TABLES] 
• Give out presentation as a handout (HANDOUT 1) 
• Check understanding – any questions on the role of the Trust can be 

answered by members of the Trust unit – facilitators raise your green cards 
• Initial reactions – anything interesting / surprising? 
• What do they think about the role of the BBC Trust? 

− What effect can it have?  
− Probe: on role of engaging with licence fee payers 

• Participants told that will later be asked to text any questions that they 
have for Sir Michael Lyons  

  

6.45-7.00pm TRUST [TABLES] 
• Introduction to the session: The BBC wants to be considered as 

trustworthy, being original, providing value and serving all audiences and 

This document is not to be copied, reproduced or disclosed to any third party without prior written consent from Opinion 
Leader  
 



 

Opinion Leader 
 

 

39 

Time Subject 
(15 mins) part of what we are doing this evening is for you to think about these things 

in more detail and judge how the BBC is doing in each of these areas. 
• Firstly, I want you to think about how much you trust the BBC  

− Note: make sure participants know that we are talking about trust and 

hat do you mean by trust (in the context of the BBC)? 

BC? Why? 
rust in news and current 

do to make you trust it more? 

not BBC Trust 
− FLIPCHART: W

What words spring to mind? 
− How much do you trust the B

◦ Note: not just what they think about t
affairs but need to probe deeper and talk about phone-ins, 
competitions etc 

− Has how much you trust the BBC changed over the last year? 
− If yes, when? Why? 
− What could the BBC 

  

7.00-7.15pm 

(15 mins) 

RIGINALITY [TABLES] 
about whether the BBC is original  

– what original 

is handout throughout to ensure that participants are 

being different from other broadcasters? 

 do to be more original? 

O
• We now want to think 

− Refer to ‘original’ slide in presentation handout 
means/includes 
◦ Note: use th

using this broad definition of ‘original’ 
− Do you think the BBC is original? 
− Why/why not? 

◦ Is it about 
− Has the BBC been more/less original over the year? 

◦ When? Why? 
− What could the BBC

  

7.15-7.30pm 

(15 mins) 

ALUE [TABLES] 
ou to think about value 

ut the BBC? [refer to ‘likes’ column 

 no such thing as the BBC, what would you miss? 

V
• Now, we want y

− How much do you value the BBC? 
− What in particular do you value abo

on earlier flipchart] 
− Imagine if there was
− Has how much you value the BBC changed over the last year? 
− If yes, how? Why? 
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Time Subject 
− What could the BBC do to make you value it more? 

  

7.30 – 7.50pm 

(20 mins) 

BREAK 
 coffee 

to text
• Tea,
• Participants  their questions to Sir Michael Lyons 

  

7.50-8.00pm 

(10 mins) 

ERVING ALL AUDIENCES [TABLES] 
ching all audiences? 

t? 
y not? 

ot? 
 

ces that they typically do cater for? Who? Why? 

S
• How is the BBC doing in terms of rea

− Do you feel the BBC caters well for you? Why/Why no
− Do you feel the BBC caters well for your family? Why/Wh
− Do you feel the BBC caters well for your community? Why/Why n
− Do you feel the BBC caters well for people from all walks of life?

Why/Why not? 
− Are there audien
− Are there audiences that they typically don’t for? Who? Why? 

  

8.00-8.05pm 

(5 mins) 

& SERVING ALL AUDIENCES – 

EDBACK: 
hy 

 and why 

g all audiences and 

VALUE, TRUST, ORIGINALITY 
PREPARING FOR PLENARY [TABLES] 
• FLIPCHART 4 KEY POINTS FOR FE

− The extent to which they trust the BBC and w
− The extent to which they think the BBC is original
− The extent to which they value the BBC and why 
− The extent to which they think the BBC is servin

why (which audiences do and don’t they reach) 
• Nominate participant to feedback in plenary 
• Participants to text any further questions to Sir Michael Lyons 

  

8.05-8.25pm 

(25 mins) 

EEDBACK, KEYPAD VOTING & INTRODUCTION TO PURPOSE REMITS 

ed participants from 5 tables to feedback their 4 points on value, 

performance on value, trust, originality and serving all 

F
[PLENARY] 
• Nominat

trust, originality and serving all audiences 
• Keypad vote  

− On BBC 
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Time Subject 
audiences  

• Head of Performance (Trust Unit) to present on the role of the Purpose 
Remits and explains each one briefly 

  

8.25 – 8.50pm 

(25 mins) 

BC PERFORMANCE AGAINST PURPOSE REMITS [TABLES] B
• Give out presentation as a handout (HANDOUT 2) 
• Each table to cover 1 or 2 Public Purposes  

− See allocation document 
• For each Public Purpose: Give out handout on specific Public Purpose 

ll impressions of the Purpose  
hy? 

rpose’ 

ear? 
ahead? 

(HANDOUT 3) 
− Initial overa

◦ Is the BBC doing this well/less well? W
− For each ‘what the BBC will do to achieve this Pu

◦ Is the BBC doing this now? Why?  
◦ How well has it done this over the y

− What could the BBC do to improve in the year 
  

8.50-9.25pm 

(35 mins) 

EYPAD VOTING & Q&A FROM CHAIRMAN [PLENARY] 

estions 
ided by the Chairman at the event 

as heard 

 the event  

K
• Keypad vote on BBC performance on Purpose Remits 

− Which remit they covered 
− Specific Purpose Remit qu
− Possible additional questions prov

(or possibly Chairman to ask these questions) 
• Q & A from the Chairman and response to what he h
• Keypad vote 

− Rating of
• Thanks and close 

  

9.25-9.30pm 

(5 mins) 

LES] 
ution 

te monitoring form and fill in cards if they want to be 

CLOSE [TAB
• Incentive distrib
• Participants to comple

on BBC Trust emailing list. 
• Participants to text their one message to the BBC Trust with a 

recommendation for the year ahead. 
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