
	

 
 
	

 
	

Aud
	
	

A 

 

dience

researc

e Perc

ch summ

ception

mary pre

J

 

 

 

 

ns of D

pared b
 

July 201

 

 

D

Distinc

y Blinc f

2  

DISTINCTIV

 

ctiven

for the B

VENESS 2012

 

ness 20

BBC Tru

2   1

012 

ust. 



DISTINCTIVENESS 2012	 2

Contents 

1. BACKGROUND AND CONTEXT 

2. OBJECTIVES  

3. OVERVIEW OF METHODOLOGY 

4. SUMMARY: FIVE YEARS ON  

5. REPORT  

o 5.1 Context 

o 5.1.1 5 years on: the TV environment has changed 

o 5.1.2 Content has also changed 

o 5.1.3 There is no shortage of great TV now 

o 5.2 Current Attitudes and Behaviour, including ‘Fresh and New’ 

o 5.2.1 What the respondents’ programme lists revealed: quality familiar 
vs treat TV 

o 5.2.2 The programme lists and the BBC 

o 5.2.3 What does this mean for ‘fresh and new’?  

o 5.2.4 Fresh and New – the continuing distinctiveness gap 

o 5.3 Audience Types and Shows 

o 5.3.1 Consumer, Citizen, Critic 

o 5.3.2 Two types of audience, two types of show? 

o 5.4 Other Important Attributes for BBC Programming 

o 5.5 Going Forward 

6. CONCLUSIONS 
	

Appendix 1 

o Programme vote charts 

Appendix 2 

o SSCA: channel and attribute charts 

Appendix 3 

o Methodology – detail 

o Sample Frames 

o Discussion Guide 



DISTINCTIVENESS 2012   
	

3

1. BACKGROUND AND CONTEXT 
 
“Increased distinctiveness and quality” is one of the BBC’s four corporate objectives, agreed 
as part of Putting Quality First – a strategy for the BBC published by the Trust in December 
2010. 
 
In addition the BBC Trust’s purpose remit research has identified distinctiveness as one of 
the BBC’s two main performance gaps.  
 
The Trust worked with the Executive on a project to define distinctiveness in 2009/10 and 
concluded that there are four aspects to it:  
 

 High editorial standards  
 Creative and editorial ambition  
 Range and depth  
 UK-focused content and indigenous talent  

 
The Trust believes that the BBC’s mixed genre TV and radio services can use the 
opportunity of their guaranteed income to be more distinctive primarily by demonstrating 
greater creative and editorial ambition than commercial broadcasters are able to.  
 
There is strong evidence to show that the public also want the BBC to demonstrate greater 
ambition: the biggest performance deficit for the BBC across its public purposes relates to 
the provision of ‘fresh and new ideas’. This deficit has not changed significantly in the past 4 
years.  
 
The Trust last carried out qualitative research on the area of distinctiveness in 2007. This 
research, also conducted by Blinc, showed that audiences felt that the BBC was not 
providing a sufficient alternative from commercial broadcasters and should be more 
conspicuous in its provision of this alternative.  
 
The BBC Trust’s Review of BBC One, BBC Two and BBC Four in 2010 concluded that, while 
the services were valued for their high standards of quality, they could do more to be 
distinctive, particularly in peaktime on BBC One and in daytime on BBC One and BBC Two.  
 
Since the qualitative research conducted in 2007, much has changed in both the television 
landscape and the market. The Trust believes that BBC Two has shown good progress in 
increasing its creative risk taking and distinctiveness whilst the main area of challenge may 
still be BBC One peaktime. In the wider market, a stronger ITV1 is challenging the BBC in 
drama particularly, Big Brother has ended on C4 and Sky are continually developing and 
commissioning stronger originated output across their channels whilst providing heavy 
marketing investment. The growth in on-demand viewing including PVRs and the launch of 
the iPlayer (this was not available in 2007) can be expected to have had an impact on 
viewing behaviour. 
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2. OBJECTIVES (FROM BRIEF) 
 
 Overall Objective: 

 
 

 To enhance our understanding of audience’s perception and expectations of 
distinctiveness on the BBC and update our understanding of what is driving the perceived 
gap and what might be necessary to address this. 

 
 
 
 
 Specific Objectives: 

 
 To examine the perceived shortfall in the public’s perception of  the BBC’s provision of 

distinctiveness (survey proxy ‘fresh and new ideas’) 
 

 What do the public mean by ‘distinctiveness’? 
 

 Does the BBC have different responsibilities to other broadcasters? 
 

 What are the audience expectations of BBC One, BBC Two, BBC Three and BBC Four? 
 

 Explore the effect on public perceptions of the programming (individual vs range and 
depth) 
 

 Explore differences by genre and day part 
 

 Has the growth and role of technology played a role? 
 

 To identify audience language or terminology around the area of ‘distinctiveness’ 
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3. OVERVIEW OF METHODOLOGY 
 
We used a variety of qualitative research techniques for this project, our main aim being to 
get beyond the habitual ways in which people talk about the BBC as an institution, and to tap 
directly into their experience of BBC programmes. 
 
We did this in two ways.  
 
Firstly, we devised a pre-task: we asked everyone to make a list of recent or current 
programmes (by any broadcaster) which they felt had been ‘outstanding’ to them, and to 
bring it with them to discussion groups. The word ‘outstanding’ was chosen to generate 
bottom-up discussion based on their actual tastes, rather than on more abstract notions of 
(for example) ‘quality’ 
 
Secondly, we used a range of discussion formats – each of which allowed respondents’ 
views to be challenged by their peers, as well as by a moderator. These included: 
 
 2.5 hour Audience Labs, where we met two audience types  at once in both plenary and 

break-out sessions (see Sample Frames, Appendix III) 
 Social Hubs, where we convened a group of friends for informal discussion in a familiar 

social environment 
 Family Depths, where we met all members of the family unit in the family home 
 
In total we met almost 160 people, aged from 11 to 70+, in all four nations and a spread of 
regions across the UK.  
 
Units were divided up according to life-stage, broad genre preference, broad channel affinity 
and SEG. Recruitment was carried out in line with the BBC Trust’s equality duties with regard 
to race, faith, disability and sexual orientation. 
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4. SUMMARY: FIVE YEARS ON 
 
Although the broadcast terrain has changed significantly since 2007, the overall picture we 
encountered in this research is very positive for the BBC. Technology, content and viewing 
habits have all shifted noticeably, but the BBC’s position – while complex – is strong.  
 
There remains a significant difference between the way viewers respond when asked a 
generic question about the BBC as an institution, and the way in which their values and 
feelings are expressed in the context of a discussion about actual viewing habits and 
content.  
 
Thus, although this research indicates that BBC channels and stations are performing 
strongly in terms of content, the ‘return path of credit’ to the BBC is problematic. To many, 
the BBC is perceived more as a corporate body (albeit one that manages some of the TV 
they watch) than as a creative organisation.  
 
Across the research, some important distinctions emerged between: 
 
 abstract values (as expressed in survey questions) and literal benefits (as experienced 

by viewers) 
 ‘quality familiar’ and ‘event’ or ‘treat’ TV  
 roles adopted by the audience in relation to the BBC: Consumer, Citizen and Critic 
 mainstream viewers and more selective viewers 
 
When it comes to TV, it is often the ‘quality familiar’ programmes, watched week-in week-out, 
that the audience cherish most. Yet they tend to judge the BBC either on stand-out ‘event’ 
TV such as Frozen Planet, or on ‘treat’ TV – short-run drama, comedy or documentary 
programming that feels special. (These terms and representative content will be explored in 
greater detail below.) 
 
This research suggests that audiences can adopt as many as three roles when it comes to 
talking about the BBC and its content: those of Consumer, Citizen and – less commonly – 
Critic. While the ‘Consumer’ role reflects their actual experience as viewers or listeners, 
Citizen and Critic are more complex roles which the audience may feel required to play in 
certain circumstances – for example by the BBC itself, or by the media in general. The views 
they express when speaking about the BBC in Citizen or Critic mode may not accurately 
reflect the way they feel about content, as Consumers.  
 
There is also is a meaningful difference between what mainstream viewers say they want 
from the BBC, and what slightly more discerning viewers say they want: this has an effect on 
perceptions, although – importantly – both are very positive at present.  
 
Finally, it is clear from this research that subtle changes to favourite shows and/or genres 
(from the introduction of new talent, to the launch of a new but recognisable formatted show) 
can contribute to an overall sense that TV is not standing still, so that it feels ‘fresh and new’. 
If however audiences are asked what they want or expect from broadcasters, the notion 
‘fresh and new’ – while still desirable – suggests something more substantial, even ground-
breaking. It is clear from this research that there is a real difference between the kind of 
‘fresh and new’ that audiences enjoy on an everyday basis, and the kind of ‘fresh and new’ 
they think broadcasters should be expected to provide from a more critical perspective.  
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5. THE REPORT 

 

5.1 Context 

5.1.1 5 years on: the TV environment has changed 

 
In 2007, digital switchover was in its infancy. We’re now awaiting the last regions to switch, 
which means that almost the entire country is now multi-channel.  
 
Whereas Sky+ had bedded in five years ago, Virgin and Freeview+ boxes were still being 
introduced. PVRs are now normalised to the degree that 64% of UK homes have them 
(BARB Q1 2012). 
 
Online catch-up viewing, especially via BBC iPlayer and 4oD, sits just behind personal video 
recorders (PVRs) in the normalisation trend – yet with access now available on TVs via 
gaming consoles, Blu-Ray players and Virgin Media, usage seems likely to accelerate.  
 
Softer functionalities such as the Series Link function were not being used to the extent that 
they are now, and more recently Virgin Media and Sky have launched ‘catch-up’ TV services 
on their platforms. Finally, you can now watch TV on smart-phones and tablets, or 
programme your PVR direct from these devices. However despite all these technological 
changes television viewing remains primarily live 
 
In short, in 2012 it is difficult for the audience to miss the programmes they love.  

 
“I don’t think we watch anything on live TV any more – it’s all on our box, so we can 
watch what we like.” 
Male, Post Family, Midlands 
	
“I flick through the Metro on the bus going to work and now that I’ve got the TIVO app 
on my phone I’ll make sure I flick to the TV page and I’ll set it up on the bus on my 
way to work. ”  
Female, Pre-Family, Edinburgh 

	
	
5.1.2 Content has also changed 
 
ITV is regarded as having a few more ‘can’t miss’ shows, while a greater range of Sky 1 
content is cutting through, with the odd drama (Mad Dogs) and comedy (Trollied) being 
talked about spontaneously.  
 
BBC Three and BBC Four are now on people’s radar to a much greater extent than they 
were in 2007, while a greater number of smaller digital channels now have key ‘can’t miss’ 
US shows. 
 

“You always want something you can relate to, and I don’t mean just Reality – them 
shows. BBC Three have quite a lot of good documentaries these days.” 
Female, Young Family, London 

 
When it comes to prime time, there is a sense that whereas in 2007 it was difficult to be sure 
of finding great TV at 9pm, there is now a choice. This choice now centres slightly less 
around the terrestrials, and is spread a little wider.  
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‘You always check BBC One, ITV, but these days you check other things you’d never 
have checked before - not at nine o’clock, anyway.’ 
Woman, Pre-family, North 

 
Add to this the fact that missed shows can now be watched at any time when viewers feel 
there really is ‘nothing on’ and we have a scenario where TV is regarded as delivering high 
quality entertainment almost at our beck and call.   
 

‘There are great things on the BBC; there are great things on a lot of channels.” 
Male, Pre-family, Manchester 
 
 

5.1.3 There is no shortage of great TV now 
 
Having so much quality TV to choose from is a new experience for viewers.  
 
Across the audience as a whole, we would estimate that – in terms of peak viewing – there 
are only two slots per night where ‘high quality’ programming is felt to be essential in any 
given household: either at 8pm and 9pm, or at 9pm and 10pm (this may expand into earlier 
and later slots at the weekend, depending on lifestage). 
 
Audiences now understand that the 9pm slot is the most competitive – the viewer expects to 
find something of ‘high quality’ at this time most nights, often on more than one channel, and 
especially on the terrestrials, which means they may have to watch one programme and 
record another. One night’s prime time scheduling thus yields two nights of viewing.  
 
At other times, content is quite happily consumed in a ‘pick and mix’ style from a whole range 
of channels. But even this ‘pick and mix’ choice is deemed stronger than ever before, 
because of PVRs, online portals and/or channels like Dave, Comedy Central, Gold and FX.  

“I mean it’s not as though you can’t find something decent to watch if you’re prepared 
to look, is it?” 
Male, Young Family, South-West 

 
The amount of content being recorded on PVRs can thus grow exponentially across the 
week. There are numerous US dramas and comedies on digital channels that can run up to 
24 episodes a season and these can be watched either: 

 
 when transmitted 
 on PVR 
 online (legally or illegally) 
 on purchased DVDs 
 on DVDs delivered by LoveFilm 
 
– and often in a variety of ways.  
 
This abundance of content, from a wide range of access points, raises the question of how 
new shows break through – and how audiences attribute them to particular channels or 
broadcasters.  
 

“There’s always something to watch with Sky+. But I do still watch live telly – it’s 
amazing how much you do watch. My list could have been twice as long.” 
Female, Family, London 
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5.2 Current Attitudes and Behavior, including ‘Fresh and New’ 
 
5.2.1 What the respondents’ programme lists revealed: quality familiar vs treat TV 
 
Much audience discussion and subsequent qualitative analysis stemmed from the outputs 
from the pre-task (see page 5).  
 
Programmes tended to fall into one of three categories:  
 

 quality familiar (long-running shows that form part of viewers’ staple TV diet across 
the year) 
 

 treat (short-run shows which make a real impact when they are in the schedules) 
 

 event (rare examples of treat TV which become iconic – the best examples of their 
kind) 
 

A look at the Top 10 programmes chosen across the research (see Appendix 1 for more 
detail) makes it clear how much audiences value ‘quality familiar’ TV. Although Frozen Planet 
tops the list as an example of ‘event’ TV, and there are example of ‘treat’ TV in the form of 
dramas such as Sherlock and Downton Abbey, or comedy such as Mrs Brown’s Boys, 
staples including Top Gear and EastEnders score highly. 
 
1 Frozen Planet 
2 Top Gear 
3 Sherlock 
4 Downton Abbey 
5 Mrs Brown’s Boys 
6 Hustle 
7 EastEnders 
8 Come Dine With Me 
9 Mock The Week 
10 The X-Factor 
 
In terms of the choices on people’s individual lists, half tended to represent this more familiar, 
default TV – while half tended to comprise shows that were not weekly staples. 
 
If anything, ‘quality familiar’ programmes featured even more prominently in discussion: 
when after an hour or so we asked respondents to pick the two ‘most outstanding’ shows on 
their list, a majority included at least one, if not two, of their weekly staples.  
 
While ‘event’ or ‘treat’ TV may be experienced as very special at the time, it can also be soon 
forgotten. In fact, this research indicates that the audience’s relationship with TV is often very 
simple: they love, cherish and enjoy programmes that give them simple pleasures on a daily 
or weekly basis.  
 
Thus in qualitative terms, it was clear that ‘event’  or ‘treat’ TV was appreciated and admired 
and enjoyed, but often not quite ‘loved’ in the same way as the staples. Staples here 
included Top Gear, Q.I., Holby City, Masterchef, Have I Got News For You, The Simpsons, 
Come Dine With Me, EastEnders and Coronation Street.  
 
There is an important corollary to this: ‘quality familiar’ TV is regarded as having improved a 
great deal in recent years. There were significantly fewer criticisms of ‘repeats’ in 2012 – 
across all broadcasters, but especially on the BBC. 
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Audiences have learned how to use catch-up (‘plus 1’) channels, and now regard ‘repeat’ 
channels as archives of their favourite shows rather than as a source of ‘second-best’ TV.  
 
People are therefore much less likely to feel that they’ve ‘had to watch a repeat’ because 
nothing better is on offer.  
 
 
5.2.2 The programme lists and the BBC 
 
Two thirds of the Top 25 shows chosen across the sample were from the BBC, and many 
respondents were surprised by this: less because they misattributed BBC shows, and more 
because they underestimated the amount and nature of viewing they get from the BBC.   
 

“I’m shocked I watch so much BBC. All the ones I put down were ITV, I thought.  
But I watch nearly all of those shows (on BBC list).” 
Female, Family, London 

 
Many participants tended to assume that the BBC provided some of their basic day-to-day 
viewing, with a few ‘event’ or ‘treat shows now and then: in fact, as became apparent in 
discussion, the basics were garnered from a range of channels - while the BBC provided the 
majority of the ‘event’ or ‘treat’ TV.  
 
The amount of ‘event’ and ‘treat’ content from the BBC may help to explain why – in contrast 
to five years ago – there were no spontaneously raised concerns about the corporation trying 
to compete with commercial rivals with ‘me-too’ shows’.  
 

“It used to be you only had the BBC for quality, but now there’s so much more out 
there, but it’s still…you just have to look at the piles, no one can compete.” 
Male, Family, London 

 
 
What did the data we generated on ‘outstanding shows’ and the BBC tell us? 
 
In many ways, it raised as many questions as it answered. While we learned that the BBC 
performs strongly in a self-generated programme universe, we needed to establish the 
criteria on which BBC shows were picked. We then needed to understand what this told us 
about ‘fresh and new’ – and in turn whether this metric might be improved upon.  
 
As we discussed the shows that people had chosen as being ‘outstanding’ for them, it 
became clear that the BBC broadcasts the lion’s share of what we have termed ‘quality 
familiar’ TV.  
 
But while this is obviously a positive finding, the sheer amount of quality TV across so many 
different channels and broadcasters makes conscious attribution increasingly difficult for 
audiences. It was not uncommon to meet people in our sample who felt they watched more 
ITV or C4 than BBC, only to discover that the majority of their favourite shows were in fact 
from the BBC.  
 
New programmes from the BBC thus find themselves in a much more competitive 
environment than five years ago, in two key respects: 
 increased volume of quality programming 
  more ways of accessing that programming. 
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5.2.3 What does this mean for ‘fresh and new’?  
 
First we have to be clear what we mean by ‘fresh and new’.  
 
Based on this research there appear to be two different ways in which the phrase ‘fresh and 
new’ is experienced or understood.  
 
 The first operates more at programme level, representing how the TV I watch feels to me 

– including a sense that the shows and genres I love remain compelling to me 
  
 The second operates more at brand level and represents what the audience would like to 

think the broadcasters are aiming at 
 
While these subtleties may not be apparent when this phrase is used in a quantitative 
statement, it was clear from this research that ‘fresh and new’, as a general descriptor of how 
TV should feel as a whole, remains strong and relevant. 

 

‘Fresh and new’: a twist on my favourite TV 
	
For some mainstream viewers, ‘fresh and new’ can mean a new show that represents a 
‘twist’ or new take on the kind of TV they already like: in the last research in 2007 this was 
perfectly represented by Life on Mars, and in this research by a range of shows - including 
Sherlock, Luther and Masterchef, The Professionals. To others it might mean little more than 
a great new cast on a show they love, like Strictly Come Dancing. 
 
More ‘selective’ viewers (see 5.3.2 Two types of audience, two types of show?) might 
associate ‘fresh and new’ with a new BBC Two series that feels a little different in concept or 
execution (The Shadow Line, The Hour, Sicily Unpacked or Rev). Importantly, however, 
there is an overlap: people can enjoy different types of show, and in different ways. 
 
Either way, the attribute ‘fresh and new’ represents a feeling that the TV they love: 
 is not standing still  

 
 gives them a sense of excitement beforehand 

 leaves them with a sense of fulfilment afterwards, if only for a day or so 
	
	

‘Fresh and new’ as part of a hierarchy – but not necessarily at the top for all viewers 
 
‘Fresh and new’ is clearly something people want from their TV, but it isn’t the only thing they 
want – and it isn’t necessarily something of which they are consciously aware. 
 
Thus we met many people who (provided there is some replenishment within the schedule) 
are very happy with returning series of shows they love, both UK and US, and across all 
genres: these include shows such as Spooks, CSI, Come Dine With Me, Top Gear, Casualty 
and Grey’s Anatomy.  
 
The smaller constituency of more selective viewers do however seek what they might refer to 
as more ‘creative’ or ‘artistic’ TV (Sherlock, The Hour, The Shadow Line), where TV feels as 
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though its contributing to the cultural life of the nation. These viewers also tend to value BBC 
radio very highly, especially Radio 3 and Radio 4.   

 
“I sometimes feel Radio 4 is made for me.” 
Male, Post Family, Midlands 

 
 
‘Fresh and new’ – some differences by age  
 
17-21 years. 
Few viewers in this age-group regard TV as being central to their lives: fashion, music, social 
networking and face-to-face socialising are much more important. They will happily watch 
numerous re-runs of shows like Family Guy, QI, American Dad, Two and a Half Men and 
South Park whilst multi-tasking, without actively requiring anything ‘fresh and new’. They 
certainly don’t judge broadcasters against this criterion.  
 

“I’d put gaming before TV. And music. I like Horizon. My parents watch a lot of BBC.” 
Male, Student, South 
 
“TV is TV isn’t it – it’s nice when you want some downtime, but it’s not essential.” 
Female, Student, North 

 
 
Pre-family 20-somethings 
Perceptions in this age-group are coloured by the fact that they tend to use TV for shows 
they actively love, rather than as default entertainment. They don’t rely on TV for their 
entertainment, and they don’t necessarily expect the BBC to provide the backbone of their 
viewing – a supply of high quality treat TV is enough to persuade them that the BBC is a 
vibrant and creative organisation. Although they have grown up in a different broadcast and 
media world to the generation above them, for whom TV once was (and for some remains) 
the default entertainment mode, lifestage changes and especially having children can 
increase the importance of TV in their everyday lives. 
 

“Ultimately when I want to watch a series of something I want it available – if I record 
it week on week, then I can come to it when I need to watch it.”  
Male, Pre-Family, Manchester 
 
“I couldn’t tell you what is on the BBC Monday to Friday, not anywhere close, but I 
could tell you what the BBC produce that is good.”  
Male, Pre-Family, Manchester 

 
 
Family 30-somethings 
TV can assume a dual role when people have children and socializing with friends becomes 
less central to everyday life. One the one hand, prime time appointment-to-view programmes 
offer much-needed quality time for couples; on the other, sheer exhaustion can mean that TV 
is watched relatively uncritically much of the time. A desire for quality viewing is thus 
balanced by the need to relax and keep the whole family happy, and use of recordable hard 
drives and iPlayer is as likely to lead to CBeebies and CBBC programming as prime time 
BBC output.  

 
“I’d say as long as it’s good and preferably funny then I am happy.” 
Female, Young Family, London 
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Over 40s 
This research indicates that the less TV people in this age-group watch, the more likely they 
are to regard the BBC as the most ‘creative’ broadcaster – although more selective viewers 
still expect the BBC to provide the backbone of their viewing. This is based on their belief 
that the BBC will always make the best TV across all genres, although some Channel 4 
drama output is regarded as being of comparable quality. There was also an impression that 
the more selective in this age group expect the BBC to fill the role Channel 4 played in their 
youth by making ‘challenging’, ‘innovative’ TV.  
 
 
Over 50s and above 
Based on this research, this audience group appears to be consuming more American TV 
than before, and this is helping to satisfy their desire for ‘fresh and new’ content. We met 
many respondents aged from 50 to 70 and above, who – while still expecting the BBC to 
provide great viewing – feel that they are well served by US drama. However, this audience 
is the most likely to report a lack of broad(ish) BBC drama or comedy which they feel is 
aimed at them – and have the longest-standing relationship with classic content to compare it 
with. Yet it is clear that US programming, especially in the crime genre, is delivering a fair 
amount of quality TV.  
 

“I’m surprised these days how much American stuff I watch. It used to be all BBC. But 
there is more off it (longer runs), and it better quality most of the time.” 
Male, Post Family, South West 

 
 
40-70s Traditionalists 
There does appear to be a smaller grouping of more traditional / mainstream viewers who 
are less inclined towards US shows and currently feel a little underserved. They may be 
aware of content which feels ‘fresh and new’, but they can feel that some of this is aimed at 
an audience that is a little younger and more modern in outlook than themselves. They are 
more likely to express nostalgia for past TV norms (such as ‘variety’ entertainment shows), 
and their viewing tends to focus on the terrestrials, especially ITV1, with digital viewing 
primarily confined to GOLD – although they are also becoming aware of SKY1’s British 
shows. 
 

“Whatever happened to Saturday night TV – shows like The Generation Game and 
Blankety Blank? I used to love all that.” 
Female, Post-Family, North 
 
 
 

5.2.4 Fresh and New – the continuing distinctiveness gap 
 
Despite the findings outlined above, which appear to indicate that most audiences are 
broadly happy with the ability of the BBC to produce outstanding programmes, there remains 
a potential disparity with quantitative measures. A number of factors might help to explain 
this: 
 
 The ‘quality’ bar on both UK and US shows has been raised over the last 4 years, so 

fresh and new TV needs to be seen in even greater relief to be regarded as such – it may 
be that these days content needs to be ‘event’ or ‘schedule-busting TV’ to cut through. 

 
 Given the uptake of new technology, peak viewing can comprise great ‘regular TV’ 

without recourse to or need for new shows, so launching ‘fresh and new’ programming 
becomes increasingly difficult, and gaining credit more difficult still. 



DISTINCTIVENESS 2012	 14

 
 Asking whether the BBC (as an institution) has lots of ‘fresh and new ideas’ is unlikely to 

prompt respondents to recall programmes they have really enjoyed – and so may not be 
a reliable guide to their true experience.  

 
Nevertheless, there is still a gap, although this may differ from group to group and can be 
hard to define. The more selective may suggest that there are fewer programmes today 
which they would regard as ‘quality BBC TV’ – primarily in comedy, but also in drama and 
documentary. Some also feel there is an over-reliance on panel shows (however much they 
enjoy their favourites).   
 

“I’m not sure I want loads of fresh and new… I think I want great TV.” 
Female, Young Family, London 
 
“I tend to forget about them being outstanding because they're always there" 	
Male, Pre-Family, Manchester 

 
Given the complexity of the broadcast environment, it is hard to say whether this perceived 
lack of ‘quality BBC TV’ is a case of ‘quality shows not existing, or of quality shows just not 
finding their way onto people’s radar. Arguably it’s a bit of both, given that more selective 
audiences are: 
 
 More likely to know what’s new on the BBC than other people – they are more on the 

lookout for new, quality shows 
 

 Watching more quality TV elsewhere than ever before via digital channels, LoveFilm and 
catch-up 

 
As outlined above, is important to bear in mind that there is a difference between ‘fresh and 
new’ as a conscious, objective expectation of TV in general, and ‘fresh and new’ as a more 
subjective even subconscious sense that the programmes ‘I like’ are not standing still.  
 
BBC: Institution vs Content 
 
There is certainly a difference between the way the audience talks about BBC channels, 
stations and/or shows – and the way they talk about ‘the BBC’ itself. 
 
While many appear reluctant to relinquish their rather comforting view of the BBC as an 
institution, we frequently heard people revising their perceptions of the BBC when confronted 
with the output they love. But even when words like fresh, new, modern and exciting were 
applied to BBC programming, there was little evidence of credit being given to the BBC itself 
– which still tends to be regarded as safe, familiar and worthy. And while this may not be a 
negative when it comes to measuring trust in institutions, it is less helpful for a creative 
organisation. 
 
 

5.3 Audience Types and Shows 

5.3.1 Consumer, Citizen, Critic 
 
We identified three ‘faces’, or modes, which the BBC user may display: consumer, citizen 
and critic. (We’ve chosen to use the word ‘consumer’ instead of viewer because this covers 
TV, radio and online content).  
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Consumer Mode 
It is important to bear in mind that for the majority of the time, audiences are first and 
foremost consumers, and are perfectly content with this. Consumer mode is the default mode 
for their experience of the BBC, because their relationship is for the most part with its 
programmes. 
 

“We’re taught to expect more from the BBC – I don’t think it would ever occur to me – 
you know… I mean that the programmes have to be – you know – different from the 
others. I suppose it’s good to know they are not wasting our money….”  
Male, 30s, Young Family. 

 

Citizen Mode 
Most users go into Citizen mode only when they are reminded that, when it comes to the 
BBC, they are not only consumers but also (even if by default) stakeholders: this seldom 
happens while they are watching TV. Although more selective viewers may adopt Citizen 
Mode more readily, for example in response to news items relating to the BBC’s public 
purpose and standards, this research suggests that it is only really activated for the 
mainstream when they are responding in non-habitual contexts. Undertaking research for the 
BBC is one such context, which could help to explain why there can be a disparity between 
the survey results and their actual viewing experience.  
 

“I really don’t think about the BBC like that, unless I’m being asked.” 
Male, Pre-family, North. 

 

Critic Mode 
By this we do not mean simply what happens when people talk to one another about 
programmes they like or dislike: this expression of taste is a by-product of their viewing 
experience.  
 
Rather, we mean a sense among the audience that they are sometimes encouraged by the 
media to think critically about the BBC’s output, and to make a judgment on this basis as to 
whether the BBC is fulfilling its public purpose remit.  
 

“The press bang on about the BBC all the time.” 
Male, Family, North 

 
It is clear from this research that, while viewers are to some degree used to their role as 
Citizens (a role made concrete by the licence fee), they are not entirely comfortable with their 
role as Critics, perhaps because it doesn’t always reflect their everyday expectations and 
experience of TV.  
 
There can be a huge gap between saying ‘I like X’ and making a meaningful critical 
appraisal: someone can find a show ‘outstanding’ in terms of their own viewing experience, 
without being convinced it would or should be considered ‘outstanding’ by others – or in the 
abstract.   
 

“I really love Professional Masterchef, but I wasn’t sure whether to put it on my list 
because it’s not what I’d call ‘outstanding’. I did in the end – because I really love it.” 
Female, Family, South 
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Sometimes the research process itself pushed people to the limits of their willingness to be 
‘Critics’. Impatient with discussion around ‘fresh and new’, a pre family man in Newcastle 
exclaimed: ‘Look, what the BBC do is comfortable, reliable and top drawer.’  
 
This represents an interesting spread of audience benefits, and – although ‘comfortable and 
reliable’ might seem to undermine the idea of ‘fresh and new’ – he meant it positively. He 
explained that one of his favourite shows is Saturday Kitchen, which he watches with his wife 
in bed – after which they go to a Farmer’s Market to buy ingredients. ‘Fresh and new’ in this 
instance is therefore not the big picture, but rather the concrete benefit of a new recipe 
(delivered during the course of an enjoyable show). 
 
This audience perspective may help us to understand the perception gap as the difference 
between values that are absolute and abstract, and experience, which is highly specific and 
contextualised.  
 

How the audience talks about programmes they love 
 
Although audiences are often highly articulate when it comes to discussing the programmes 
they like, they can find it hard to talk about TV from an overtly critical perspective. And while 
the distance between the way they talk about favourite TV shows and reliable measurement 
of these perceptions may seem short, in real terms the divide is great.  
 

“It’s not our job to give out awards, we just enjoy the shows. We’re not here to give 
the BBC pats on the back. Let Bafta give the Baftas.” 
Male, Post-Family, South 

 
The way the audience talk to each other (and most of the time in qualitative groups) is 
idiomatic, dynamic and even vague, relying on numerous linguistic short-cuts and non-verbal 
cues - including facial expression and body language). However, the language used in 
surveys – whilst designed to be natural and idiomatic – is in fact highly codified and by 
definition precise. There is therefore a lot of room for error.  
 
In summary, when it came to talking about TV in Critic mode in our research, people were 
often confused about what they were being asked to do.  
 
So even though this research was based almost entirely on programmes they thought were 
‘outstanding’, our need for a more nuanced, discriminating or critical response often met with 
confusion.  
 

“I keep telling you what programmes I really like. Can’t they just do more of that?” 
Female, Family, Scotland   

 
A remark of this sort doesn’t indicate that the respondent actually (or only) wants ‘more of the 
same’; rather it means she wants more TV she likes, with enough that is ‘fresh and new’ to 
keep it interesting. 
 
 
5.3.2 Two types of audience, two types of show? 
 
The majority of the audience are generally satisfied with what the BBC are providing for them 
in content terms. Indeed, a number said they felt the BBC had ‘improved’ recently, becoming 
a little more contemporary in feel.  
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“I definitely think the BBC has improved over the last five years. I definitely think that.’ 
Female, Family, North.  

 
“I think it is livelier than it used to be.” 
Female, Family, N.I. 
 
“I think it’s less stuffy than it used to be – but they could probably push things on a 
little further.” 
Female, Family, Scotland 

 
Others felt that as long as their staple shows were present, with the odd example of treat TV 
being offered from time to time, the BBC was just ‘there’ and required no further thought on 
their part. 
 

“I think the BBC are having a pretty good time of it at the moment.” 
Male, Post-Family, South West 

 
“The BBC  isn’t there to change television, is it – it’s there to provide the best of the 
best.” 
Male, Pre-Family, Manchester 

 
But there is a section of the audience who do judge the BBC at a deeper level.   
 
In fact, this research indicates that we need only divide the audience into two types – and 
programmes into two categories – to get an accurate picture of need states and attitudes 
towards the BBC.  
 
This will help us to make a better judgment on how they want to be served, and are currently 
being served, in terms of ‘distinctiveness’ and / or ‘fresh and new’. 

Types 
	
Mainstream   (average to above-average amount of viewing)  
More selective  (below-average to average amount of viewing)  

Categories 
 
Quality long-running, familiar, week-in/week-out TV 
Shorter run ‘event’ or ‘treat’ TV  

Types - mainstream 
 
So what do the mainstream viewers want and respond to?  
 
Ultimately, they respond to the shows they enjoy most, which deliver the kind of 
entertainment that they expect from great TV – whether this is represented by the brief 
ascendency of a genre such as reality TV or panel shows, or by their year-on-year staples.  
 
We must remember that we met many, many people whose final choice for two outstanding 
shows included shows they’ve been watching for years (such as Come Dine With Me, at over 
800 episodes) and even decades (Holby City, at just under 600).  
Because they watch more TV then more selective viewers, they tend to watch more 
mainstream entertainment content – but this does not mean that they are unsophisticated in 
their tastes, or that they will not enjoy thoughtful or challenging content when the subject 
matter appeals to them. 
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Types - more selective 
 
More selective viewers are both smaller in number and more comfortable in Critic mode. 
They are not necessarily or exclusively ‘highbrow’ in their tastes – they are also keen 
consumers of content and quite happy to sit back and be entertained – but the more 
selective have a much clearer view of the sort of show that they believe only the BBC can 
make.  
 
So what is it that the ‘discerning’ expect from the BBC? Perhaps it might be best described 
as ‘iconic’ TV: creative work that represents contemporary culture at its best.  
 
This kind of TV is not to be confused with ‘traditional’ or ‘conservative’ TV: these more 
selective viewers understand that the great shows of today are informed by a history of 
ground-breaking programming in genres such as: 
 
 Comedy, from 50s radio to Monty Python to The Young Ones to The Mighty Boosh 
 Drama, from British theatre in the 50s to Dennis Potter, Boys From The Blackstuff and 

Our Friends in the North 
 Period drama – includes old favourites, but also The Crimson Petal And The White, The 

Hour and to some degree even Sherlock.  
 

“They have a whole history of great comedy – everything started there, or at least on 
BBC radio. I remember watching the first episode of the Young Ones and being 
shocked and then thinking, they always do this. You’ll find they’re pretty much first 
when it comes to comedy. Even Mrs Brown’s Boys” 
Male, Post-Family, South 

 
More selective viewers therefore regard the BBC as a creative institution with responsibilities 
to the culture of the nation – and while this audience type can and does enjoy the BBC’s 
mainstream output, and were indeed generally positive, they are by definition more 
demanding when it comes to the BBC’s commitment to and delivery of new ‘distinctive’ 
content. 
 

“I notice if they (the BBC) aren’t doing enough drama or comedy for me. I just notice 
it. I don’t think that about any other channel. So I suppose I do think about them 
differently.” 
Female, Young family, South 

 
The research also indicated that the two audience types would use their PVRs in slightly 
different ways:  
 
Mainstream viewers’ PVRs are likely to feature a good deal of regularly broadcast TV.  
 
More selective viewers will be using their PVR’s to spread out ‘event’ or ‘treat’ TV (they will 
also do this using DVDs or LoveFilm) as a reliable alternative to broadcast TV. 

 How much is the audience in need (and aware) of new shows? 
 
From this research, we know that the emotional bonds audiences have with ‘quality familiar’ 
TV are strong. While they can always record or catch up with both new or ‘event’ TV and 
their staples, it is the staples that have most meaning for them in the long term – and which 
represent a more modest, but nevertheless important ‘treat’ each day.  
 
This begs the question: how often are viewers who have plenty of ‘quality familiar TV’ 
available to give this up for ‘fresh and new’ content? 
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If audiences are generally happy with the content they are consuming, it would be tempting 
to assume that it is hitting the higher end of the ‘fresh and new’ metric: happiness in this 
context relies on their feeling that TV is refreshing itself and supplying enough that is ‘new’ to 
interest them.  
 
But this assumption is based on the definition of ‘fresh and new’ as an audience feeling 
about TV it likes and wants to watch, rather than a more aspirational, critical marker 
designed to keep broadcasters on their toes.  
 
The more selective tend to look for a continuous supply of shorter run ‘treat’ TV, moving from 
one high quality series to another. Even if they expect the BBC to provide much of this 
programming, and for the most part acknowledge that they do, they are always keen for 
more.  
 
It is however important to remind ourselves of the increasingly acute problem of marketing 
clutter across all media, making it harder for viewers to notice when ‘new’ content is 
available; and the availability of the ‘easy choice’ of watching a DVD box set or film via the 
various access points outlined above.  
 

5.4 Other Important Attributes for BBC Programming 

 
Thought-provoking and Relatable  
 
These two descriptors emerged time and time again with regard to BBC content, and relate 
closely to what many in the audience experience as ‘distinctive’.  
 
We should not think of these words as illustrating different benefits, but rather as a way in 
which audiences articulate their experience of BBC content. 
 
‘Thought-provoking’ turned out to have a very wide application in this context (by no means 
confined to serious drama or current affairs, for example) - while ‘relatable’ was the word that 
came up spontaneously in most groups when no other word quite defined their experience. 
Very often programmes were seen as ‘thought-provoking’ because they were relatable, 
illuminating some aspect of respondents’ own lives. 
 
The terms thought-provoking and relatable are not mutually exclusive, and might be used in 
relation to an issue-based story in EastEnders that was of particular relevance to a viewer; or 
to Holby City offering an insight into nursing; or to Masterchef suggesting something you 
really want to cook or eat in a context that excites and or inspires; it might relate to Rev 
making you think about the Anglican church; or to Have I Got News For You or Question 
Time offering a new angle on the news. They are terms, in other words, which can be used 
to refer to a very wide range of content. 
 

“My sister’s a nurse, so it’s always interesting to hear what she has to say about the 
way they show the nursing in Holby – what’s accurate and what isn’t.” 
Female, Family, South 
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“The BBC just has reliable, quality stuff that makes you think, doesn’t it.” 
Female, Family, London 
 
But we must not forget that these shows are also experienced first and foremost as being 
entertaining - it’s just that ‘entertainment’ is not the only thing that these shows provide. They 
rarely represent pure escapism: there is something beyond this in the show which invites and 
rewards attention. 
 
It could be argued that all great TV achieves this, but the audience we met in our research 
argued that the BBC seems to do it better and more often than anyone else – and that it is 
rare for a BBC programme to be entirely without it.  
 

“Even with their soaps or whatever you know there is a quality bar they will stay 
above,” 
Male, Pre-Family, Manchester 
 
“The BBC do seem to be more imaginative in creating all these dramas.”  
Male, Young Family, Scotland  
 

 
Quality – and how it relates to Distinctiveness 
 
In our research experience, the word ‘quality’ is frequently used to describe BBC 
programming. However, it could be argued that ‘quality’ is a hygiene-factor for all TV these 
days, meaning little more than ‘something I really like’. So we need to understand what the 
audience mean by ‘quality’ when it comes to the BBC, and to establish whether it is different 
from other TV, or not. 

 
“Most of their stuff is quality – thought-provoking…it’s the best for news.” 
Male, Family, London 

 
This research has provided some evidence that it is different, and has helped us to establish 
what this difference might be. In essence, the audience appears to have a subconscious 
sense, latent and not easily articulated, that the BBC takes ‘greater pains’ making their 
programmes than other UK broadcasters. 
 
There appears to be a consensus that more effort, more thought and more care go into a 
BBC programme (of any sort) than into a great many shows they watch from elsewhere. Our 
research indicates that this sense of effort, thought and care represents another aspect of 
distinctiveness, although this may be hard to measure quantitatively. 
 

“You know the BBC will take the time and spend the money to get it right, don’t you.” 
Female, Young Family, London 

 
This perception of greater effort, thought and care may in fact be where the BBC is at its 
most distinctive, but it may still be difficult to measure, at least in the kind of quantitative 
metrics used in surveys.  
 

Challenging content 
 
Many of our respondents expressed the view that the BBC still, in their words, plays it ‘safer’ 
than its main competitors. The implications of this view differ across different audience 
constituencies: 
 



DISTINCTIVENESS 2012   
	

21

 Some feel that the BBC could sometimes afford be a little more controversial and 
subversive in ways they think C4 used to be 
 

 Others would regard investment in long-form serious drama as bold commissioning 
 

 While others want the BBC to reflect ethnic and social diversity across more of its output  
 
We did meet a few over 40s who expect the BBC to deliver the bold and uncompromising 
programming that they grew up expecting from Channel 4.  
 

“The BBC do tend to play it safe.” 
Male, family, London 
 
“It’s like EastEnders is the only place where you see black people, working class 
people – you do see diversity on that show, but it’s like they put all their eggs in one 
basket. It should be more widespread.” 
Female, family, London 

 
Ironically, this may suggest that some viewers grow out of Channel 4 and into the BBC – but 
not the BBC of Antiques Roadshow or Gardener’s World, rather contemporary, grown-up 
BBC TV that has depth and / or seriousness. Some more selective viewers still associate 
earlier incarnations of BBC TWO with art and culture content, but this research demonstrated 
that BBC FOUR’s content is increasingly cutting through – via its social, science and 
(particularly) music documentaries. 
 

“[BBC Four] - it’s an important channel for the BBC. It’s like its [the BBC’s] roots. Like 
what it used to do in its heyday.” 
Male, Edinburgh. 
 

Arguably, where the BBC is perceived as being bolder (for example in the ambition of its 
factual shows), or less safe (for example in its comedy commissioning), respondents can be 
underwhelmed. They either: 
 
 Regard this either as what the BBC has always done (big factual)  
 Or as something that has become slightly ghettoized on BBC Three (new comedy) 
 
We did encounter a few respondents who felt that BBC panel shows were now ‘playing it 
safe’, even when they represented its target audience: we shouldn’t, however, lose sight of 
the fact that Have I Got News For You and QI rated high in the overall list of outstanding TV. 
 
Some related their sense of the BBC ‘playing it safe’ to issues of class and ethnic diversity, 
arguing that this was under-represented in BBC programming – with ‘EastEnders’ the 
exception that proved the rule. 
 

“I don’t know, I think EastEnders is quite out there in some of the stories.” 
Male, Young Family, London 

 
However, across the labs, depths and hubs there was acclaim for bold and risky BBC 
content, including Rev, The Shadow Line and Sherlock.  
 

“It’s only now we know that Sherlock’s brilliant – it could have been a disaster.” 
Male, Family, South  
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“The BBC just seem prepared to take a risk where others might not, I think.”  
Female, Family, London 

	

5.5 Going Forward 

Improving the return path of credit back to the BBC 

 
Taking into account all the factors outlined above, it is clear that the BBC as a creative 
organisation does not always get the credit for audience appreciation of its shows and 
channels.  
 
When framing measurement criteria, it may be risky to assume a level of audience 
involvement when answering survey questions that goes beyond programme level – in 
particular that: 
 
 The audience will naturally understand why certain questions are being asked 
 The audience will work to understand the subtleties of meaning in words and phrases 

offered to them 
 
Of course, neither of these assumptions can reliably be made – and based on this research, 
using quantitative tools to measure something that is experienced so subjectively may be 
highly restricting.   
 
Using a qualitative methodology, starting from the audience’s own choice of ‘outstanding’ 
shows, has yielded a number of findings that are clearly central to today’s viewing attitudes 
and behaviour – but which aren’t being picked up by the metrics currently being used to 
measuring this. 
 

Subtler measurement 
 
One of the key implications of this research is that audience appreciation of the BBC, and 
specifically of what they consider ‘fresh and new’, is rich and subtle: this makes it difficult to 
be measured accurately. This relates in particular to our findings in the following areas: 
 
 the audience’s association of ‘outstanding’ content with the relatively pragmatic terms 

‘thought-provoking’ and ‘relatable’ 
 

 their subconscious sense of the BBC taking greater pains over its programming 
 

  the desire in at least part of the audience for what they regard as iconic content from the 
BBC 

 
However, this doesn’t mean that their appreciation of the BBC is particularly deep or strong 
in the context of their everyday lives. Paradoxically, the relationship is at its strongest and 
deepest when it comes to their favourite shows, which are frequently of the ‘quality familiar’ 
variety. This content is often more embedded in their lives than ‘event’ or ‘treat’ TV, where 
the initial impact might be richer and more overtly appreciated, but the long-term effect more 
transitory. 
 
This research also indicates that while there is always a desire for ‘fresh and new’, there isn’t 
always a lot of room for it in viewers’ own schedules.  
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6. CONCLUSIONS 
 

o Based on this research, the BBC is performing robustly compared to other 
broadcasters when it comes to providing entertaining, stimulating content – especially 
‘quality familiar’ and ‘event’ or ‘treat’ TV. 

 
o ‘Fresh and New’ remains an important measure of how audiences feel about the 

content they watch, but it has two quite different dimensions: 
 

 The personal experience of watching TV I love on a day to day basis  
 The external sense or expectation that broadcasters are striving for this 

 
o The BBC’s identity as an institution tends to reframe how people perceive its actual 

content – and in terms of the objectives of this research, this has a negative effect. 
BBC programmes tended to elicit entertainment adjectives; the BBC as an institution 
tended to elicit corporate values.  

 
o When it comes to making pronouncements about the BBC content the audience has 

three modes: Consumer (happily, naturally), Citizen (only when asked), Critic 
(reluctantly and with difficulty). 

 
o There does seem to be a consensus, based on audience perceptions, that individual 

BBC content has more to offer – because of its ‘taking pains’ to make quality content 
 

o The best of this content is variously described as ‘thought-provoking and / or 
relatable’ – in other words, offering something beyond surface engagement 

 
o Although it may well reflect the audience once again judging the BBC more as an 

institution and less on its content, there is a desire for the BBC to be ‘less safe’ and 
take more risks in its programming 

 
o The TV environment has changed significantly, and this means that ‘great 

programmes’ are more widespread and more accessible, making cut-through much 
more difficult 

 
Crucially, this means that measuring the BBC’s performance in these areas may 
necessitate refining quantitative measurement tools in addition to using qualitative 
findings. 
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Appendix II 
 
SSCA Maps 
 
 
SSCA: Small Sample Correspondence Analysis is a statistical technique which allows us to 
take a multi-dimensional set of relationships eg. several TV channels plotted against a whole 
series of potentially unrelated characteristics eg. Bold, Repetitive, Funny etc 
  
This would naturally result in a multi-dimensional graph that was virtually impossible to read 
and even harder to plot. 
  
However using SSCA we can use the Euclidian distance and the correlation between pairs of 
attributes (and their corresponding association with each channel) to create a two 
dimensional graph. 
  
Attributes that tend to be aligned in terms of correlation to each other or a channel will tend to 
group. 
Attributes that are very unrelated will be far apart. 
  
Crucially the resulting graph does not have pre-defined axis. We are left to intuit what they 
must be based on the spread of the attributes. 
  
But what we can see in a 2 dimensional space is what attributes tend to correlate with which 
other attributes and which channels. 
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Small Sample Correspondence Analysis: Channels and Attributes (See Appendix 1) 
 
Overall Map  
 
Naturally we have two major clusters of attributes, negative and positive. ITV1 and ITV2 and 
Five are at the centre of the negative attributes. BBC One is very much at the centre of the 
positive attributes. With C4 pulling the graph to its widest positive point, because it is the 
furthest in perception from the negatives.  
 
BBC Two and Four, while very much closest to positive cluster, is pulled slight up and away 
and towards a negative perception ‘too serious’.  
 
Magnified Map 
 
BBC One is surrounded by some of the ‘bigger’ attributes, sitting directly between Stimulating 
and Innovative, and close to Ambitious, Outstanding, Innovative, Challenging; much of which 
is shares with Channel 4, although it seem C4 is almost synonymous with Unique.  
 
Is clear from this survey, the BBC One is very healthy as the BBC’s flagship channel.  
 
Interestingly, Stimulating and Enriching are where they are because they have some 
resonance with BBC One, and in the top half because of BBC Two and Four. One can 
surmise without the more traditional perceptions of Two and Four by some viewers, these 
two channels would be much closer these two attributes.  
 
BBC Three, while sitting inside the positive cluster, is on its outer edge, but is equidistant 
with Surprising, Exciting, Fresh, New, and closer to these last two than any other channel. 
[Of note, Fun as an attribute is both very separate from all other attributes, suggesting that as 
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an active descriptor, it’s less relevant to TV; and it appears to be wholly owned by Comedy 
Central.] 
Sky1 appears to be in a very interesting and enviable position, close to Creative, Imaginative, 
Different, but our view is this is because channel perceptions haven’t coalesced so this 
position may be the result of widely differing perceptions, but there is also the strong chance 
Sky1 as a channel benefits from the halo effect being the platform for many channels and 
general perception of Sky itself as technologically creative and innovative brand.   
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Appendix III 
 
Overview of Methodology 
 
This project used our Audience 360o Methodology  
 

o Audience Labs: 2 audience types in plenary and break-out sessions, 2.5hr groups, 
semi-formal environment 

 
o Social Hubs: 4-5 friends, 1.5+hrs, informal and familiar social environment 

 
o Family Depths: all members of the family in the family home 

 
In total we meet almost 160 people, spanning ages from 11yrs to 70+yrs, in all the nations 
and regions of the UK.  
 
Units were divided up according to life-stage, broad genre preference, broad channel affinity, 
SEG. Recruitment provision was made for BMEs, those with disabilities and alternative 
lifestyles (see Appendix III 
 
Key methodological thoughts which helped develop our approach:  
 

1. The need for a full and unbiased picture of how and what broadcast media is being 
consumed  

 
2. To make no presumptions in terms of the variety of programmes the audience enjoy, 

want to see and / or language used to describe them 
 

3. For the discussion to be led by the audience based on programmes they watch 
 

4. To allow perceptions of the BBC to arise spontaneously before formal exploration of 
current perceptions 
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Sample Frames 
 
 
Audience Labs 
London 

 
Belfast 

 
Wales 

 
Edinburgh 

 
Newcastle 

BBC One 
Post family 
Drama 

BBC Two 
Older 
Factual 

BBC One  
Young family 
Drama 
 

BBC Two 
Post family 
Docs 

BBC Four 
As they fall 

BBC One  
Older family 
Ents 

BBC Two 
Young family 
Comedy 

BBC Two 
Pre-family 
factual 

BBC Two 
Family  
Factual  
 

BBC Three 
Pre-family 
comedy 

 
 
Social Hubs  
Kent 

 
Manchester 

 
South West 

 
Glasgow 

 
Mid Wales 

BBC One 
Post family 
 

BBC One 
Family  

BBC One 
Pre-family 

BBC Two 
Post-family 

BBC Two 
Singleton 

BBC Three 
Pre-family 

BBC Three 
Singleton 

BBC Four 
As they fall 

BBC Four 
As they fall 

BBC One 
Family 

 
 
In- Home Family Depths (locations as for Social Hubs) Mobile user depths 

Post 
family  
BBC 
One / 
Two 
 
BC1 

Older family 
Mainstream 
BBC ONE / 
Two 
 
BC1 

Older family 
Mainstream 
BBC ONE 
 
 
 
C2(D) 

Young family 
Mainstream  
BBC One / 
Two 
 
BC1 

Young 
family  
BBC One 
 
 
 
C2D 

Pre-family  
 
 
 
 
BC1 

Pre-
family 
 
 
 
 
C1C2 
 

 
 



DISTINCTIVENESS 2012   
	

33

Discussion Guide 
 
 
Pre-Task 
Simple pre-task suggestion: in advance, all respondents to list 5-10 TV shows they would 
regard as ‘outstanding’ to them in the last year. We will then write these down on strips of 
card (moderator who is not doing plenary to do this) – this way we’ll have an audience-
generated card sort. We will have spares to write down any shows that come up during the 
group.  
 
SSCA 
5 minutes: respondents complete SSCA on arrival 
 

Discussion Guide 

Plenary Session – 10 mins  
 
Introduction (including: While we are going to concentrate on TV programmes for the most 
part, please do mention when you feel anything we talk about is relevant to radio shows you 
listen to)  
 

o When was the last time you recommended a show to someone? 
o What about some recommending a show to you?  
o What was it? Why?  
o Did anyone receive or buy for someone else DVDs of TV shows for Xmas? What? 

Why that?  
o If you could have a box set of any TV show from the last 18 months, what would it 

be? Why that?  
o What’s the one thing that makes a TV show stand-out in your opinion? 

 
 
 
 

Individual Groups 

Warmer – 5 mins  
 

o What TV programme did you most enjoy over Christmas (self / family)? 

Pre-task discussion – 20 mins 
 

o Display the shows people have chosen in the pre-task 
o Discuss why people have chosen these particular shows as being outstanding?  
o What words would you use to describe the shows chosen? 
o How are they different from other shows you watch? 
o Now we’ve discussed the topic, and based on the way we’ve described the shows, 

are there any you want to add / take away? 
 
Ask respondents to divide up shows according to which channels broadcast them 
 

o What does this say about the respective channels? 
o What about the broadcasters more generally?  

Channels – 20 mins  
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Card Sort (in 2007 BBC and ITV portfolios weren’t yet bedded in so we should look at these 
in more detail) 
 
BBC 1,2,3,4; ITV 1,2,3,4; C4, E4, More4; Five, Five US; Sky 1, Sky Living, Sky Arts; Comedy 
Central, FX, Dave, Gold, Yesterday 
 

o Ask respondents to divide into favourite channels. (discard for a moment those not 
picked) Why those channels?  

o Which has the highest amount of ‘new’ shows 
o If you had to order them in terms of providing ‘the best’ TV 
o If you have to pick a single broadcaster, which would it be and why? How would you 

describe the shows it commissions to make you choose it?  
o Which of the channels is most likely to surprise you with a great show?  

Word – 20 mins  
 
Note to respondents (can we judge channels and their shows over the last 18 months rather 
than taking a longer view) 
 
(shows in blue to go in SSCA 
 
Distinctive 
Exciting  
Fresh    
Original 
Stand-out 
Thought-provoking   
New       
Innovative 
Different 
With intelligence 
Thoughtful  
Surprising  
Fun  
Unique   
Controversial  
Imaginative  
Outstanding  
Creative  
Ambitious 
Enlightening   
Enriching  
Impressive 
Challenging 
Artistic Integrity 
(add any words that have come up)  
 

o Can you divide these words into strong positive / neutral / strong negative – for you 
when it comes to taking about the kinds of programmes a channel / broadcaster 
might make?  

o If you had to divide these words up between the channels, where would they go? 
Why?   

o If you pick one/two of the shows you first chose as ‘outstanding’ – which two words 
describe it? 
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Eg. To me “Frozen Planet” is ………….. and ………….. ; To me Downtown Abbey is 
………….. and ………….. . 
 
Make sure everyone does this and reads aloud their response.  

Reconvene 5 minutes  
 

o Quick playback of key shows / words: moderators to choose two or three respondents 
who were passionate advocate for a show and ask them to feed back to the other 
group  

Five key words to have been decided on from each group – so 10 altogether to take into 2nd 
half.  

Break  - 10 minutes 
We should have just under an hour left.  

Individual Groups 

Behaviour and Usage - 30 minutes 

Radio  
o Given all we’ve talked about – how does radio fit into this? 
o What radio stations do you listen to?  
o Which words would you use to describe the radio you love best? (from the 10)  
o Would you add any words?  Why those?  
o What does radio offer you that TV does not? 
o How big a part is Radio in your relationship with the BBC? (if big, spend a bit of time 

exploring) 

Current Affairs 
o We’ve mostly stuck to broadly entertainment shows: are there any current affairs 

shows you want to talk about that you particularly like? What words would you 
choose to describe the current affairs shows you like? Why those words? 

PVRs / + boxes (not all will have one) 
o What effect does being able to record / series link have on the shows you love? 
o Do you record stuff you’re not sure about only to discover how good they are? What? 
o Do you think PVR’s mean you watch better TV more of the time, compared to ‘the old 

days’?  
o Has anyone kept something and watched it more than once? What? 

Online / Remote 
o Has On-Demand (e.g. iPlayer, 4OD) made a difference to how anyone feels about 

the shows they watch? (eg are you missing fewer programmes you love?) 
o What about extra info on programming pages online – do you go / does it impact how 

you judge a show? Any positive / negative examples? 
o Does anyone watch TV on their smartphone / tablet? What / when? 
o Do you use On-Demand to discover programmes that you might not otherwise find? 

Have you discovered anything that’s given you particular satisfaction? 
o Does OD have an impact on what TV shows you choose watch? (eg. Rarely settle for 

something) 
o  Did you watch any of the shows you picked before you came online at any point? 

Which? How important is being able to see things OD for you?  

What is missing / too much off? 
o Given all the shows / types of shows we’ve discussed is there anything missing you’d 

like to see?  
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o Is there too much of anything? What / why?  

BBC – 30 minutes 
 
Tell respondents we are going to concentrate on the BBC now, rather than as a historical 
entity.  
 

o How do you feel about BBC TV and radio output at the moment? Do you think you’re 
watching more / less; does the output feel strong / weak at the moment. Why, why, 
and then why again?  

o What genres (factual / comedy / drama / entertainment) do you think the BBC are 
doing well at the moment (use programme cards to remind them) and what less well?  

o What would you like to see the BBC concentrate on? 
 
Propositions 
 
“Because of the way the BBC is funded it needs to make programmes that are ………….. 
and ………….. from other broadcasters” 
 

o First: whatever word(s) we put in, do you believe this is right – that the BBC needs to 
be different, in whatever way?  

o What word or words would you place there? Why? 
 
“Of the main broadcasters, the BBC’s programmes are more ………….. and ………….. than 
other broadcasters…” 
 
Do say you know this is not an easy task and there is so much that fits across lots of 
channels / broadcasters – but if they had to choose… 
 

o Why those words?  
 
“The words I would use to describe the best of BBC’s programmes are ………….. and 
………….. ” 
 
What words and why? 
 
“I wish the BBC could make more programmes that were more …………..&…………. ” 
 
What words and why? 
 
If we have time, move onto other broadcasters, starting with the one the group seems to 
enjoy most (if not the BBC).  

Reconvene – 10 minutes  
What have we learned?  Moderators to help share responses with the group.  
 
Summing up 
What can the BBC do to demonstrate that it is committed to making the best television / radio 
/ online content it can for you. It can be anything. 
 
 
 


