
 

Prepared by: Mark Ellis 
The Knowledge Agency Ltd, Quinton House, 2 St Mary’s Road, Leamington Spa, Warks, CV31 1DB 
«Phone»    mark@knowledgeagency.co.uk    www.knowledgeagency.co.uk 

 
 
 
 
 
 
Media Literacy 
A report into research conducted on behalf of the BBC Trust 
March 2010 
 
 
 
 
 
 



 

Contents 
 
 
1. Summary Page 3

2. Background and objectives Page 4

3. Methodology and sample Page 6

4. Spontaneous attitudes to media literacy Page 10

5. Detailed reactions to the framework Page 15

6. Creativity Page 26

7. Overall attitudes to media literacy and the BBC’s role in 
promoting it 

Page 28

8. Summary of conclusions Page 30

Appendix I: Summary data table Page 31

Appendix II: Quantitative questionnaire Page 32

Appendix III: List of stimulus material Page 41

Appendix IV: Script for media literacy introductory video Page 42

 

 
 
The Knowledge Agency    March, 2010     2 



 

1. Summary 
 
 
The BBC Trust commissioned research to understand how far audiences feel they have 
been helped by the BBC to evaluate and engage with the many sources of content 
available through digital media. 
 
More specifically, the research set out to explore (and quantify) both perceptions of the 
BBC’s performance in addressing media literacy needs across its output, and the 
importance placed by licence payers on the BBC fulfilling this role. 
 
Researching the “understanding” aspects of media literacy is a challenging task, as it 
requires participants to think about a broad range of often complex subjects, many of 
which they would rarely consciously think about.  Nevertheless, a clear and consistent set 
of themes did emerge from the research. 
 
1.1 Audience perceptions of Importance: 
Media literacy was not well understood as a generic concept, and the phrase itself was 
unfamiliar to most participants.  However the constituent elements of media literacy did 
have meaning and were of interest and concern (to varying degrees) to many people. 

Almost no-one was aware that the BBC has a responsibility to promote media literacy. 

Although some people were concerned that there may be situations where a conflict of 
interest arises, the majority thought (on reflection) that it is important for the BBC to play a 
part in educating the public.  However, other media organisations, the government and the 
education system were also expected to play a role in this. 

The research focused on four aspects of media literacy: 
• Understanding where content comes from 
• Exercising critical judgement  
• Knowing how to interact safely with media 
• Understanding how media is regulated 

Of the four broad areas discussed, the area of most obvious concern was interacting 
safely with media.  Protecting personal information and (among parents) children’s safety 
on social networking sites were topics of particular interest and/or concern.  Many people 
have taken steps to inform themselves about these subjects, but most would welcome 
more help. 

Many of the research participants were also concerned by issues of media ownership, of 
which they claimed to have very little knowledge. This was one manifestation of a broader 
sense of cynicism about the media in general and its motives, be they political or 
commercial. 

1.2 Audience perceptions of BBC performance: 
Unprompted, most people felt that the BBC is doing relatively little to promote media 
understanding.  However, after deliberating, and when prompted with examples, attitudes 
tended to become more positive. 
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The BBC was generally seen to be performing most strongly in terms of helping people 
create their own media, particularly in encouraging and providing opportunities for children 
to exercise their creativity.  In other areas the majority felt that the BBC could be doing 
more to help people develop their understanding. 

The majority wanted to be drip-fed bite-sized information on media literacy, for example via 
segments of magazine programmes like The One Show, rather than through dedicated 
programming. 

However the BBC chooses to deliver information on media literacy issues, there was a 
demand for much more active promotion of these efforts, both on and off-air.
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2. Background and objectives 
 
2.1 Introduction 
 
The BBC Trust sets remits for each of the BBC's six public purposes and monitors the 
performance of the BBC in delivering the purposes in an annual Purpose Remit Study. 
 
One of these areas the Trust is committed to monitoring is media literacy which falls under 
the Sustaining Citizenship and Civil Society purpose1.  
 
Ofcom describes media literacy as “the ability to access, understand and create 
communications in a variety of contexts”. The Purpose Remit Study measures how well 
audiences believe “the BBC has helped me make the most of new technologies such as 
interactive TV and the internet”.  However, this is only one element of media literacy. The 
Trust also recognises the need to measure how well the BBC helps its audiences engage 
critically with media – to find what they are looking for from trustworthy sources, to 
understand and form an opinion about the information, and where necessary, to respond 
to and interact with the information. 
 
This is an area which is in some ways more complex, and certainly more difficult to 
quantify, than the uptake of digital media, or the acquisition of media usage skills, and this 
is reflected in the relative paucity of research in this area. 
 
 

 
 

                                                 
1 Priority - Enable audiences to access, understand and interact with different types of media 
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2.2 Research objectives 
 
The Trust wanted to commission research that explores, and to some degree quantifies, 
how far audiences feel they have been helped by the BBC to evaluate and engage with 
the many sources of content available through digital media. 
 
More specifically, the research set out to: 
 

• Explore (and quantify) perceptions of performance of media literacy across the BBC  

• Explore (and quantify) the importance of media literacy across the BBC to audiences 

 
Within this, the following areas were explored: 
 

• Awareness of what the BBC does in this area 

• What do audiences understand about media literacy?  

• What is the BBC’s role in helping audiences understand digital media?   

• How well is the BBC advancing media literacy?  

• What does the BBC do to promote media literacy?  

• What else could the BBC do in this area?  

 
The focus of the research was the understanding aspects of media literacy (as defined by 
Ofcom2). However, the discussion with research participants inevitably strayed into other 
areas, as these are strongly interrelated.  We were also asked specifically to explore the 
role of the BBC in promoting the creative use of digital media within the population, and 
this area is discussed in Section 6, below. 
 
 

 
 

                                                 
2 Ofcom has defined media literacy as: ‘the ability to access, understand and create communications in a 
variety of contexts’.  This is explained in more detail on their website as follows: “Media literacy has parallels 
with traditional literacy; the ability to read and write text. Media literacy is the ability to ‘read’ and ‘write’ 
audiovisual information rather than text. At its simplest level media literacy is the ability to use a range of 
media and be able to understand the information received.  At a more advanced level it moves from 
recognising and comprehending information to the higher order critical thinking skills such as questioning, 
analysing and evaluating that information. This aspect of media literacy is sometimes referred to as ‘critical 
viewing’ or ‘critical analysis’.” 
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3. Methodology and sample 
 
3.1 Methodology 
 
The research consisted of 10, two-hour audience workshops, with 9-10 participants in 
each workshop.  This created a total sample of 98 people.  The workshops took place in a 
range of locations across the UK, representing all four nations and a mix of urban and rural 
populations... 
 

• London 

• Cardiff 

• Glasgow 

• Rural Nottinghamshire 

• Belfast 

• Ballyclare (Co Antrim) 

The workshops themselves were a mix of group discussion, structured around a pre-
agreed framework (see Section 2.3, below) and a quantitative-style questionnaire, 
designed to mirror the types of question asked in the Purpose Remit Study (see Appendix 
II). 
 
A series of videos were used as stimulus material (see Appendix III for a full list). 
 
The groups were conducted by Tony Harbron and Mark Ellis of The Knowledge Agency 
between 19th and 27th January 2010. 
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3.2 Sample 
 
The research sample was designed to represent a broadly representative cross-section of 
the UK population. 
 
The groups were split primarily by age and by social grade, for a number of reasons: 
 

• Age and social grade have an inherently strong influence on the volume, type and 
origin of media consumed 

• We expected that age in particular would have a significant influence on what 
elements of media literacy are most challenging to particular individuals - older 
participants, for example, would be likely to struggle more with online-related issues, 
whereas younger participants might well be less knowledgeable about areas where 
“life experience” plays a part, for example knowing how much to trust editorial 
content.  In reality, the areas of most concern were broadly consistent across all age 
groups. 

• Social grade is strongly correlated with levels of education, which might relate directly 
to an individual’s level of critical awareness 

• For the quantitative element of the research, it would be quite transparent how much 
of the population was represented within the group structure.  Having groups defined 
by strong demographic criteria also made it easier to stratify the results that came out 
of the groups 

Children and teenagers are, of course, an important audience to consider in relation to 
media literacy issues, as they are arguably those most likely to have limited levels of 
media literacy (in terms of understanding and critical awareness).  However, they are not 
licence payers, and do not feature in the sample for the Purpose Remit Study with which 
we were looking to align our results.  Moreover, we felt that understanding young people’s 
perspectives directly would require a different kind of approach that was beyond the scope 
of this project.  We chose, therefore, to explore the issues surrounding young people in 
more depth by dedicating two of our ten groups specifically to parents. 
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This led us to the following research sample structure... 
 
Group Age Social Grade Location 

1 18-29 ABC1 London 

2 18-29 C2DE Belfast 

3 30-44 ABC1 Rural Notts 

4 30-44 C2DE Glasgow 

5 45-59 ABC1 Glasgow 

6 45-59 C2DE London 

7 60+ ABC1 Ballyclare 

8 60+ C2DE Cardiff 

9 25-44 Parents BC1C2 Cardiff 

10 35-54 Parents BC1C2 Rural Notts 

 
 
All groups were mixed sex (50:50 split), and were recruited on the basis of quotas for 
those who are more or less loyal to the BBC vs. commercial content providers.  This was 
achieved by using a BBC approval rating filter question.  Half of each group were recruited 
on the basis of giving the BBC an above average approval rating, and half on the basis of 
giving the BBC a below average approval rating. 
 
All were users of digital television, with a mix of platforms (Freeview, Sky and cable) 
represented in each group.  There were also minimum quotas for radio and internet users 
within the groups, as follows... 
 
Radio: at least 8 out of 10 in all groups 
 
Internet: at least 7 out of 10 in under 60s groups, 5 out of 10 in over 60s 
 
Lastly, we ensured a minimum level of representation of ethnic minority audiences within 
the sample - at least 2 per group in London, and at least 1 per group in other urban 
locations. 
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3.3 Defining and describing Media Literacy for the 
purposes of this research 
 
Our previous experience of dealing with media literacy issues suggested that these 
subjects are not top of mind for consumers, and that the phrase “media literacy” in itself 
means very little to most people. With this in mind we felt that it would be important to go 
into the research armed with a conceptual framework of relevant media literacy issues to 
explore. 
 
A draft media literacy framework was therefore developed in collaboration with the project 
team at the BBC Trust before the start of the research.  This was then used as the basis 
for the discussion guide and written questionnaires. 
 
Media literacy: understanding framework 

 
 
To further help stimulate discussion in this area, we also produced a short introductory 
video that explained to research participants what (in this context) is meant by media 
literacy (see Appendix IV). 
 
This was shown after exploring people’s spontaneous awareness and understanding of 
the phrase, to ensure that all participants had a common understanding of the issues 
during the remainder of the discussion. 
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4. Spontaneous attitudes to media 
literacy 
 
4.1 What does “media literacy” mean? 
 
Participants in the research demonstrated little or no familiarity with the phrase “media 
literacy”. 
 
Although most people felt they might be able to guess what it meant, very few could 
remember having seen or heard it used.  The only exceptions to this were two participants 
who, by coincidence, had some experience of Media Studies. 
 
Educated guesses as to the meaning of the phrase tended to revolve around... 
 

• Knowledge/awareness of the different media choices available 

• Knowing how to access information/services 

• The use of language in the (primarily written) media 

Only a minority suggested that it could encompass some element of critical awareness. 
 
“Understanding how the media works, in terms of communication and accessing it” 
18-29, ABC1, London 
 
“A language associated with the media - specific words/phrases.  A way of 
communicating with as many people as possible” 
30-44, ABC1, Notts 
 
“Reading the newspaper and understanding” 
35-54 Parent, BC1C2, Notts 
 
“Understanding the different forms of media that are available, and your ability to 
interpret and use it” 
25-44 Parent, BC1C2, Cardiff 
 
“Savvy – know how to play the game or read between the lines” 
25-44 Parent, BC1C2, Cardiff 
 
When they viewed the explanatory video (see Appendix IV), most participants quickly 
grasped most of the concepts involved.  The video was generally felt to be clear and 
comprehensible, albeit with a lot of information to “process”. 
 
Many were surprised to see the internet and (especially) mobile phones described as 
“media” alongside television and radio.  They would tend not to bracket these platforms 
together. 
There was also general surprise at the revelation that the BBC has a responsibility to 
promote media literacy. 
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4.2 The role of the BBC 
 
The explanatory video explained a little about the BBC’s obligations in terms of media 
literacy... 
 
Alongside its other Public Purposes, the BBC has a responsibility to promote media 
literacy in the UK and is committed to raising public awareness and understanding of it. 
The BBC produces a range of different programmes and online resources aimed at 
helping people to develop their skills in using and increasing their level of understanding, 
and has said that “it will help its audiences to engage critically with media – to find what 
they are looking for from trustworthy sources, to understand what it is about, to form an 
opinion about it and, where necessary, to respond to and interact with it”. 
 
Nearly all participants were surprised to learn that the BBC has an obligation to promote 
media literacy.  No-one had any awareness of this being part of the BBC’s remit and they 
had never thought to judge the BBC in this context.  In fact, many participants had limited 
awareness of any of the broader Public Purposes of the BBC – with some arguing 
strongly, for example, that it is not the BBC’s job to educate people. 
 
Subsequent responses to questions about the BBC’s performance against media literacy 
objectives should be judged in this context. 
 
A vocal minority spontaneously raised concerns about the idea of the BBC having this role 
in promoting media literacy.  They had real concerns about any one organisation having 
the responsibility for such a fundamental issue, and particularly an organisation which is 
itself a media provider. 
 
“The one thing I was surprised about was the BBC being responsible for this. I 
didn’t know that and I’m not sure I get why they should be doing it and not everyone 
else.” 
18-29, C2DE, Belfast 
 
“I guess it’s kind of obvious that they would promote media literacy, like the RSC 
promoting theatre, but I can’t say as I’ve noticed them doing it” 
25-44, BC1C2 Parent, Cardiff 
 
“There’s a lot going on that I don’t know very much about, but there’s also a lot 
going on that I don’t really want to know much about either. The BBC only has a 
limited amount of money, and I’m not sure if this is the type of thing should be 
spending it on. I think it’s important that we have a basic literacy, and the political 
stuff is really important, but I don’t know if it’s necessary for the BBC to take on this 
public remit.” 
45-59, ABC1, Glasgow 
 
Moreover, there were some concerns about how well qualified the BBC is to perform this 
role, given perceptions of manipulation and bias within the BBC’s own output. 
 
At various times the BBC was accused of... 
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• Being left wing (with Sky being right wing) 

• Being a mouthpiece for the government of the day 

• Being too politically correct and censoring news and opinions 

• Being anti-Israel 

• Failing to give balanced reporting of the science of climate change 

• “Ripping people off” by having premium rate telephone votes for Strictly Come 
Dancing and Sports Personality of the Year 

“If the funding for the BBC is coming from the government, does the BBC have to 
reflect the government line in the programmes they make?” 
18-29, C2DE, Belfast 
 
“We are cynical, but we are right to be cynical, at the end of the day they’re running 
businesses, even the BBC is a huge pot of money, and it’s all about the money - that 
comes first before ethics and morals.” 
45-59, ABC1, Glasgow 
 
“I work in the public sector, I know what it’s like... the BBC is probably under an 
awful lot of pressure to raise funds wherever they can” 
25-44, BC1C2 Parent, Cardiff 
 
“I think change is happening, but every night on the news they just drill in one side 
of things into us, about it all being man-made, and the ice caps melting, and it’s like 
they’re scared to even tell us the other side of things because they don’t trust us 
with the information.” 
18-29, C2DE, Belfast 
 
Attitudes to the licence fee also coloured expectations.  Perhaps predictably, many 
respondents expressed resentment of the licence fee, and how the money is spent.  The 
big salaries reported in the press at the time of the research were deemed especially 
contentious. 
 
There were various requests for more transparency, including labelling every programme 
with its cost to produce, and for more input from viewers about the type of programmes 
they want to see.  Many felt that, in return for its licence fee funding, the BBC should be 
expected to do more in this area. 
 
However, where discussed, all felt that the priority for the BBC should be to invest in 
producing great programmes. 
 
“I know this is far fetched, but I’d like to see at the end of every BBC programme the 
figure of how much it cost to make that program, so we could decide whether we 
were getting our money’s worth or not.” 
30-44, C2DE, Glasgow 
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4.3 Areas of most interest/concern within the framework 
 
Participants were given a copy of the media literacy: understanding framework, and asked 
to circle the five areas that were of greatest interest and/or concern to them. 
 
Knowing how to interact safely with media was the area which was clearly of most concern 
to participants.  At an aggregate level, this accounted for 41% of the total responses - 
double the number of any of the other themes. 
 

Q3: Please circle the five areas within the chart that are of most interest or concern to you 
 
In terms of the individual areas within the framework, protecting your personal information 
was the topic of interest and/or concern to by far the greatest number of people, being 
selected by 78 of the 98 participants – more than twice as many as the next most salient 
area.  Most participants were happy to acknowledge their relative ignorance in this 
respect, and the issue was seen to be of direct personal relevance to many. 
 
Media ownership and relationships, and the rules surrounding media regulation were other 
areas highlighted by a significant proportion of participants.  Children’s safety on social 
networking sites was a high priority amongst parents, and discussion in this area revealed 
this to be an active and emotive issue for many of them. 
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(Aggregated responses of 98 participants) 
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5. Detailed reactions to the 
framework 
 
 
5.1 Understanding where content comes from 
 
Media ownership and relationships was the area of greatest concern in this part of the 
discussion.  This was reflected both in the relative prominence of this area in the 
spontaneous interest/concern exercise, and it the low level of claimed knowledge about 
this area when prompted in more detail – the second lowest of any of the areas explored... 
 

 
(Based on responses of 98 participants) 

 
 
Many of the research participants were concerned by issues of media ownership.  For the 
more sceptical among them, there was a belief that those owning or paying will demand 
editorial input or control. 
 
For most, the issue was embodied by the role of Rupert Murdoch, although knowledge of 
what he actually owns was fairly poor.  There was almost no concrete knowledge of other 
media ownership or relationships beyond this. 
 
This was one manifestation of a broader sense of cynicism about the media in general and 
its motives, be they political or commercial. 
 
The point was made several times that with newspapers there are clear biases, but 
because they are clear everyone knows where they stand.  With television and radio, the 
impact is more subtle and therefore harder to recognise. 
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“I’m always suspicious of these organisations, so I like to know as far as possible 
who owns something before listening to what they’re spouting, and thinking about 
whether it’s biased one way or the other.” 
45-59, ABC1, Glasgow 
 
“On the BBC it’s always left wing, but on ITV is just whoever is putting the money in 
to make the programme” 
30-44, C2DE, Glasgow 
 
“I still think that every channel has an agenda and there are reasons that they put 
certain things on for us to see. We know that certain newspapers have alliances 
with certain political parties, but I’d like to understand more about what is going on 
behind the scenes with TV to know who is funding what and why we see what we 
see” 
18-29, C2DE, Belfast 
 
“Something like the X Factor... it’s so manipulative... “Vote for Jedward”... it’s like 
digital Punch and Judy” 
25-44, BC1C2 Parent, Cardiff 
 
How content is produced was less of a concern, but still of interest.  Almost all of those 
who felt most knowledgeable had some personal experience of media production – a close 
relationship with someone involved or (more frequently) through having seen or 
participated in programmes or websites being made. 
 
“In my first year at university I did broadcasting as one of my modules and we had 
to produce and edit a piece of film so I learned a lot about this then” 
19-29, C2DE, Belfast 
 
“When the new BBC facilities were opened up, schools from across the city were 
invited to come and spend the day with them, and they got to see film crews, 
cameraman, editors and so on. The children produced a short film during the day 
and it really opened up their eyes to what happens.” 
45-59, ABC1, Glasgow 
 
“When I was younger my dad used to get tickets to go and see BBC programmes 
being filmed in the studios, like Morecambe and Wise” 
45-59, C2DE, London 
 
“I’m just really interested to know how they go about it, where they get their ideas 
from, how they get funding, how they put it all together” 
19-29, C2DE, Belfast 
 
How television and radio programmes are made was an area of some interest to many 
participants, and this appetite was felt to be quite well served through “behind the scenes” 
TV programmes and extras on DVDs. 
 
The “making of” features on programmes like Doctor Who and Life were widely known, 
and enjoyed, within the groups.  The Apprentice and Ross Kemp’s shows on Sky were 
suggested as other programmes that would merit this kind of treatment. 
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However, across all the groups, there was a minority who actively chose not to watch this 
kind of feature, as they felt it spoils the mystique of dramas in particular.  Behind the 
scenes natural history features were more widely appreciated.  This type of 
programme/feature was not considered to be “educational” per se, but rather as 
entertainment in its own right, and/or a way of going deeper into your favourite 
programmes. 
 
One area of interest to participants, which was not felt to be covered currently, was 
“behind the news”.  There was a strong appetite in some of the groups for more knowledge 
and information about how news and current affairs programmes are produced, and in 
particular... 
 

• How features/topics/stories are selected 

• How interviews are arranged 

• How questions are decided 

• Whether questions are known by the interviewees beforehand 

One of the stimulus videos, a clip from Blue Peter featuring how Nick Robinson reports 
from Downing Street, was very well received where shown.  This was interesting to many 
adults, even though it was clearly targeted at children. 
 
“I’d really like to see more of those behind-the-scenes programmes, particularly 
from news” 
30-44, C2DE, Glasgow 
 
“I’d like to see a programme discussing how different news organisations show the 
same story, so you can see how they do the story compared with how the BBC does 
things.” 
45-59, ABC1, Glasgow 
 
Although many felt ignorant of how websites are produced, and some were intrigued to 
know more, this was generally of less interest than broadcast production, although an 
informed minority were concerned about the origin and security of information found on the 
web. 
 
“Websites do concern me because I’m not aware of a regulatory body for websites. 
My husband designs websites and he’s a very responsible person but it worries me 
that other people might not be so responsible... in particular I do worry about 
Facebook, because my daughter’s on it – I just think there’s too much information 
available to the public. You can type in [her name] and you can find out all about 
her, her relatives, and her life story and I’m just wondering, how safe is that?” 
45-59, C2DE, London 
 
“You’ve got things like Wikipedia and anybody could go on there and edit it, so you 
just don’t know how reliable the information is.” 
45-59, C2DE, London 
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Awareness of the BBC’s contribution in this area was limited.  Only 23 of 98 participants 
agreed that “the BBC helps me understand more about where content comes from - how 
programmes and websites are produced, the role of editing, and who owns what media”. 
 
However, many felt that they would like to know more about media ownership and 
relationships in particular, and would welcome the BBC doing more in this area.  However, 
most felt that this should be a shared responsibility across a range of media organisations. 
 
There were some concerns about a potential conflict of interest for the BBC in encouraging 
audience scepticism about its rivals’ output.  Overall, however, most (71 out of 98) agreed 
that is it is important for the BBC to help them understand more about where content 
comes from. 
 
 
5.2 Exercising critical judgement 
 
Participants were most likely to say that they know “all they want to” for this dimension of 
Media Literacy.  This may to some extent be a function of the fact that admitting lacking 
critical judgement is, of course, more embarrassing than admitting lack of knowledge 
about online security, for example. 
 

 
(Based on responses of 98 participants) 

 
 
 
There was awareness of this area being covered quite extensively in schools nowadays, 
although it was less obvious where adults might get relevant information or guidance.  Of 
greatest concern here was judging information and opinions in the context of their source 
To some degree this subsumes the other components, and overlaps with understanding 
where content comes from. 
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Further discussion of the issues surrounding critical judgement, however, revealed a more 
complex picture.  Although most respondents were confident they could differentiate 
between commercial and non-commercial content, a number of grey areas emerged... 
 

• Product placement, with confusion over whether this is allowed or not 

• The way celebrities plug books, films, music and so on when they are interviewed on 
the media 

• The amount of coverage U2 were given by the BBC when they released their last 
album 

• Whether presenters might be paid by some of the holiday companies they feature on 
holiday programmes 

 
“I watched an American programme … and I couldn’t believe how blatantly they 
were advertising …[a brand of mobile phone]. The shot went straight in to the … 
logo on the flip phone and then there was another shot on straight after and to me 
that really ruined that episode of the programme.” 
18-29, C2DE, Belfast 
 
“It’s like every time you get a celebrity interviews on the TV… they’re always on 
there because they’re trying to sell something. That gets really annoying sometimes 
and it’s like they think we don’t realise what’s going on.” 
30-44, C2DE, Glasgow 
 
Some participants voiced concerns about the use of “experts” in news and current affairs 
output.  They are often presented as independent authorities when they may in fact have 
an agenda. 
 
“I was with a friend listening to the radio in the car and a so-called expert came on 
and  started to make a point about something my friend knew a lot about and she 
was absolutely incensed at what the expert was saying because it wasn’t right but 
he was presented as the authority. She tried phoning the programme but never got 
anywhere.” 
45-59, ABC1, Glasgow 
 
There were mixed views on BBC performance in this area.  Equal numbers agreed and 
disagreed that “The BBC helps me to exercise critical judgement of the media I consume – 
the differences between editorial and commercial content, between reporting and opinion, 
and being able to judge information and opinions based on their source”. 
 
Although the majority of participants (71 out of 98) felt that it is important for the BBC to 
help them exercise critical judgement, concerns were raised again about how appropriate 
it is for the BBC to be tasked with this responsibility. 
 
Most expected that all broadcasters should share some responsibility for the job, and there 
were some calls for the Government and/or Ofcom to provide a “more independent” view. 
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A short excerpt of Charlie Brooker’s Newswipe was shown in the groups as an example of 
the BBC’s output in this area.  Only a handful of people across the sample had actually 
come across the programme, which was seen to be targeting a more upmarket and more 
educated viewer in their 20s-40s. 
 
From an educational perspective, this was seen as preaching to the converted.  Its place 
in the schedule on BBC Four was seen as further evidence of this. 
 
In practice, few could imagine themselves wanting to watch a whole programme on this 
subject, though bite-sized chunks such as features on breakfast TV or magazine shows 
like The One Show would definitely be appreciated. 
 
Nick Griffin’s appearance on BBC’s Question Time in October 2009 had raised questions 
in many participants’ minds about how “balanced” some output is.  In several groups, there 
was considerable disquiet with the way Griffin had been treated, although all making these 
claims insisted they had no time for his politics. 
 
“I was so uncomfortable watching that programme [Question Time], I had to leave 
the room because it was like bear baiting” 
45-59, C2DE, London 
 
“He [Nick Griffin] was hung out to dry on that programme [Question Time].” 
30-44, C2DE, Glasgow 
 
“I still haven’t any idea with Question Time who decided who came on, who decided 
what questions were asked, and who decided who was in the audience?” 
45-59, C2DE, London 
 
This did seem to reflect a general concern that sometimes viewers are not treated like 
adults and instead broadcasters decide what opinions they should and shouldn't hear.  
This concern also manifested itself in concerns about coverage of the climate change 
debate.
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5.3 Understanding how media is regulated 
 

 
(Based on responses of 98 participants) 

 
Relatively high scores in the earlier exercise to highlight spontaneous areas of concern or 
interest for What are the rules? and Who is responsible for enforcing the rules? were 
reflected in respondents’ low claimed level of knowledge/understanding at this point in the 
discussion (see above) – these represent two of the four lowest scores across the whole 
survey. 
 
The qualitative discussion further revealed the depth of participants’ ignorance both about 
the regulatory system, and the rules themselves.  Participants’ recall of specific rules was 
almost completely limited to what they understood to be restrictions on bad language, sex 
and/or violence before the watershed. 
 
Awareness of the regulators was mixed.  There was some awareness of Ofcom, although 
there was confusion about their areas of jurisdiction.  Few people spontaneously 
mentioned the BBC Trust although, when prompted, there was some recall.  There was 
much confusion about the BBC Trust’s role, even amongst those who had heard of it. 
 
“I think the BBC regulate themselves, don’t they? They certainly seemed to over the 
Jonathan Ross affair” 
45-59, C2DE, London 
 
“I want to know more about how the whole industry is regulated. I do trust the BBC, 
they’re like an institution, and now we know they have the BBC Trust, but I want to 
know as a whole who’s actually responsible?” 
45-59, C2DE, London 
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Despite the acknowledged levels of ignorance, most participants actually showed little 
interest in knowing more about the complex nitty-gritty of the regulatory system.  They 
wanted to feel confident that there is a set of rules, and that someone is responsible for 
making sure that programme-makers, for example, are following them, but they were 
uninterested in knowing the details. 
 
“I think regulation is difficult in any industry and I think what they are doing is more 
self regulation. What I’ve picked up tonight is that the media is so broad and covers 
so many things that it’s just a nightmare to try and consider how you would regulate 
all of that. There’s no way you could put a police force in place that can regulate all 
that. It would be too bureaucratic, it would be a nightmare.” 
45-59, ABC1, Glasgow 
 
Almost no-one in the groups had experience of making a complaint, and most considered 
themselves to be unlikely to want to do so.  Many participants felt that complaining would 
be a futile exercise, as they believed that nothing would be done about their concerns. 
 
“I think sometimes they have things like this just to protect their own backs, so they 
can say there is a process in place when someone complains, whether they actually 
take any notice or anything of the changes I’m not so sure.” 
18-29, C2DE, Belfast 
 
“I wouldn’t complain because I don’t think it would get you anywhere. All you would 
get is a letter back from the staff saying they were sorry and possibly telling you 
how many complaints they’ve had.” 
30-44, C2DE, Glasgow 
 
It was felt that the process for making a complaint was not at all clear.  However, most 
were confident that they would be able to find out if required, usually starting with a visit to 
the broadcaster’s website, or by doing a Google search. 
 
Half the sample (49 out of 98) felt that it was “quite important” for the BBC to build 
understanding of how media is regulated, and by far the largest single group (42 out of 98) 
“agreed slightly” that the BBC does this already.  However, the majority of responses to 
these questions gravitated towards the neutral mid-point, broadly reflecting the lack of real 
passion shown by most participants towards this area in the discussion. 
 
There was some recall of the BBC holding its own programme-makers to account in 
response to audience comment and complaints (e.g. Points of View).  However, some 
remarked that it was almost inevitable that any discussion of regulatory issues would end 
up reflecting badly on the BBC and/or other broadcasters, as these issues only ever 
surface in the context of bad publicity such as the prank calls with Jonathan Ross on  
Russell Brand’s radio show in October 2008, the naming of the Blue Peter cat competition 
(2007) the phone vote scandals also in 2007 etc. When things are running smoothly, 
regulators and regulations tend to disappear from the radar. 
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“There was a lot of scandal with the competitions that programmes were doing. I 
think it’s a brilliant thing that Ofcom stepped in because now there are so many 
more regulations and everything has to be fair and everyone has to have a proper 
chance of winning.” 
18-29, C2DE, Belfast 
 
 
5.4 Interacting safely with media 
 

 
(Based on responses of 98 participants) 

 
As we have already shown, this dimension of media literacy was clearly the area of 
greatest interest and concern to the majority of participants in the research.  This is a big 
fear right across the age groups, even amongst younger, internet savvy respondents. 
 
Paradoxically, claimed levels of knowledge (above) were among the highest for any of the 
areas.  Because it is such an area of concern, many people have taken steps to inform 
themselves, using a variety of sources, although typically not including the BBC.  
Participants talked about getting information from a variety of online sources, including 
their internet service provider, as well as offline sources such as banks and (where 
relevant) schools.  Moreover, topics such as online safety are felt to have been heavily 
featured, and in some cases exaggerated, in the general media. 
 
“It’s not just the pace of change, it’s media manipulation... this kind of thing has 
always happened, but you never got to hear about it” 
25-44, BC1C2, Cardiff 
 
Relatively few participants were conscious of the BBC informing them in this area.  Almost 
half (43 out of 98) actively disagreed with the statement “The BBC helps me learn how to 
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interact safely with media”, but well over half (74 out of 98) think that it is important for the 
BBC to do so. 
 
This is nominally the biggest gap between performance and expectation of any area of 
media literacy.  However, this may be misleading as the majority of respondents, and 
particularly less advanced internet users, welcomed the BBC's help with internet safety, 
but views were much more split about whether it should be the BBC’s responsibility (other 
than providing appropriate advice regarding its own web services). 
 
Many people’s expectation was that the internet is the natural place for information on 
these issues, and that the major online brands (Google, Facebook etc.) should have some 
responsibility for providing it. 
 
“It’s not the traditional role of the BBC to be doing things to do with the computer. 
I’m not saying they shouldn’t do anything, but I don’t think they should be a leading 
light.” 
45-59, ABC1, Glasgow 
 
“If I want to learn about the internet that is down to me, I don’t think the BBC should 
be telling me how to do it.” 
45-59, C2DE, London 
 
“For someone like me who is really nervous I would like something like this, and 
coming from the BBC I would trust it.” 
45-59, ABC1, Glasgow 
 
Participants were shown a brief demonstration of the Webwise section of the BBC website.  
Interestingly, awareness of BBC initiatives such as this was almost non-existent. 
Nevertheless, the principle of this kind of educational content was welcomed. 
 
However, the overwhelming preference was for the BBC to feature information dealing 
with these kinds of issues in mainstream television programming.  The One Show was 
suggested numerous times along with daytime television for older respondents.  
Participants suggested that short features on these programmes could be supported with 
more detailed information available online, with the links provided in the programme. 
 
Several groups also suggested that roadshows would be a good way to help them address 
internet fears. 
 
“I feel they should raise these issues through programmes, mainstream 
programmes, point you in the right direction, and refer you to further information on 
the website.” 
60+, ABC1, Rural N. Ireland 
 
“I would like a little slot that I could watch and then think right, I am going to sort it 
out. I’ve been retired seven years now and most of the daytime programmes have 
hardly changed in those seven years, so I think a little slot in the morning 
programmes while I’m doing my ironing would be just lovely.” 
60+, ABC1, Rural N. Ireland 
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In some of the groups, and specifically in the parents and 18-29 year-old groups, we 
probed issues surrounding young people’s use of social networking sites in more detail, 
and showed a clip from The Digital World about the risks of putting up personal information 
on sites such as MySpace, Facebook etc. 
 
Many participants were surprised and concerned by this clip, and particularly how 
apparently innocent fragments of information could be pieced together to build a detailed 
profile of an individual’s personal data.  For many of the parents it confirmed their worst 
fears, and was highly pertinent to issues they face every day in their own household.  
Moreover, even though they considered themselves in the main to be savvy Facebook 
users, many younger participants also expressed concerns after seeing this.  Many in this 
age group were also concerned about the safety of younger children. 
 
Overall, the younger participants felt that the approach of using shock tactics was likely to 
be most effective for their age group.  However, this did touch a raw nerve with many 
parents, who already feel frightened and powerless. 
 
What this highlights is the need for a range of different materials and approaches for 
different types of user. 
 
“Sometimes you type in something completely innocent and all sorts of nasty 
things pop up - we’ve got the antivirus stuff but we still get things coming up. And 
I’m really scared to give my bank details out online.” 
45-59, ABC1, Glasgow 
 
“An older friend of mine has four children aged from 7 to 16 and they’re all using a 
computer and social networking. Recently she showed me her daughter’s Bebo 
page and she doesn’t have any security settings set up at all and my friend didn’t 
really know what to do with any of it.” 
18-29, C2DE, Belfast 
 
“That Facebook clip shocked me so I’m really worried about that now, but I want to 
know what you can do to prevent this happening because I really like Facebook and 
I don’t want to stop using it.” 
18-29, C2DE, Belfast 
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6. Creativity 
 
 
In addition to our exploration of the “understanding” aspects of media literacy, we devoted 
some time in the groups to discussing the creative use of digital media, how interested 
participants were in doing so and, most pertinently, the extent to which the BBC was seen 
to help people do so. 
 
In fact, most participants considered that the BBC is strong in this area, particularly in 
encouraging and providing opportunities for children to exercise their creativity. 
 
The CBBC and CBeebies websites in particular were praised in this respect (and these 
sites were held in high regard more generally by parents).  One participant had a child who 
had been to one of the Me and My Movie workshops, linked to Blue Peter. 
 
Although some argued that there are plenty of other vehicles for this kind of creativity, 
such as YouTube, very few participants felt that this was something that the BBC shouldn’t 
be doing.  It was viewed as a valuable part of the BBC’s broader output for kids. 
 
“I think those workshops are a great idea. Everybody is talking about Broken Britain 
with kids hanging around the streets playing with knives and things. If you got 
some kids involved in it and some of them ended up doing well with a career in the 
media, then superb... I think that’s absolutely fantastic.” 
30-44, C2DE, Glasgow 
 
“With children it’s great, and they should do it more with schools, but don’t think 
it’s really going to work with adults” 
45-59, C2DE, London 
 
“I don’t know really what children are learning from this. They’re all making films on 
YouTube anyway – I don’t really know what they get out of this.” 
18-29, C2DE, Belfast 
 
Participants were much less clear about whether or not there were similar opportunities for 
adults.  Having said that, few were actively interested in using digital media creatively. 
 
An interesting idea that came out of one of the groups was for some kind of programme-
making talent show.  This would be an opportunity both for fresh creative talent to get a 
break, and for audiences to get more of the programmes they really want... 
 
“I think they should have a facility for us in the audience to have an input... anybody 
could pitch ideas for what sort of programmes they’d like to see and then everyone 
else can vote on them, say on the Internet. Those that were shortlisted could then 
give a more detailed pitch, perhaps on video, and ultimately the ones that most 
people voted for would then get made as programmes” 
18-29, C2DE, Belfast 
 
The questionnaire answers reinforced the main themes of the discussion, in that a large 
majority of participants (71 out of 98) felt that it was important for the BBC to help people 
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create their own media, and a somewhat smaller, but still significant majority (56 out of 98) 
felt that the BBC is doing either a “quite good” or “very good” job of doing so. 
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7. Overall attitudes to media literacy 
and the BBC’s role in promoting it 
 
 
Participants were more likely to respond positively about the BBC at the end of the 
discussion.  Based on considered thought, rather than spontaneous reactions, and after 
seeing all the examples, the majority (67 out of 98) did agree that “The BBC helps me 
better understand the media I consume – to find what I am looking for from trustworthy 
sources, to understand what it is about, to form an opinion about it and, where necessary, 
to respond to and interact with it”. 
 
A larger majority still (79 out of 98) felt that it is important for the BBC to help people 
understand the media they consume. 
 

 
(Based on responses of 98 participants) 

 
 
There were remarkably few demographic differences in the results.  Women were 
marginally more positive about both the BBC’s performance, and the importance of the 
BBC doing this, than men, but there were almost no differences overall by age or socio-
economic group. 
 
Although in terms of the way in which the Purpose Remit Study, which this questionnaire 
was designed to mirror, analyses the data this does represent a significant “performance 
gap” (-12) between performance and importance, participants’ qualitative views were far 
less negative. 
 
What is clear from the research exercise is that people need to know what the BBC is 
doing, before they can judge it.  At the end of the groups, many respondents commented 
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that they now realised that the BBC actually does a lot of good work to help with media 
literacy issues, but they weren't aware of this before having these things pointed out. 
 
It was repeatedly suggested that the BBC should make people more aware of these 
activities, e.g. by using promotional trailers between programmes, and it was even 
suggested that people might feel better disposed towards the BBC, and less resentful of 
having to pay the licence fee, if they were better informed 
 
“I think what I’ve picked up tonight is that there are answers out there to most of the 
things that worry me, which I didn’t realise before – it’s just a question of how to 
find it when you need it.” 
30-44, C2DE, Glasgow 
 
“From what we’ve seen tonight they actually do quite a lot but most of us weren’t 
aware of the fact they do this. I think it’s important for them to make it clearer... They 
should advertise some of the things they do.” 
45-59, C2DE, London 
 
“They should have a programme about the BBC saying what they stand for, what 
their aims are, and how they want to take the licence fee payers – us, their 
customers – into the future.” 
45-59, C2DE, London 
 
“I didn’t realise the BBC were tasked with doing these things, and I think it’s a good 
job that they are, but I think they need to tell us much more about it. Maybe if they 
did that we’ll feel a bit better about paying a licence fee.” 
60+, ABC1, Rural N. Ireland 
 
When asked to consider the potential trade off between the BBC investing money in this 
area and more going into general programming (for example) most participants insisted 
that the kind of media literacy content we had been discussing is a worthwhile use of 
licence fee money, and that it should form a small but important part of a varied and 
informative BBC output. 
 
However, a majority were insistent that this should not be the sole responsibility of the 
BBC. The BBC was expected to contribute to people’s understanding, but so were other 
organisations, including other broadcasters, major online players such as Google, 
Facebook etc., Ofcom and the education system. 
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Appendix I: Summary Data Table 
 
 
Q: Please write in how much you feel that you know or understand about each of the 
following issues, on a scale of 1 to 10 (where 10 means that you know or understand 
everything you want to know about that issue, and 1 means you know or understand 
nothing about that issue) 
 
How television and radio programmes are made 5.1 

The role of editing in shaping the message that a story, feature or 
programme communicates 

4.8 

How websites are produced 3.7 

Who owns what media, the relationships between the different media 
brands out there, and what impact this might have on the information we 
see and hear 

3.7 

The difference between editorial content and commercial content such 
as advertising and sponsorship messages 

5.4 

Knowing whether an opinion expressed on air is that of an individual, the 
organisation they represent, or that of the broadcaster 

5.1 

How to evaluate a range of different views on a subject 5.3 

Judging information and opinions in the context of what the source of 
that information is 

4.8 

What the rules are governing media providers, and how these vary by 
the different media we use 

3.5 

Who is responsible for enforcing these rules across the BBC and 
commercial media organisations 

3.8 

How to complain if we see or hear something that offends us 4.8 

Understanding and evaluating internet search results 5.7 

Being confident about paying for media content online 5.2 

Protecting your personal information/data 5.2 

Children’s safety on social networking websites 4.6 

Avoiding fraud/identity theft 5.1 

Contributing to programmes and websites 4.3 
(Mean scores, based on responses of 98 participants) 
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Appendix II: Quantitative 
Questionnaire 
 
 
 
 
 
Thank you for participating in our research. 
 
At various points in the discussion you will be asked to write 
in answers to some questions in this booklet.  In each case 
you will be given clear instructions about exactly what to do. 
 
There are no right or wrong answers – it’s just your opinion 
that we’re interested in. 
 
Please do not flick over the pages or read ahead until asked 
to do so - the questions need to be answered in a strict 
order.
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Q1: Please write your answer as instructed in the box below... 
 

 
 

 

 
Q2: Please make a note of anything you found particularly interesting, or confusing, 
about the video in the box below... 
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Q4: Please write in how much you feel that you know or understand about each of 
the following issues, on a scale of 1 to 10 (where 10 means that you know or 
understand everything you want to know about that issue, and 1 means you know 
or understand nothing about that issue) 
 

How television and radio programmes are made 
 

The role of editing in shaping the message that a story, feature or programme 
communicates 

 

How websites are produced 
 

Who owns what media, the relationships between the different media brands out there, 
and what impact this might have on the information we see and hear 

 

 
 
Q5: Please write in how much you agree or disagree with the following statement 
(tick one box only) 
 
“THE BBC HELPS ME UNDERSTAND MORE ABOUT WHERE CONTENT COMES 
FROM - HOW PROGRAMMES AND WEBSITES ARE PRODUCED, THE ROLE OF 
EDITING, AND WHO OWNS WHAT MEDIA” 
 

Completely 
disagree 

Disagree 
strongly 

Disagree 
slightly 

Neither 
agree nor 
disagree 

Agree 
slightly 

Agree 
strongly 

Completely 
agree 

       

 
 
Q6: And how important, for you personally, do you think it is for the BBC to help 
you understand more about where content comes from? (tick one box only) 
 

Extremely 
unimportant 

Very 
unimportant 

Neither 
important nor 
unimportant 

Quite 
important 

Quite 
unimportant 

Very 
important 

Extremely 
important 
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Q7: Please write in how much you feel that you know or understand about each of 
the following issues, on a scale of 1 to 10 (where 10 means that you know or 
understand everything you want to know about that issue, and 1 means you know 
or understand nothing about that issue) 
 

The difference between editorial content and commercial content such as 
advertising and sponsorship messages 

 

Knowing whether an opinion expressed on air is that of an individual, the 
organisation they represent, or that of the broadcaster 

 

How to evaluate a range of different views on a subject 
 

Judging information and opinions in the context of what the source of that 
information is 

 

 
 
Q8: Please write in how much you agree or disagree with the following statement 
(tick one box only) 
 
“THE BBC HELPS ME TO EXERCISE CRITICAL JUDGEMENT OF THE MEDIA I 
CONSUME – THE DIFFERENCES BETWEEN EDITORIAL AND COMMERCIAL 
CONTENT, BETWEEN REPORTING AND OPINION, AND BEING ABLE TO JUDGE 
INFORMATION AND OPINIONS BASED ON THEIR SOURCE” 
 

Disagree 
strongly 

Disagree 
slightly 

Neither 
agree nor 
disagree 

Agree 
slightly 

Agree 
strongly 

Completely 
agree 

Completely 
disagree 

       

 
 
Q9: And how important, for you personally, do you think it is for the BBC to help 
you to exercise critical judgement of the media you consume? (tick one box only) 
 

Extremely 
unimportant 

Quite 
unimportant 

Neither 
important nor 
unimportant 

Very 
important 

Extremely 
important 

Very 
unimportant 

Quite 
important 
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Q10: Please write in how much you feel that you know or understand about each of 
the following issues, on a scale of 1 to 10 (where 10 means that you know or 
understand everything you want to know about that issue, and 1 means you know 
or understand nothing about that issue) 
 

What the rules are governing media providers, and how these vary by the 
different media we use 

 

Who is responsible for enforcing these rules across the BBC and 
commercial media organisations 

 

How to complain if we see or hear something that offends us 
 

 
 
Q11: Please write in how much you agree or disagree with the following statement 
(tick one box only) 
 
“THE BBC HELPS ME UNDERSTAND MORE ABOUT HOW MEDIA IS REGULATED, 
BY WHOM, AND HOW TO COMPLAIN IF I NEED TO” 
 

Completely 
disagree 

Disagree 
strongly 

Disagree 
slightly 

Neither 
agree nor 
disagree 

Agree 
slightly 

Agree 
strongly 

Completely 
agree 

       

 
 
Q12: And how important, for you personally, do you think it is for the BBC to help 
you understand more about how media is regulated? (tick one box only) 
 

Very 
unimportant 

Quite 
unimportant 

Quite 
important 

Very 
important 

Extremely 
unimportant 

Extremely 
important 

Neither 
important nor 
unimportant 
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Q13: Please write in how much you feel that you know or understand about each of 
the following issues, on a scale of 1 to 10 (where 10 means that you know or 
understand everything you want to know about that issue, and 1 means you know 
or understand nothing about that issue) 
 

 Understanding and evaluating internet search results 

Being confident about paying for media content online  

Protecting your personal information/data  

Children’s safety on social networking websites  

Avoiding fraud/identity theft  

Contributing to programmes and websites  

 
 
Q14: Please write in how much you agree or disagree with the following statement 
(tick one box only) 
 
“THE BBC HELPS ME LEARN HOW TO INTERACT SAFELY WITH MEDIA – E.G. 
HOW TO EVALUATE SEARCH ENGINE RESULTS, PROTECT MY PERSONAL 
INFORMATION, AND FEEL CONFIDENT CONTRIBUTING TO PROGRAMMES” 
 

Completely 
disagree 

Disagree 
strongly 

Disagree 
slightly 

Neither agree 
nor disagree 

Agree 
slightly 

Agree 
strongly 

Completely 
agree 

       

 
 
Q15: And how important, for you personally, do you think it is for the BBC to help 
you learn how to interact safely with media? (tick one box only) 
 

Extremely 
unimportant 

Very 
unimportant 

Quite 
unimportant 

Neither 
important nor 
unimportant 

Quite 
important 

Very 
important 

Extremely 
important 
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Q16: How important do you think it is for the BBC to run activities and provide 
resources aimed at helping people create their own media - short films, websites, 
etc. (tick one box only) 
 

Extremely 
unimportant 

Very 
unimportant 

Quite 
unimportant 

Neither 
important nor 
unimportant 

Quite 
important 

Very 
important 

Extremely 
important 

       

 
 
Q17: And how good a job do you think the BBC is doing at helping people create 
their own media? (tick one box only) 
 

Extremely 
poor 

Very poor Quite poor Neither good 
nor poor 

Quite good Very good Extremely 
good 
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Q18: Based on all the areas we have discussed today, please write in how much you 
agree or disagree with the following statement (tick one box only) 
 
“THE BBC HELPS ME BETTER UNDERSTAND THE MEDIA I CONSUME – TO FIND 
WHAT I AM LOOKING FOR FROM TRUSTWORTHY SOURCES, TO UNDERSTAND 
WHAT IT IS ABOUT, TO FORM AN OPINION ABOUT IT AND, WHERE NECESSARY, 
TO RESPOND TO AND INTERACT WITH IT” 
 

Completely 
disagree 

Disagree 
strongly 

Disagree 
slightly 

Neither agree 
nor disagree 

Agree 
slightly 

Agree 
strongly 

Completely 
agree 

       

 
 
Q19: And how important, for you personally, do you think it is for the BBC to help 
you better understand the media you consume? (tick one box only) 
 

Extremely 
unimportant 

Very 
unimportant 

Quite 
unimportant 

Quite 
important 

Very 
important 

Extremely 
important 

Neither 
important nor 
unimportant 
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Appendix III: List of Stimulus 
Material 
 
 
Media Literacy introductory video 
 
Sample extract from Doctor Who Confidential - Daleks in Manhattan episode 
 
Sample extract from Blue Peter - news reporting feature 
 
Sample extract from Newswipe - death of Diana feature 
 
BBC Trust on-air promotion 
 
Video capture of selected multimedia elements from the BBC Webwise site 
 
Sample extract from The Digital World - online identity feature 
 
Sample extract from Blue Peter - Me and My Movie feature
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Appendix IV: Script for Media 
Literacy introductory video 
 
 
In a world where the opportunities to access different forms of media in different ways are 
growing almost daily, Media Literacy in becoming an increasingly important issue. 
 
Media Literacy is the phrase used to capture the range of skills and knowledge people 
need to be able to use a range of media, and understand the information received. 
 
One element of Media Literacy is the technical knowledge required to use the different 
tools or equipment that provide access to media, such as the internet, mobile phones, 
digital television and radio services.  Another is understanding – for example, knowing 
where information presented in the media comes from, how much it can be trusted, and 
what happens when you give your personal details out to websites or other media 
organisations. 
 
There are four aspects of Media Literacy that we want to discuss... 
 
The first is understanding where content comes from.  This includes how television and 
radio programmes are made, the role of editing in shaping the message that a story, 
feature or programme communicates, and how websites are produced.  It also includes 
knowledge of who owns what media, the relationships between the different media brands 
out there, and what impact this might have on the information we see and hear. 
 
The second is exercising critical judgement.  By this we mean knowing the difference 
between editorial content and commercial content such as advertising and sponsorship 
messages, and knowing whether an opinion expressed on air is that of an individual, the 
organisation they represent, or that of the broadcaster.  Exercising critical judgement may 
also involve knowing how to evaluate a range of different views on a subject, or judging 
information and opinions in the context of what the source of that information is. 
 
The third aspect of Media Literacy we want to discuss is understanding how media is 
regulated.  This includes what the rules are governing media providers, how these vary by 
the different media platforms we use, who is responsible for enforcing these rules, and 
how to complain if we see or hear something that offends us. 
 
The final area to discuss is knowing how to interact safely with media.  This is 
particularly important in the context of the internet, where we are faced with a number of 
new challenges such as knowing how to understand and evaluate the results from search 
engines like Google, feeling confident about paying for media content online, knowing how 
to keep our personal information secure, and how to protect ourselves and our family from 
harm.  This also covers interacting with broadcast media – for example, sending in 
messages or pictures to a television programme, uploading pictures to websites, 
participating in phone-ins, or entering competitions. 
 
Alongside its other Public Purposes, the BBC has a responsibility to promote media 
literacy in the UK and is committed to raising public awareness and understanding of it. 
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The BBC produces a range of different programmes and online resources aimed at 
helping people to develop their skills in using and increasing their level of understanding, 
and has said that “it will help its audiences to engage critically with media – to find what 
they are looking for from trustworthy sources, to understand what it is about, to form an 
opinion about it and, where necessary, to respond to and interact with it”. 
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	“I guess it’s kind of obvious that they would promote media literacy, like the RSC promoting theatre, but I can’t say as I’ve noticed them doing it”
	“There’s a lot going on that I don’t know very much about, but there’s also a lot going on that I don’t really want to know much about either. The BBC only has a limited amount of money, and I’m not sure if this is the type of thing should be spending it on. I think it’s important that we have a basic literacy, and the political stuff is really important, but I don’t know if it’s necessary for the BBC to take on this public remit.”
	“If the funding for the BBC is coming from the government, does the BBC have to reflect the government line in the programmes they make?”
	“We are cynical, but we are right to be cynical, at the end of the day they’re running businesses, even the BBC is a huge pot of money, and it’s all about the money - that comes first before ethics and morals.”
	“I work in the public sector, I know what it’s like... the BBC is probably under an awful lot of pressure to raise funds wherever they can”
	“I think change is happening, but every night on the news they just drill in one side of things into us, about it all being man-made, and the ice caps melting, and it’s like they’re scared to even tell us the other side of things because they don’t trust us with the information.”
	“I know this is far fetched, but I’d like to see at the end of every BBC programme the figure of how much it cost to make that program, so we could decide whether we were getting our money’s worth or not.”

	4.3 Areas of most interest/concern within the framework
	5.1 Understanding where content comes from
	“I’m always suspicious of these organisations, so I like to know as far as possible who owns something before listening to what they’re spouting, and thinking about whether it’s biased one way or the other.”
	“On the BBC it’s always left wing, but on ITV is just whoever is putting the money in to make the programme”
	“I still think that every channel has an agenda and there are reasons that they put certain things on for us to see. We know that certain newspapers have alliances with certain political parties, but I’d like to understand more about what is going on behind the scenes with TV to know who is funding what and why we see what we see”
	“Something like the X Factor... it’s so manipulative... “Vote for Jedward”... it’s like digital Punch and Judy”
	“In my first year at university I did broadcasting as one of my modules and we had to produce and edit a piece of film so I learned a lot about this then”
	“When the new BBC facilities were opened up, schools from across the city were invited to come and spend the day with them, and they got to see film crews, cameraman, editors and so on. The children produced a short film during the day and it really opened up their eyes to what happens.”
	“When I was younger my dad used to get tickets to go and see BBC programmes being filmed in the studios, like Morecambe and Wise”
	“I’m just really interested to know how they go about it, where they get their ideas from, how they get funding, how they put it all together”
	“I’d really like to see more of those behind-the-scenes programmes, particularly from news”
	“I’d like to see a programme discussing how different news organisations show the same story, so you can see how they do the story compared with how the BBC does things.”
	“Websites do concern me because I’m not aware of a regulatory body for websites. My husband designs websites and he’s a very responsible person but it worries me that other people might not be so responsible... in particular I do worry about Facebook, because my daughter’s on it – I just think there’s too much information available to the public. You can type in [her name] and you can find out all about her, her relatives, and her life story and I’m just wondering, how safe is that?”
	“You’ve got things like Wikipedia and anybody could go on there and edit it, so you just don’t know how reliable the information is.”

	5.2 Exercising critical judgement
	“I watched an American programme … and I couldn’t believe how blatantly they were advertising …[a brand of mobile phone]. The shot went straight in to the … logo on the flip phone and then there was another shot on straight after and to me that really ruined that episode of the programme.”
	“It’s like every time you get a celebrity interviews on the TV… they’re always on there because they’re trying to sell something. That gets really annoying sometimes and it’s like they think we don’t realise what’s going on.”
	“I was with a friend listening to the radio in the car and a so-called expert came on and  started to make a point about something my friend knew a lot about and she was absolutely incensed at what the expert was saying because it wasn’t right but he was presented as the authority. She tried phoning the programme but never got anywhere.”
	“I was so uncomfortable watching that programme [Question Time], I had to leave the room because it was like bear baiting”
	“He [Nick Griffin] was hung out to dry on that programme [Question Time].”
	“I still haven’t any idea with Question Time who decided who came on, who decided what questions were asked, and who decided who was in the audience?”

	5.3 Understanding how media is regulated
	“I think the BBC regulate themselves, don’t they? They certainly seemed to over the Jonathan Ross affair”
	“I want to know more about how the whole industry is regulated. I do trust the BBC, they’re like an institution, and now we know they have the BBC Trust, but I want to know as a whole who’s actually responsible?”
	“I think regulation is difficult in any industry and I think what they are doing is more self regulation. What I’ve picked up tonight is that the media is so broad and covers so many things that it’s just a nightmare to try and consider how you would regulate all of that. There’s no way you could put a police force in place that can regulate all that. It would be too bureaucratic, it would be a nightmare.”
	“I think sometimes they have things like this just to protect their own backs, so they can say there is a process in place when someone complains, whether they actually take any notice or anything of the changes I’m not so sure.”
	“I wouldn’t complain because I don’t think it would get you anywhere. All you would get is a letter back from the staff saying they were sorry and possibly telling you how many complaints they’ve had.”
	“There was a lot of scandal with the competitions that programmes were doing. I think it’s a brilliant thing that Ofcom stepped in because now there are so many more regulations and everything has to be fair and everyone has to have a proper chance of winning.”

	5.4 Interacting safely with media
	“It’s not just the pace of change, it’s media manipulation... this kind of thing has always happened, but you never got to hear about it”
	“It’s not the traditional role of the BBC to be doing things to do with the computer. I’m not saying they shouldn’t do anything, but I don’t think they should be a leading light.”
	“If I want to learn about the internet that is down to me, I don’t think the BBC should be telling me how to do it.”
	“For someone like me who is really nervous I would like something like this, and coming from the BBC I would trust it.”
	“I feel they should raise these issues through programmes, mainstream programmes, point you in the right direction, and refer you to further information on the website.”
	“I would like a little slot that I could watch and then think right, I am going to sort it out. I’ve been retired seven years now and most of the daytime programmes have hardly changed in those seven years, so I think a little slot in the morning programmes while I’m doing my ironing would be just lovely.”
	“Sometimes you type in something completely innocent and all sorts of nasty things pop up - we’ve got the antivirus stuff but we still get things coming up. And I’m really scared to give my bank details out online.”
	“An older friend of mine has four children aged from 7 to 16 and they’re all using a computer and social networking. Recently she showed me her daughter’s Bebo page and she doesn’t have any security settings set up at all and my friend didn’t really know what to do with any of it.”
	“That Facebook clip shocked me so I’m really worried about that now, but I want to know what you can do to prevent this happening because I really like Facebook and I don’t want to stop using it.”
	“I think those workshops are a great idea. Everybody is talking about Broken Britain with kids hanging around the streets playing with knives and things. If you got some kids involved in it and some of them ended up doing well with a career in the media, then superb... I think that’s absolutely fantastic.”
	“With children it’s great, and they should do it more with schools, but don’t think it’s really going to work with adults”
	“I don’t know really what children are learning from this. They’re all making films on YouTube anyway – I don’t really know what they get out of this.”
	“I think they should have a facility for us in the audience to have an input... anybody could pitch ideas for what sort of programmes they’d like to see and then everyone else can vote on them, say on the Internet. Those that were shortlisted could then give a more detailed pitch, perhaps on video, and ultimately the ones that most people voted for would then get made as programmes”
	“I think what I’ve picked up tonight is that there are answers out there to most of the things that worry me, which I didn’t realise before – it’s just a question of how to find it when you need it.”
	“From what we’ve seen tonight they actually do quite a lot but most of us weren’t aware of the fact they do this. I think it’s important for them to make it clearer... They should advertise some of the things they do.”
	“They should have a programme about the BBC saying what they stand for, what their aims are, and how they want to take the licence fee payers – us, their customers – into the future.”
	“I didn’t realise the BBC were tasked with doing these things, and I think it’s a good job that they are, but I think they need to tell us much more about it. Maybe if they did that we’ll feel a bit better about paying a licence fee.”


