
APPENDIX F 
Extracts from the BBC Editorial Guidelines 
 
The full text of the BBC Editorial Guidelines is available at 
www.bbc.co.uk/guidelines/editorialguidelines/
 
 

Section 1: The BBC’s Editorial Values 
 
Truth and Accuracy 
We strive to be accurate and establish the truth of what has happened. Accuracy is more important 
than speed and it is often more than a question of getting the facts right. We will weigh all relevant 
facts and information to get at the truth. Our output will be well sourced, based on sound evidence, 
thoroughly tested and presented in clear, precise language. We will be honest and open about what 
we don’t know and avoid unfounded speculation. 
 
Impartiality and Diversity of Opinion 
We strive to be fair and open minded and reflect all significant strands of opinion by exploring the 
range and conflict of views. We will be objective and even handed in our approach to a subject. We 
will provide professional judgments where appropriate, but we will never promote a particular view on 
controversial matters of public policy, or political or industrial controversy. 
 
Editorial Integrity and Independence 
The BBC is independent of both state and partisan interests. Our audiences can be confident that our 
decisions are influenced neither by political or commercial pressures, nor by any personal interests. 
 
Serving the Public Interest 
We seek to report stories of significance. We will be vigorous in driving to the heart of the story and 
well informed when explaining it. Our specialist expertise will bring authority and analysis to the 
complex world in which we live. We will ask searching questions of those who hold public office and 
provide a comprehensive forum for public debate. 
 
Fairness 
Our output will be based on fairness, openness and straight dealing. Contributors will be treated 
honestly and with respect. 
 
Privacy 
We will respect privacy and will not infringe it without good reason, wherever in the world we are 
operating. Private behaviour, correspondence and conversation will not be brought into the public 
domain unless there is a clear public interest. 
 
Harm and Offence 
We aim to reflect the world as it is, including all aspects of the human experience and the realities of 
the natural world. But we balance our right to broadcast and publish innovative and challenging 
content with our responsibility to protect the vulnerable. 
 
Children 
We will always seek to safeguard the welfare of children and young people who contribute to and 
feature in our content including their right to be heard, wherever in the world we operate. We will also 
schedule content which might be unsuitable for children appropriately. 
 
Accountability 
We are accountable to our audiences and will deal fairly and openly with them. Their continuing trust 
in the BBC is a crucial part of our contract with them. We will be open in admitting mistakes and 
encourage a culture of willingness to learn from them. 
 
Any proposal to step outside these guidelines must be discussed with Controller Editorial 
Policy. 
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Section 4: Impartiality and Diversity of Opinion 
 
Impartiality lies at the heart of the BBC’s commitment to its audiences. It applies across all of our 
services and output, whatever the format; from radio news bulletins via our web sites to our 
commercial magazines and includes a commitment to reflecting a diversity of opinion.  
 
The Agreement accompanying the BBC’s Charter requires us to produce comprehensive, authoritative 
and impartial coverage of news and current affairs in the UK and throughout the world to support fair 
and informed debate. It specifies that we should do all we can to treat controversial subjects with due 
accuracy and impartiality in our news services and other programmes dealing with matters of public 
policy or of political or industrial controversy. It also states that the BBC is forbidden from expressing 
an opinion on current affairs or matters of public policy other than broadcasting.  
 
Special considerations apply during the campaign periods for elections. See Section 10 Politics and 
Public Policy. 
 
In practice, our commitment to impartiality means:  
 

• We seek to provide a properly balanced service consisting of a wide range of subject matter 
and views broadcast over an appropriate time scale across all of our output. We take 
particular care when dealing with political or industrial controversy or major matters relating to 
current public policy. 

 
• We strive to reflect a wide range of opinion and explore a range and conflict of views so that 

no significant strand of thought is knowingly unreflected or under represented. 
 

• We exercise our editorial freedom to produce content about any subject, at any point on the 
spectrum of debate, as long as there are good editorial reasons for doing so. 

 
• We can explore or report on a specific aspect of an issue or provide an opportunity for a 

single view to be expressed, but in doing so we do not misrepresent opposing views. They 
may also require a right of reply. 

 
• We must ensure we avoid bias or an imbalance of views on controversial subjects. 

 
• The approach to, and tone of, BBC stories must always reflect our editorial values. 

Presenters, reporters and correspondents are the public face and voice of the BBC; they can 
have a significant impact on the perceptions of our impartiality. 

 
• Our journalists and presenters, including those in news and current affairs, may provide 

professional judgments but may not express personal opinions on matters of public policy or 
political or industrial controversy.  Our audiences should not be able to tell from BBC 
programmes or other BBC output the personal views of our journalists and presenters on such 
matters. 

 
• We offer artists, writers and entertainers scope for individual expression in drama, arts and 

entertainment and we seek to reflect a wide range of talent and perspective. 
 
• We will sometimes need to report on or interview people whose views may cause serious 

offence to many in our audiences. We must be convinced, after appropriate referral, that a 
clear public interest outweighs the possible offence. 

 
• We must rigorously test contributors expressing contentious views during an interview whilst 

giving them a fair chance to set out their full response to our questions. 
 

• We should not automatically assume that academics and journalists from other organisations 
are impartial and make it clear to our audience when contributors are associated with a 
particular viewpoint. 
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ACHIEVING IMPARTIALITY 
 
Impartiality must be adequate and appropriate to our output. Our approach to achieving it will 
therefore vary according to the nature of the subject, the type of output, the likely audience 
expectation and the extent to which the content and approach is signposting.  
 
Impartiality is described in the Agreement as “due impartiality”. It requires us to be fair and open 
minded when examining the evidence and weighing all the material facts, as well as being objective 
and even handed in our approach to a subject. It does not require the representation of every 
argument or facet of every argument on every occasion or an equal division of time for each view.  
 
News, in whatever form, must be presented with due impartiality. 
 
“CONTROVERSIAL SUBJECTS” 
 
In the United Kingdom controversial subjects are issues of significance for the whole of the country, 
such as elections, or highly contentious new legislation on the eve of a crucial Commons vote, or a UK 
wide public sector strike. See Section 10 Politics and Public Policy.  
 
In the nations and regions of the UK, controversial subjects are those which have considerable impact 
on the nation or region. They include political or industrial issues or events which are the subject of 
intense debate or relate to a policy under discussion or already decided by local government.  
 
In the global context, some controversial subjects such as national elections or referendums will 
obviously have varying degrees of global significance but will be of great sensitivity in the country or 
region in which they are taking place. We should always remember that much of the BBC’s output is 
now available in most countries across the world.  
 
We must ensure a wide range of significant views and perspectives are given due weight in the period 
during which a controversial subject is active. Opinion should be clearly distinguished from fact. When 
the issues involved are highly controversial and/or a decisive moment in the controversy is expected 
we will sometimes need to ensure that all of the main views are reflected in our output. This may 
mean featuring them in a single programme, or even a single item.  
 
BBC online sites covering controversial subjects may offer links to external sites which, taken 
together, represent a reasonable range of views about the subject. We should normally try to ensure 
that when we link to third party sites this does not give strong grounds for concern that this breaches 
the law or the BBC Editorial guidelines on harm and offence.  
 
Any approach by a government department to relay official controversy must be referred to 
Chief Adviser Politics. 
 
WHERE BBC CONTENT OR THE BBC IS THE STORY 
 
Our reporting must remain accurate, impartial and fair even when our content, or the BBC itself, 
becomes the story. We need to ensure that our impartiality is not brought into question and presenters 
or reporters are not placed in a potential conflict of interest. It will be inappropriate to refer to either the 
BBC as “we” or the content as “our”. There should also be clear editorial separation between those 
reporting the story and those responsible for presenting the BBC’s case. 
 
IMPARTIALITY IN SERIES 
 
In achieving impartiality a series of programmes on the same service may be considered as a whole. 
The Agreement states that in this case due impartiality does not require absolute neutrality on every 
issue or detachment from fundamental democratic principles. For this purpose there are two types of 
series: 
 
Programmes dealing with the same or related issues, within an appropriate period and clearly 
linked. In this case a series can include a strand with a common title, or two programmes (such as a 
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drama and a debate about the drama) or a season of programmes on the same subject. These 
programmes need to achieve impartiality across the series or over a number of programmes within the 
series. The intention to achieve impartiality across a number of programmes should be planned in 
advance and normally made clear to the audience when the first programme is transmitted or when 
practicable. 
 
Programmes dealing with widely disparate issues from one programme to the next but also 
clearly linked as a strand with a common title. These should normally achieve impartiality within 
individual programmes, or across two or three editorially linked programmes, rather than across the 
strand as a whole. 
 
We cannot achieve impartiality in this context by ensuring other view will be heard on other 
services. 
 
IMPARTIALITY AND DRAMA 
 
When drama realistically portrays living people or contemporary situations in a controversial way it has 
an obligation to be accurate and to do justice to the main facts. If the drama is accurate but is a 
partisan or partial portrayal of a controversial subject we should normally only proceed if we believe 
that its insight and excellence justify the platform offered. Even so we must ensure that its nature is 
clearly signposted to our audience. When a drama is likely to prove particularly controversial we must 
consider whether to offer an alternative view in other output on the same service. 
 
PERSONAL VIEW AND AUTHORED PROGRAMMES AND WEBSITES 
 
We have a tradition of allowing a wide range of individuals, groups or organisations to offer a personal 
view or opinion, express a belief, or advance a contentious argument in our programmes or on our 
websites.  
 
Personal views can range from the outright expression of highly partial views by a campaigner, to the 
authored view of a specialist or professional including an academic, scientist, or BBC correspondent, 
to those expressed through contributions from our audiences. Each can add to the public 
understanding and debate, especially when they allow our audience to hear fresh and original 
perspectives on well known issues.  
 
Content reflecting personal views, or authored by an individual, group or organisation, or contributed 
by our audiences, particularly when dealing with controversial subjects, should be clearly signposted 
to audiences in advance. Personal view and authored programmes and websites have a valuable part 
to play in our output. However when covering controversial subjects dealing with matters of public 
policy or political or industrial controversy we should: 
 

• Retain a respect for factual accuracy. 
 
• Fairly represent opposing viewpoints when appropriate. 

 
• Provide an opportunity to respond when appropriate for example in a pre-arranged discussion 

programme. 
 

• Ensure that a sufficiently broad range of views and perspectives is included in output of a 
similar type and weight and in an appropriate time frame. 

  
It is not normally appropriate for BBC staff or for regular BBC presenters or reporters associated with 
news or public policy related programmes to present personal view programmes on controversial 
subjects. 
 
Online we may provide people with information and a place to meet and campaign on specific issues 
including matters of political or industrial controversy or matters relating to current public policy. 
However it is important that we observe the following: 
 

• The BBC cannot endorse or support any personal views or campaigns. 
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• There should be a clear distinction between BBC content and content created by our users. It 

should also be clear what resources we are providing. 
 

• Users should not campaign explicitly for or against political parties or candidates. This is 
particularly important in the period before an election (usually 25 working days before polling 
day).  

 
• The site should not be used to promote commercial campaigns or fundraising.  

 
• Broadcast coverage of campaigns featured on a BBC site should treat these campaigns in 

exactly the same way as any other campaigns.  
 

• Candidates in a forthcoming election must not contribute to the site.  
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Section 10:  Politics and Public Policy 
 
The principles relating to our political impartiality are set out in the BBC’s Charter and Agreement and 
are central to our coverage of politics. Over time we must aim to give due prominence to all the main 
strands of argument and to all the main parties. Although the government of the day will often be the 
primary source of news, the voices and opinions of opposition parties must also be routinely aired and 
challenged. 
 
PRINCIPLES OF POLITICAL IMPARTIALITY 
 

• We must treat matters of public policy or political or industrial controversy with due accuracy 
and impartiality in our news services and other output. 

 
• We must not express an opinion on current affairs or matters of public policy other than 

broadcasting. 
 

• We must not campaign, or allow ourselves to be used to campaign. 
 
See Section 4 Impartiality and Diversity of Opinion.  
 
Chief Adviser Politics advises on all matters in this section of the guidelines. 
 
REPORTING OF UK POLITICAL PARTIES 
 
Network output must reflect the political parties in Scotland, Wales and Northern Ireland. For this 
reason specific party labels are preferable to general descriptions of “the opposition”. The exception to 
this is in phrases like “the official opposition” or the “shadow cabinet” and titles like “the Leader of the 
Opposition” or “Shadow Minister” which, in the Westminster context, have a formal and specific 
meaning. The description “Shadow Minister” is reserved specifically for the main party of opposition at 
Westminster. 
 
POLITICAL INTERVIEWS 
 
We should be clear when making requests for political interviews about the nature of the 
programme and context for which they are intended. Our arrangements must stand up to public 
scrutiny and must not prevent the programme asking questions that our audiences would reasonably 
expect to hear. See Section 5 Fairness, Contributors and Consent – Refusals to Take Part.
 
Any programme proposing to invite a politician to be a guest, when to do so is the exception 
rather than the rule, should consult Chief Adviser Politics at an early stage. 
 
INTERVIEWS WITH OR PROFILES OF PARTY LEADERS 
 
Except for brief news interviews, any proposal to interview or profile any of the party leaders in 
the UK for BBC network and English regional output areas must be referred in advance to 
Chief Adviser Politics. Chief Adviser should also be told whether the invitations are refused or 
accepted to ensure: 
 

• The BBC as a whole is robust and consistent in its dealings with the party leaders. 
 
• At all times of high demand for one or more party leaders, bids are rationalised within the 

BBC. 
 

• Due weight is given to appearances by all party leaders over time. 
 
Except for brief news interviews, any proposals to interview or profile any of the party leaders 
on BBC Scotland, BBC Wales or BBC Northern Ireland must be referred in advance to the Head 
of News and Current Affairs in the respective nation. 
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POLITICAL CONTRIBUTORS 
 
We must take care when inviting politicians to contribute to our output on the basis of their expertise 
outside their political field, not to give them such prominence as to give them undue advantage over 
their opponents. This applies all the time, and not only during election campaigns. If in doubt about 
whether it is appropriate to invite someone with an overt party political label to be a contributor or 
presenter to non-political output, consult Chief Adviser Politics. 
 
PAYMENT TO MPS 
 
We should not normally pay the following people for their contributions to BBC news 
programmes:  
 

• MPs at Westminster. 
 

• Members of the European Parliament. 
 

• Members of the Scottish Parliament. 
 

• Assembly members of the National Assembly of Wales and the Northern Ireland Assembly. 
 

• Politically active members of the House of Lords. 
 

BROADCASTING OF PARLIAMENT AT WESTMINSTER 
 
We must observe the rules of coverage laid down by Parliament for the broadcasting of 
proceedings in both the House of Commons and House of Lords, including Committees in 
both Houses. These include: 
 

• No internal editing of speeches. When using two sections of a speech, a definite break must 
be provided to make clear the two sections are not continuous. 

 
• No manipulation of the pictures or sound. 

 
We can only use parliamentary material in news and factual programmes or for educational 
purposes. We must not use any parliamentary recordings in light entertainment, fictional or 
drama programmes or items or programmes of political satire. 
 
BROADCASTING OF OTHER PARLIAMENTS AND ASSEMBLIES 
 
We must observe the rules of coverage for the broadcasting of proceedings of the Scottish 
Parliament, the Welsh Assembly, the Northern Ireland Assembly, and the European Parliament. There 
are no restrictions on the coverage of the London Assembly. 
 
POLITICAL BROADCASTS 
 
We are obliged by the Agreement to make airtime available for party and referendum broadcasts. 
Party broadcasts are quite separate from our own journalism and their transmission does not imply 
BBC support for the views contained in them. A series of broadcasts is assumed to provide balance. 
The copyright of party broadcasts resides with the parties but extracts may be used without the 
consent of the political parties. 
 
Parties make the broadcasts at their own expense and are responsible for their content. However they 
do have to abide by rules laid down by the BBC and Ofcom, which include an obligation to observe 
the law, for example on libel, incitement to racial hatred and violence, and the BBC Editorial 
Guidelines on harm and offence. 
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MINISTERIAL BROADCASTS 
 
We may be required to provide time for a broadcast by the Prime Minister or relevant senior minister. 
This will only happen in exceptional circumstances, such as a decision to go to war. We will also have 
to consider requests from the leaders of the opposition parties for a reply. The BBC, as publisher, is 
responsible for ensuring the ministerial broadcasts meet appropriate legal and other standards. 
 
BROADCASTING DURING ELECTIONS 
 
Our commitment to impartiality and fairness is under intense scrutiny when we report election 
campaigns. All political parties will seek to influence editorial decisions. Content producers should take 
all complaints seriously and be aware that anything they say may be construed as “BBC policy”.We 
should explain that general complaints or allegations of bias must always be dealt with at a higher 
level, and refer them accordingly. We should make, and be able to defend, our editorial decisions on 
the basis that they are reasonable and carefully and impartially reached.  
So we must ensure that: 
 

• News judgements continue to drive editorial decision making in news based programmes. 
 
• News judgements at election time are made within a framework of democratic debate which 

ensures that due weight is given to hearing the views and examining and challenging the 
policies of all parties. Significant minor parties should also receive some network coverage 
during the campaign. 

 
• We are aware of the different political structures in the four nations of the United Kingdom 

and that they are reflected in the election coverage of each nation. Programmes shown 
across the UK should also take this into account. 

 
The way in which due accuracy and impartiality is achieved between parties will vary. It may be done 
in a single item, a single programme, a series of programmes or over the course of the campaign as a 
whole. But content producers must take responsibility for achieving due accuracy and impartiality in 
their own output and not rely on other BBC services to redress any imbalance for them. 
 
REPORTING UK ELECTION AND REFERENDUM CAMPAIGNS 
 
The BBC is required by law to adopt a code of practice at each election to govern the 
participation of candidates in each constituency or electoral area. Before drawing up a code 
the BBC is required to “have regard to any views expressed by the Electoral Commission”. 
 
Election and referendum guidelines will be agreed by the Board of Governors and issued by Chief 
Adviser Politics before each election or referendum.  
 
On polling day the BBC, in common with other broadcasters, will cease to report campaigns from 
06.00 and until the polls close. We will restrict our coverage to factual accounts, for example the level 
of the poll, politicians’ appearances at polling stations and the weather, to ensure that, while the polls 
are open, nothing in our output can be construed as influencing the ballot. 
 
REPORTING OVERSEAS ELECTIONS 
 
The principles of fairness and impartiality which underlie our coverage of UK elections should also 
inform our election reporting in other countries. When we report elections overseas we may need to 
take into account the circumstances under which the particular election is being held, especially where 
serious questions are raised about the openness or fairness of the electoral process.  
 
Additional issues may arise when we are broadcasting to the actual country in which an election is 
taking place. We owe a special responsibility to audiences who are about to vote. We may need to 
consider the timing of the re-transmission on international services of programmes originally made for 
the UK audience. The closer to the election date the greater the need for care. If it is considered that a 

 8



programme could have an undue and unfair influence on the election, then we should delay 
transmission until after polling. 
 
LEGAL ISSUES AND OVERSEAS ELECTIONS 
 
UK electoral law does not apply to elections outside the UK, but other countries may have specific 
laws applying to broadcasting during their elections. Where the BBC is re-broadcast in that country 
there will be legal issues to consider. In some countries legal election requirements may come into 
conflict with the BBC’s fundamental editorial principles, especially those of fairness and impartiality. In 
such cases, the BBC will maintain its editorial principles even if that means that the local broadcaster 
refuses to transmit the BBC service. This is particularly important for BBC World Service, BBC World 
and BBC Online which all reach overseas audiences. 
 
COMMISSIONING OPINION POLLS 
 
We must take care to ensure that a poll we commission is not used to suggest a BBC view on a 
particular policy or issue. It is particularly important that a BBC poll is not used to imply BBC 
intervention in a current controversy. 
 
Any proposal to commission or sponsor opinion polls purporting to sample party political 
support or voting intentions in the electorate at large must be referred to Chief Adviser 
Politics. 
 
We should generally avoid running joint polls with other organisations as they often carry particular 
problems of impartiality in their presentation.  
 
Any proposal to commission an opinion poll on politics or any other matter of public policy for 
any BBC service must be referred to Chief Adviser Politics for approval. Technical advice, for 
example, on question design, is available from the Political Research Unit. 
 
POLLING METHODS 
 
Polling is generally conducted face to face or over the telephone. Some companies conduct 
polling over the internet. As there is some debate about the reliability of this, any proposal to 
commission an internet poll should be referred to Chief Adviser Politics. 
 
REPORTING OPINION POLLS 
The following rules for reporting the findings of voting intention polls in the United Kingdom, conducted 
by any polling organisation, must be applied: 
 

• We do not lead a news bulletin or programme simply with the results of a voting intention poll. 
 
• We do not headline the results of a voting intention poll unless it has prompted a story which 

itself deserves a headline and reference to the poll’s findings is necessary to make sense of it. 
 

• We do not rely on the interpretation given to a poll’s results by the organisation or publication 
which commissioned it. We should look at the questions, the results and the trend. 

 
• We report the findings of voting intention polls in the context of trend. The trend may consist of 

the results of all major polls over a period or may be limited to the change in a single pollster’s 
findings. Poll results which defy trends without convincing explanation should be treated with 
particular care. 

 
• We do not use language which gives greater credibility to the polls than they deserve. We 

should say polls “suggest”, but never “prove” or even “show”. 
 

• We report the expected margin of error if the gap between the contenders is within the 
margin. Television and online graphics should always show the margin of error. 
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• We report the organisation which carried out the poll and the organisation or publication which 
commissioned it. This information too should always be shown in television and online 
graphics. 

 
• We report the dates of the fieldwork, and include them in television and online graphics, and 

draw attention to events which may have had a significant effect on public opinion since it was 
done. 

 
• We report whether the poll was carried out face to face, by telephone or over the internet. 

 
When we report polls which do not reveal voting intentions we should always give the name of 
the polling organisation, the sample size, the nature of the sample and as much information 
about the margin of error and fieldwork dates as feasible. 
 
POLLS AT ELECTION TIMES 
 
Guidelines on polls at elections times will be agreed by the Governors and issued by Chief Adviser 
Politics before the start of each election campaign. See Section 15 Interacting with Our Audiences.
 
No opinion poll may be published on the day of the election until the polls close or, in the case 
of a European election, all the polls have closed across the European Union. 
 
SURVEYS 
 
We must conduct surveys such as those of small specific groups, like MPs or health authorities, with 
care and must never report them as polls. 
 
We must not mislead our audience about the status of the information. The remit of a survey should 
not be translated into percentages but reported in straight numbers. 
 
Any proposal to conduct a survey should be referred at an early stage to the Political Research 
Unit and to Chief Adviser Politics. Any proposal to commission a survey of MPs on any subject 
must be approved by the Chief Adviser Politics. 
 
FOCUS GROUPS AND PANELS 
 
We must not imply that the views of panels, however carefully selected, represent the views of the 
entire population, and they must not be used as a means of trying to estimate party support in the 
electorate at large.  
 
Panels or focus groups, when properly selected, may be used to examine why certain views are held 
rather than the extent to which they are held.  
 
Any proposal to commission focus group research on political party issues should be discussed at an 
early stage with Chief Adviser Politics and the methodology checked with the Political Research Unit. 
 
PHONE-IN AND TEXT VOTES 
 
Phone-in and text votes may accurately be described as “straw polls” even when the subject is 
serious. As a programme’s audience is self-selected and is never representative of the population as 
a whole, we should make it clear in our reporting of the results that they only represent the views of 
the audience at that time. If we do this and the numbers of the audience responding is reported at the 
same time, we may express results of phone-in or text votes in percentages.  
 
We should not seek publicity for the results of phone-in polls or text votes outside the output areas in 
which they are conducted. BBC news programmes should not normally report the results of phone-in 
polls and text votes.  
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Output areas featuring phone-in polls and text votes on the same subject taken at different times (for 
example at the start and then again at the end of a programme) must not present the results in such a 
way as to suggest they demonstrate a shift in opinion by the people who voted. 
 
We must never use phone-in or text votes to gather serious information on party political 
support. 
 
STUDIO AUDIENCES 
 
Straw polls of studio audiences should be treated with care. We should not make claims for the 
significance of the views expressed beyond that they represent the opinions of those in the audience 
at the time, even on those occasions where the audience has been selected to be broadly 
representative of, for example, party allegiance. 
 
VOX POPS 
 
We should always make it clear that vox pops only represent one side of an argument and do not 
indicate the weight of opinion on either side of it. Vox pops on politics or matters of public policy must 
be edited to ensure that both sides of the issue are covered and/or that they truly represent those 
whose opinions have been solicited. 
 
ONLINE VOTING 
 
On BBC websites which may relate to political or public policy issues, we must take care that online 
expressions of opinion are not translated into anything that could be construed either as an accurate 
representation of public opinion as a whole, or as the BBC’s opinion. Any summary of online voting or 
expression of opinion should: 
 

• Not be called a poll. 
 
• Make it absolutely clear that the results have no wider significance and represent only the 

views of the audience at that time. 
 
Provided this is done explicitly and the numbers of the audience responding is reported at the same 
time, results of online votes may be expressed in percentages. 
 
If the vote is to be about a political or controversial public policy issue it must be referred to 
Chief Adviser Politics or in the case of a website in a language other than English, to the 
relevant World Service Head of Region or National Controller, who may also consult Chief 
Adviser Politics. 
 
REPORTING THE RESULT OF AN ONLINE VOTE ELSEWHERE 
 
We can report any summary of online voting on the radio or television programme associated with the 
website, but we should not normally report it elsewhere in news, or on other radio or TV programmes, 
or on other online services. As with opinion polls, the programme should report the results of an online 
vote in the context of the story to which it relates. 
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Section 12: Religion 
 
The BBC respects the fundamental human right to exercise freedom of thought, conscience and 
religion, this includes an individual's freedom to worship, teach, practise and observe. At the same 
time, we recognise our duty to protect the vulnerable and avoid unjustified offence or likely harm. We 
aim to achieve this by ensuring our output is not used to denigrate the beliefs of others. 

RELIGION EDITORIAL PRINCIPLES 
 

• We will ensure that the beliefs and practices of the great world faiths are described accurately 
and impartially.  

 
• We will ensure the religious views and beliefs of an individual, a religion or religious 

denomination are not misrepresented, abused or discriminated against, as judged against 
generally accepted standards.  

 
 
• We will reflect an awareness of the religious sensitivity of references to, or uses of, names, 

images, the historic deities, rituals, scriptures and language at the heart of the different faiths 
and ensure that any use of, or verbal or visual reference to them are treated with care and 
editorially justified. Examples include the Crucifixion, Holy Communion, the Koran, and the 
Jewish Sabbath.  

 
• We will respect the religious sensitivity surrounding the observance of holy days and the 

principal festivals of the various faiths so that unnecessary offence is avoided by material that 
might be more acceptable at other times.  

 
In output dealing with the religious views and/or beliefs of a religion or religious denomination as the 
central subject, we should make clear both the identity of the faith and the purpose of the output. It 
should not be used to recruit. Contributors should not be allowed to undermine or denigrate the 
religious beliefs of others. 
 
We should treat any claims made in our religious programmes for the special powers or 
abilities of a living person or group, with due objectivity. Such claims should not be made when 
significant numbers of children may be expected to be watching television or when children are 
particularly likely to be listening to the radio, or in online content likely to appeal to a high proportion of 
children. 
 
Comedy and satire always have the potential for offence. Specialist advice is available from the 
Religion and Ethics department and from colleagues in the World Service as well as Editorial Policy 
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Section 13: Editorial Integrity and Independence 
 
The BBC's global reputation is based on its editorial integrity and independence. Our audiences need 
to be confident that our decisions are influenced neither by political or commercial pressures, nor by 
any personal interests. We must not undermine these values by any actions which could bring the 
BBC into disrepute. 

EDITORIAL INTEGRITY AND INDEPENDENCE EDITORIAL PRINCIPLES 
 

• We must be independent of both state and partisan interests.  
 

• We must not endorse or appear to endorse any other organisation, its products, activities or 
services. 
  

• We should not give undue prominence to commercial products or services.  
 

• There must be no product placement in programmes.  
 

• We should ensure that on air and online credits are clearly editorially justified.  
 

• We must not unduly promote BBC or BBC related commercial products and services on our 
public service outlets.  
 

• The outside activities of people working for the BBC, including presenters, must not 
improperly influence BBC programmes or corporate decision making.  

 
There are specific issues concerning BBC commercial services for audiences in the UK and around 
the world. See Advertising and Sponsorship on BBC Commercial Channels Guidelines and BBC 
Online Guidelines: Commercial Services. 
 

PRODUCT PLACEMENT 
 
We must never include a product or service in sound or vision in return for cash, services or any 
consideration in kind. This is product placement. It is illegal to make any such arrangements in 
the EU.
 

PRODUCT PROMINENCE 
 
We need to be able to reflect the real world and this will involve referring to commercial products, 
organisations and services in our output.  
We must avoid any undue prominence or giving the impression that we are promoting or 
endorsing products, organisations or services. To achieve this we must: 
 

• ensure that references to trade names, brand names and slogans are clearly editorially 
justified.  

• not linger on brand names or logos and use verbal references sparingly unless there are very 
strong journalistic reasons for repeated references to a brand.  

• not accept free or reduced cost products or services in return for on air or online credits, 
hotlinks or off air marketing.  

• take particular care to minimise product references in output designed to appeal to children.  
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• only use material from advertising campaigns or promotions when clearly editorially justified. 
Generally, it will only be acceptable to use a short extract. There may also be copyright 
considerations.  

 

PRODUCT PROMINENCE IN TRAILS 

 
We should normally avoid references to commercial products or services in programme trails 
or BBC programme marketing material. If any reference to a branded product or service is 
made we must ensure it is clearly editorially justified.  
We should not normally use third party advertising in programme trails.
Any proposal to include commercial products or advertising clips in programme trails should 
be referred to Chief Adviser Editorial Policy.
 

PROMOTIONAL MATERIAL/STORIES SUPPLIED BY OUTSIDE BODIES 
 
We must select and cover stories for our own independent editorial reasons.  
We must be on our guard for "spin" from outside bodies and commercial companies who may also try 
and place stories across our services in a short space of time. 
We must ensure that when a product, service or organisation is named in a news report or factual 
content it is clearly editorially justified. 
 

REVIEWING PRODUCTS OR SERVICES 

 
We must ensure there is no element of plugging when we review products or services. We 
should review a range from different suppliers, normally without giving details on air of how and where 
to obtain them.  
 

PRODUCTS USED AS PROPS IN DRAMA, COMEDY OR ENTERTAINMENT 

 
We must ensure the use of, or reference to, branded products, services or organisations in our 
drama, comedy and entertainment programmes are clearly editorially justified and that a wide 
range are used over time to avoid undue prominence. 
 
We should normally ensure that branding is not clearly visible, and close ups are avoided 
when real products are used as set dressing. When brands are shown it is normally difficult to 
justify editorially a verbal reference in addition to the visual one. 
 
We must ensure that when props are accepted free or at a reduced cost there is a clear 
editorial justification. We must also use a range of brands and keep accurate records of the details 
of such arrangements. 
 

USE OF FREE & REDUCED COST FACILITIES, PRODUCTS, SERVICES & PROPS 
 
Under no circumstances should anyone working for the BBC receive personal benefits from 
suppliers, or accept goods or services as inducements.
We should normally pay for travel, accommodation and most other facilities we use. Only a few 
specific output areas may accept free or substantially reduced cost facilities, products, services or 
props. Consumer and lifestyle programmes which review or feature a wide range of products may 
occasionally accept free or reduced cost products or services. In the case of drama and some 
entertainment programmes, productions may sometimes take free or reduced cost price props. In the 
rare cases where we accept such arrangements we must: 
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• keep accurate departmental records of what has been accepted.  
 

• only accept discounts if they are in line with those offered to other large organisations.  
 

• not guarantee any product or service will be featured and if featured that it will be in a 
favourable light.  
 

• inform suppliers that they cannot refer to the BBC's use of their products or services in any 
advertising or promotions.  
 

• only give on air and online credits if clearly editorially justified.  
 

• suppliers should not have an editorial say in the programme or be given a preview of it.  
 

MEDIA FACILITY & FACT FINDING TRIPS 

 
We should not normally accept expenses paid trips unless they are the only way to cover a 
significant event, such as an inaugural flight or voyage or military operation.  
 
Any proposal to accept an expenses paid trip must be referred to a senior editorial figure or for 
Independents to the commissioning editor. We should also consider whether to make a 
contribution towards the cost. 
We should not normally refer on air or online to the commercial operators offering the facility. 
Any proposal to do this must be referred to a senior editorial figure or for Independents to the 
commissioning editor. 
We must ensure that any on air or online reference to any other organisation which has 
facilitated a trip, for example a charity or lobby group, is clearly editorially justified. 
 

UNDUE PROMINENCE & CONTRIBUTORS 
 
We must avoid undue prominence when contributors appear on chat shows and other 
programmes where they are promoting a product, for example, a film, album or book. Although 
proper editorial discussion is perfectly acceptable the related product should not normally be used as 
a prop. Any visual references particularly close ups of an album cover or pages of a book should be 
clearly editorially justified. 
 

ONLINE LINKS TO THIRD PARTY WEBSITES 
 
Part of the BBC's role is to act as a trusted guide on the web. When we create content on a BBC site 
we should consider which external websites it may be editorially justifiable to link to. We offer external 
links from the BBC public service site and from the editorial pages of the commercial site, for example, 
to provide additional information, source material or informed comment. We should be seen to be 
impartial. BBC websites which cover controversial subjects or public policy matters should normally 
offer links to external sites which represent a reasonable range of views about the subject. 
 
We must never include a link on a public service website or within the editorial content of a 
commercial site, in return for cash, services or any other consideration in kind. 
We must check the contents of third party websites before installing a link on a BBC page. The 
same check should be repeated regularly after the link is established. We should not link to an 
external site if it is clearly inappropriate for us to recommend a visit. It may be appropriate to add a disclaimer, 
and additional information, if the links are to controversial material. 
The links we make must be editorially justified and should lead to sites which are: 
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• clearly relevant to the content of the BBC page where the link is placed.  
• suitable for the likely audience which in some cases may be children.  
• regularly updated and refreshed.  
• normally free to access.  
• normally factually accurate.  

 
We may link to external sites which give particular views of a person or organisation significant to a 
current news story and in such cases we may not be able to guarantee their factual accuracy. But we 
should not support the message, information or promotions on third party sites. 
We must not give the impression that we are unfairly endorsing a commercial product or 
service when linking to a commercial site.
 

BBC COMMERCIAL CHANNELS & SERVICES 
 
We must not use our publicly funded channels or services to promote any BBC commercial 
services. All references to commercial services such as websites, international channels or any 
international or UK-based joint venture channel must be clearly editorially justified on publicly funded 
output. Publicly funded services should not run trails for commercial channels, services or 
programmes. 

 

REFERENCES TO COMMERCIAL PRODUCTS RELATED TO BBC PROGRAMMES & SERVICES 
 
The BBC and Independent companies working for the BBC produce and license commercial products 
and services to enhance and complement our output. However, we must never give the impression 
that we are unduly promoting any commercial product in our programmes. Any references to BBC 
related products must be for clear editorial reasons and there should be no element of plugging.  
There are legal and regulatory constraints in this area, including undertakings to the Office of Fair 
Trading. We must take particular care not to promote BBC magazines and we must ensure that: 
 

• no BBC programme or online site mentions a BBC magazine in a way which could be deemed 
promotional or an encouragement to buy.  
 

• any interviews with BBC magazine editors or writers are clearly editorially justified and such 
interviewees are not used too frequently.  
 

• no mention is made on air or online of any off air support given by BBC publications. For 
example, if entry forms for competitions appear in BBC magazines we must not refer to this on 
air or online.  

 

TRAILS FOR COMMERCIAL PRODUCTS RELATED TO BBC PROGRAMMES 
 
We must not make any promotional mentions of BBC related products in programmes, although we 
may broadcast specially prepared trails for some BBC related products in the junctions after relevant 
programmes.  
 
BBC related books, recordings, DVD's, CD's and CD Roms are the type of products which may be 
trailed. We do not produce trails for any other type of merchandise. BBC magazines must not be 
trailed on BBC radio, television or on bbc.co.uk. 
 
Any product which is trailed must be under the BBC's editorial control and must have been 
commissioned, licensed or developed directly in conjunction with the associated programme. Material 
which is trailed may be published by BBC Worldwide or by an outside organisation. Trails or 
announcements after programmes should give simple factual information without any element of 
hyping.  
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Any proposal to trail commercial products related to BBC programmes on BBC Radio must be 
referred to Chief Adviser Editorial Policy. 
 

GAMES SHOWS 

 
We must conduct our game shows with integrity and be seen to be free of commercial 
pressures.  
We must also ensure the contestants are treated fairly and with respect, prizes are appropriate 
and clear rules are published.
 

CONFLICTS OF INTEREST 
 
Conflicts of interest can arise for anyone who appears on air or has responsibility for the 
content of a programme or service. There must never be any suggestion that personal, commercial, 
business, financial or other interests have influenced the BBC's editorial or financial decisions. 
Presenters, reporters, producers, editors, researchers and managers are all affected. The higher 
someone's level of editorial responsibility, the greater the need to avoid any possible conflicts of 
interest. There may be particular sensitivities concerning the activities of on air talent. 
Conflicts of Interest Guidelines are available on this Editorial Guidelines website. For most people 
there is a BBC contractual requirement to comply with these guidelines which include advice on: 
 

• non-BBC writing commitments  
• public speaking/public appearances  
• media training  
• connections to charities and campaigning organisations  
• political activities  
• hospitality and personal benefits  
• financial and business interests  
• on air talent and commercial advertising  
• independent production companies owned by talent or their agents.  

 
Production and editorial staff are required to declare any personal interest or relationships which may 
affect their work. They should discuss any possible conflicts of interest with their line manager. 
Freelance presenters, reporters, producers and researchers are normally contractually required to 
declare any personal interests or relationships which may affect their work with the BBC. 
 
There are particular constraints on those involved in financial journalism. If a financial or 
consumer advice programme or website makes a direct recommendation by a BBC person to buy a 
particular financial product or service it is essential that the item is produced in accordance with the 
BBC Financial Journalism Guidelines. It will be necessary to make clear on air or on the website that 
these guidelines have been followed and where our audience can refer to them.  
 

ADVERTISING & THE BBC BRAND 
 
We should ensure that the BBC brand is not used to endorse outside companies or 
organisations. We can achieve this by ensuring that:  
 

• commercial advertising or promotion by an outside company does not give the impression of 
BBC endorsement  

 
• advertising does not "pass off" BBC programmes.  
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We will not normally allow the BBC name, logos, titles, channel names, programme titles, 
formats or characters to be used by commercial advertisers. 
Any exception, for example, for a joint promotion of a BBC commercial product, must be formally 
agreed in accordance with the BBC Advertising and Joint Promotions Guidelines and the BBC Fair 
Trading Guidelines. 
 

SOCIAL ACTION PROGRAMMES 
 

• We must not lobby on matters of public policy when raising awareness of 
important social issues.  
 

• If our social action programmes or campaigns coincide with a government campaign or 
lobbying initiative it is important we retain an arm's length position.  
 

• We must ensure that our output does not embrace the agenda of any particular campaign 
groups and that we treat groups objectively and do not favour one above another.  

• News reporting of BBC social action campaigns must be impartial.  
 
Any BBC public service initiative involving any element of fundraising must be referred to 
Chief Adviser Editorial Policy.

 

PROGRAMMES ABOUT CHARITABLE INITIATIVES 
 
We must retain our impartiality and independence when we cover charitable initiatives and 
report charity appeals. We may use the expertise of charities where appropriate (for example wildlife 
programmes about conservation) but we should avoid promoting them.  
 
We should not appear to endorse a charity or charitable initiative in our dramas. There may be 
exceptions for BBC charitable initiatives such as Children in Need or Comic Relief: Red Nose Day. 
 

BBC SUPPORT SERVICES 
 
We offer support services to complement our output which include help lines, information lines, fact 
packs, information online and via mobile devices.  
There are editorial principles that apply to these support services: 
 

• they should be free or cost recovery, and therefore not designed to make a profit.  
 

• we must not appear to endorse third party campaigns when we produce support 
material in conjunction with other organisations.  
 

• we should not distribute third party fundraising material unless it is for BBC approved 
charity appeals.  
 

• we may sometimes accept outside funding for off air support material or services, for 
example, in the form of sponsorship from a third party who should usually be a not-for-
profit organisation, such as a charity or educational establishment. In certain limited 
circumstances funding may be acceptable from commercial organisations.  

• we may credit organisations who have contributed to our support material on the 
material itself. We must not credit on air sponsors who have simply made a financial 
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contribution.  
 

• we must ensure we can cope with any likely demand for our support services. 
 

JOINT INITIATIVES 
 
We may produce support services with an appropriate partner, such as a professional body, 
charity or educational institution. In such cases it may be editorially acceptable to credit the 
involvement of the partner on air, and/or credit them on support material.  

 

TRAILS FOR SUPPORT MATERIAL 
 
We may trail relevant support services as long as they are free or cost recovery or priced to 
raise funds for a BBC charity appeal.

 

HELPLINES 
 
We should consider whether it is appropriate to provide a helpline offering further information 
or support following a programme that raises difficult or distressing issues. BBC Audience lines 
should normally be consulted.  
 
We must not use premium rate numbers for helplines. 
 
We must provide impartial and objective information and give details of a wide range of 
agencies, charities and statutory organisations. No agency should be promoted at the expense of 
others. 
 
We must ensure that a helpline provided by an outside agency is capable of offering a robust 
service. 
 
We should not normally trail help lines run by other organisations, except where they offer a 
specialised service, for example, the Samaritans and the National Missing Persons helpline.  

 

AUTOMATED INFORMATION SERVICES 
 
We must ensure that recorded "dial and listen" information services are simple, factual, and 
directly relevant to our output. The duration of calls should be kept to a minimum. The service must 
not be used to promote any commercial product, retailer or supplier. 
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