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1. Summary 
 
 
The BBC Trust commissioned The Knowledge Agency, an independent research company, to 
undertake research into the proposed plans for the future strategy of the BBC.   
 
The research consisted of 24 mini-groups (two hour group discussions with 5 participants in each), 
covering a representative cross-section of UK licence fee payers.  These were conducted in 
London, Carlisle, Cardiff, Bridgend, Glasgow, Dunfermline, Manchester, Birmingham, Belfast 
(urban and rural), Cheddar and Crowthorne between 13th and 26th May 2010.   
 
The key insights to emerge from the research exercise were as follows: 
 
• The vast majority of the sample supported the maintenance of a strong BBC, with an obligation 

to provide something for everyone. 

• All of those we spoke to felt that the BBC offers them some valuable content, although there 
was a wide disparity in the amount of value different participants felt they receive from the BBC. 
Some participants only consumed a few programmes (and didn’t always ascribe these to the 
BBC), whereas others were strong BBC loyalists, consuming large amounts of BBC content, 
often across multiple platforms. 

• Although the extent to which participants feel they have a relationship with the BBC varies, very 
positive values including trust, reliability, quality, and authority were ascribed to the BBC across 
the spectrum of groups. 

• Few people wanted the BBC to change what it does radically.  However, there was broad 
support for consolidation and some evolution within the context of a “doing fewer things better” 
agenda.  Many felt this to be both strategically sound and appropriate to the current economic 
and political climate.  Some also commented spontaneously that they felt BBC quality has 
suffered as a result of the Corporation “spreading itself too thinly” and providing too many 
television and radio channels. 

• Most participants spontaneously suggested that they expect the BBC to provide entertainment, 
information and education.  It is in its provision of information and knowledge that is the BBC 
was seen as being most clearly differentiated from its commercial rivals – its news, factual 
programming, children’s content, website and (for some) radio stations were consistently 
identified as core areas of competitive strength, which should be nurtured. 
 

• Nevertheless, the BBC is expected to provide good, mainstream entertainment programmes of 
mass appeal (particularly drama and comedy), to introduce more “challenging” and/or original 
content to a wider audience, and to create shared experiences through its mainstream channels 
(BBC One and Two).  

• Some of the ABC1 groups in particular felt strongly that one of the BBC’s goals should be to 
raise standards and aspirations that will in turn lead to benefits for all. 
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• The five editorial policies highlighted in the BBC Executive’s strategy document found broad 
support when prompted, and were generally felt to add up to a strong ‘manifesto’ for the future 
of the BBC, although some of the individual priorities were considered more important and 
relevant than others. Where there were issues these tended to relate more to the written 
expression of certain policy areas rather than their core strategic aims. 

• Because of the BBC’s unique funding and its shielding from the pressures of delivering 
immediate audience ratings experienced in the commercial sector, participants had sympathy 
with the idea that it is especially important the BBC should act as a champion of new ideas, 
formats and concepts. In particular, the BBC’s role in being able to develop innovative 
programmes that are ‘slow burners’ was noted and valued. 

• When faced with the hypothetical prospect of a world without parts of the BBC it was often the 
prospective loss of BBC radio that provoked the greatest feelings of unease. Many listeners 
seem to have a stronger relationship with the radio stations than they do with television 
channels (where the relationships are more with individual programmes). They often perceived 
a greater difference between the BBC and the commercial alternatives in radio than they did in 
television. 

• There was some disquiet expressed by participants about salaries and expenses paid to both 
talent and management at the BBC, which are believed by many to be excessive.  Many 
participants argued that ‘full transparency’ (a phrase which was being used a lot in the media at 
the time of the research) is required, although there was no real consistency about what this 
actually means.  Most commonly, participants wanted BBC Executive pay, bonuses and 
expenses to be open to scrutiny, either by the general public or to an independent body working 
on behalf of licence payers. 
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2. Background and objectives 
 
2.1 Background 
 
In the summer of 2009 the BBC Trust decided to lead a full-scale review of the BBC’s strategy, to 
determine what the future direction of the corporation ought to be.  The Trust tasked the Director-
General of the BBC and his staff with conducting the initial phase of this review and putting forward 
proposals to the Trust. 
 
The Director-General’s proposals have now been published, and subjected to a public consultation 
exercise.   Provisional conclusions will be published in the summer 2010 and a final strategy in the 
autumn. 
 
This consumer research was commissioned to complement the public consultation exercise, both 
to provide an objective and representative assessment of licence fee payer opinion on the 
Director-General’s proposals and to fill any knowledge gaps from the consultation process. 
 
It was decided that this research should focus on the aspects of the review that the Trust would be 
commenting on in their summer announcement and therefore focused primarily on the content and 
service aspects of the review.   
 
The Knowledge Agency, an independent research agency, was commissioned to conduct this 
research on behalf of the Trust.   
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2.2 Objectives 
 
The overall objective of the research was to explore the strategy review consultation questions with 
a broad range of licence fee payers.   
 
Within this, the research set out to explore the following broad areas: 
 
• What is the role of the BBC?  What is it for? 

• What should the scope and boundaries of the BBC be? 

• What do people think of the five editorial priorities1 put forward in the Director General’s 
proposals? 

• What do quality and distinctiveness mean for the BBC? 

• Do people agree with the principle of the BBC ‘doing fewer things better’?  

• How transparent should the BBC be concerning talent & management costs?  

 
1 The five proposed editorial priorities are: 

• The best journalism in the world 
• Inspiring knowledge, music and culture 
• Ambitious UK drama and comedy 
• Outstanding children’s content 
• Events that bring communities and the nation together 
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3. Methodology and sample 
 
 

3.1 Methodology 
 
In designing the research we were mindful of the need to offer a balance between breadth of 
coverage (a substantial and representative sample) and depth of insight at the individual level, as 
needs, knowledge, attitudes and experience of the BBC differ enormously between individuals, 
and many of the subjects under discussion are complex and conceptually difficult for many people. 
 
The chosen methodology, therefore, needed to give us the opportunity to focus on individual 
participants, ensuring that they fully understood and reflected on the issues under discussion, and 
allowing them every opportunity to express their feelings clearly. 
 
With this in mind, our approach was based on extended qualitative mini-groups of 5 participants.  
Each group lasted two hours. 
 
Bearing in mind the need to cover a substantial sample that broadly reflected the profile of the 
licence fee payer population, we conducted 24 mini groups in total (providing an actual total 
sample of 116 participants).  These took place in 12 different locations across the UK, representing 
all four nations and ensuring a mix of rural and urban areas within each nation.   
 
The research sample was designed to represent a broad range of people, taking into account age, 
gender, ethnicity, social grade, lifestage, media usage and BBC approval (see section 3.2, below). 
 
The groups were conducted by Alison Drury, Tony Harbron and Mark Ellis of The Knowledge 
Agency, between 13th and 26th May 2010. 
 
 
3.2 Sample 
 
The sample was split into lifestage peer groups, so that each individual would participate in a 
group of people from the same gender, lifestage (pre-family, parents of younger children, parents 
of older children, empty nesters, and retired) and broad socio-economic segment (ABC1 vs 
C2DE).  Previous research experience suggests that these factors are key influences on 
participants’ media needs, habits and attitudes, and were therefore relevant dimensions on which 
to split the sample for a discussion of future BBC strategy. 
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Overview of group structure 
 

 Lifestage Gender SEG Location Date 

1 Pre-family (18-24) Male ABC1 Glasgow 18/5 

2 Pre-family (18-24) Male C2DE Belfast 17/5 

3 Pre-family (18-24) Female ABC1 Crowthorne (nr Reading) 25/5 

4 Pre-family (18-24) Female C2DE Birmingham 26/5 

5 Pre-family (25-34) Male ABC1 Carlisle 17/5 

6 Pre-family (25-34) Male C2DE London 13/5 

7 Pre-family (25-34) Female ABC1 Bridgend 20/5 

8 Pre-family (25-34) Female C2DE Cheddar 24/5 

9 Parents of younger children (25-39) Male ABC1 Manchester 25/5 

10 Parents of younger children (25-39) Male C2DE Rural Belfast area 18/5 

11 Parents of younger children (25-39) Female ABC1 Dunfermline 19/5 

12 Parents of younger children (25-39) Female C2DE Cardiff 19/5 

13 Parents of older children (35-49) Male ABC1 Birmingham 26/5 

14 Parents of older children (35-49) Male C2DE Crowthorne (nr Reading) 25/5 

15 Parents of older children (35-49) Female ABC1 Belfast 17/5 

16 Parents of older children (35-49) Female C2DE Glasgow 18/5 

17 Empty nesters (45-59) Male ABC1 Cheddar 24/5 

18 Empty nesters (45-59) Male C2DE Bridgend 20/5 

19 Empty nesters (45-59) Female ABC1 London 13/5 

20 Empty nesters (45-59) Female C2DE Carlisle 17/5 

21 Retired (60+) Male ABC1 Cardiff 19/5 

22 Retired (60+) Male C2DE Dunfermline 19/5 

23 Retired (60+) Female ABC1 Rural Belfast area 18/5 

24 Retired (60+) Female C2DE Manchester 25/5 

 
A number of addditional recruitment filters were also used throughout... 
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• All participants were users of digital television, with a mix of platforms (some or all of Freeview, 

Freesat, Sky and Virgin) represented in each group 

• Minimum quotas were applied for radio and internet users within the groups: at least 3 out of 5, 
except in retired groups where at least 2 out of 5 were internet users 

• A minimum level of representation of ethnic minority audiences within the sample - at least 2 per 
group in London, and at least 1 per group in other urban locations 

• A mix of attitudes towards BBC approval – within each group at least two participants gave the 
BBC an above average approval rating, and at least two a below average approval rating, 
based on the question “Thinking about the BBC as a whole – not just the programmes, but the 
sort of organisation the BBC is and the way it goes about providing a public broadcasting 
service – can you tell me on scale of 1 to 10 your general impression of the BBC (1 means 
extremely unfavourable and 10 means extremely favourable).” 

 
Although we did not apply any specific recruitment criteria in terms of disability, age (beyond the 
criteria already stipulated), faith/belief or sexual orientation, all reasonable steps were taken to 
ensure that these factors did not preclude any individual’s participation in the research.
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4. The role of the BBC 
 
 
Across the sample a wide range of BBC services were consumed covering television, radio and 
the internet.  All participants claimed to be enjoying at least some BBC content, but the level of 
satisfaction with that content varied enormously both between and within groups, from those who 
really only consumed a few programmes (and didn’t necessarily ascribe these to the BBC), to 
some very strong BBC loyalists. 
 
As expected, there was some confusion as to what channel some of their favourite television 
programmes were on, and it therefore only became clear as the groups progressed exactly how 
much BBC content some participants did actually consume. However, this also highlights an issue 
that in a world of ‘flickers’ there is much less appreciation of and loyalty towards individual 
channels. This may already be making it much harder for the BBC to get the credit it often 
deserves for its programme offerings. 
 
“Go on to Sky, go on to documentaries, don’t look at the channel and then it’s record, 
record, record,  whatever the programme is , not looking at the channels.  When you do 
search by field you have all random channels... could be BBC One but I don’t notice. I’m not 
noticing whether it’s on BBC One or whatever...” 
Female, pre-family (18-24), C2DE, Birmingham 
 
Most participants did not have a clear view about the role of the BBC, at least in part because they 
do not necessarily view themselves as having a relationship with the BBC as an entity.  They make 
their media choices based on individual programmes or, in some cases, radio stations.  For many, 
the focus groups represented the first time that they had encountered the full range of BBC 
services available, and many were surprised by its scale and scope. 
 
Whilst they might not have a clear view about the public broadcasting role of the BBC and any 
specific responsibilities this may or may not bring with it, the majority do have an opinion about the 
BBC.  This opinion is driven by the types of programme they associate with the BBC and how well 
served they feel by those programmes.  
 
“I associate the Archers - I've listened since I was a young girl - and Desert Island Discs, 
those are my favourites...” 
Female, retired (60+), ABC1, rural Belfast area 
 
For example, young 18-24 year old C2DE female participants regard the BBC as the home of 
serious political or factual and family programming rather than the reality and lifestyle shows they 
prefer.  Some older participants feel that BBC’s ability to provide intelligent popular programming 
the whole nation can enjoy has deteriorated.  It is clear that they still think of this as a key remit for 
the BBC.  
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“I know Greg Dyke did his best to dumb it down but generally they are still going for the top 
of the market... It has an educational stance and it needs to maintain that - aspiring up, not 
looking down...” 
Male, empty nester (45-59), ABC1, Cheddar 
 
Overall, a number of consistently positive values and associations were ascribed to the BBC 
across the spectrum of groups including trust, reliability, reassurance, quality, and authority.  
 
For most, the immediately obvious purposes of the BBC (as spontaneously raised) still reflect the 
core mission of providing entertainment (especially drama and comedy), information (news and 
weather) and education (particularly documentaries and other factual programming).  
 
“Quality programmes - that's the thing. They make programmes like arts shows that 
probably won't get big audiences and wouldn't get made on other channels...” 
Female, parent of older children (35-49), ABC1, Belfast 
 
“Entertainment, the historical dramas and so on, is wonderful, but it’s also the 
documentaries, the investigative programmes… you learn things you wouldn’t otherwise 
know about… another level of education…” 
Female, empty nester (45-59), ABC1, London 
 
The BBC was felt to be for everyone. This was routinely justified by the fact that everyone pays the 
licence fee. Most considered it important, therefore, that the BBC provides programmes and/or 
services of value to the whole population, and this was a recurring theme during the groups.  
 
“I think they should do a wide range of things because everyone’s paying for it and they 
should all get something out of it...” 
Female, pre-family (25-34), C2DE, Cheddar 
 
“The public expects more from them because you are paying a licence and you expect to 
get good service from them...” 
Female, parent of older children (35-49), ABC1, Belfast 
 
There was however some disagreement as to whether providing services of value to the whole 
population is the same as just providing programmes everyone will want to consume or whether it 
involves a more subtle goal of raising standards and aspirations that in turn lead to benefits for all. 
The latter view found particular sympathy in some of the older ABC1 groups who felt that the BBC 
impacted on the overall nation’s well-being by producing distinctive, high quality programmes even 
if these might not have mainstream appeal. These were, of course, often the types of programmes 
these participants particular enjoyed and which they fear the commercial sector would never 
provide.  
 
In terms of specific programme areas, the BBC was almost universally considered to be a leader in 
news and factual television programming, particularly documentaries (and especially natural 
history).   
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“Natural history programmes are something the BBC has always done excellently and they 
still maintain that standard - especially the stuff done out of Bristol...” 
Male, empty nester (45-59), ABC1, Cheddar 
 
Less commonly the BBC was described as being a leader in other genres including comedy, 
drama (particularly costume drama) and sport.  However many considered that the BBC’s 
historical advantage in these genres had been eroded in recent years.  
 
bbc.co.uk was spontaneously cited in most groups as being excellent – extremely useful, user-
friendly, and a leader in its field. It is also felt to be important if the BBC is to remain relevant to 
modern audiences wanting instant access to information – especially news (including sports news) 
and weather.  Furthermore, it plays to the BBC’s strength of being the first port of call in any 
breaking news story for a majority of our research sample. 
 
“I think the BBC website is excellent - it's free, well laid out and gives good information. I 
check it at lunchtime and through the day, especially for the sport...” 
Male, empty nester (45-59), ABC1, Cheddar 
 
Older participants (and to a lesser degree parents) were much more likely to have views on the 
BBC’s social role and the desire for it to ‘set a good example’. Older participants were also much 
more likely to see the BBC as an asset to the UK, frequently citing either their own experience of 
the poor quality of overseas broadcasting, or friends and acquaintances abroad who make an 
effort to tune in to the BBC and for reliable news and/or high-quality programming. Some traditional 
older participants also felt that it was the BBC’s role to uphold the nation’s ethical or moral values.  
Many of these felt let down by what they saw as a decline in these standards across much of the 
BBC.  
 
However, as will become evident from responses to the more detailed discussion points raised 
later, few participants sought really radical change in the BBC.  Although many took the 
opportunity to criticise the BBC, the vast majority sought only evolutionary changes to the BBC’s 
strategy and activities. 
 
“I wouldn't change it dramatically at all - maybe go after some of the audience they aren't 
currently getting, but nothing too drastic...” 
Female, parent of older children (35-49), ABC1, Belfast   

 
 



 

 
              
 
The Knowledge Agency    22 June 2010     13 

5. Scope and boundaries of the 
BBC 
 
5.1 Television 
 
Although there was some confusion about which programmes appear on which channels, a series 
of “flagship” programmes were commonly associated with BBC One. These included the News, 
EastEnders, Casualty, Match of the Day, Doctor Who, Total Wipeout, The One Show, Larkrise to 
Candleford, Ashes to Ashes and Antiques Roadshow (for older participants). 
 
BBC One was spontaneously described as the BBC’s “mainstream” channel on which most of the 
populist programmes were expected to appear, as well as the main news programmes. 
 
“BBC One seems to have the better programmes, it's more up to date, more variety... I 
always thought BBC Two was more intellectual - documentaries and things - but BBC One 
is more popular programmes...” 
Female, retired (60+), ABC1, rural Belfast area 
 
BBC Two was less clearly and consistently perceived by participants. If BBC One is seen as the 
home of mainstream entertainment and news then, by definition, BBC Two is seen as being for 
less “popular” programming but exactly what participants meant by this did vary considerably 
across the sample. Many described it as “more intellectual” programming, and particularly as a 
home for most of the BBC’s factual programming (both serious and popular). A minority picked out 
some of the innovative comedy the channel had featured, including The Office, Gavin and Stacey 
and Being Human, but the comedy and drama element of BBC Two’s remit came as a surprise to 
many people.  
 
Other programmes associated with BBC Two included Top Gear, Coast, The Restaurant, 
Eggheads and cookery shows (e.g. The Delicious Miss Dahl).  Some also associated BBC Two 
with ancillary programmes to BBC One shows, such as The Apprentice, You’re Fired and MOTD2.  
 
Some older participants retain a residual image of BBC Two as the place where the BBC used to 
try out new programmes and ideas but for other (especially younger) participants, BBC Two is now 
seen as lacking a clear identity of its own and instead as being a kind of hybrid of the ‘serious, 
intellectual and older’ BBC Four and the ‘experimental, younger, lighter’ BBC Three. 
 
“I think BBC Two and BBC Four seem to overlap a bit with foreign language stuff and art 
programmes...” 
Female, parent of older children (35-49), ABC1, Belfast 
 
 
Levels of knowledge, and experience, of BBC Three and BBC Four were much lower overall, and 
(as might be expected) varied significantly by group. Few of the older participants we spoke to had 
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any experience of BBC Three, and only a minority of predominantly older participants (mainly 45+) 
were aware of having watched BBC Four. 
 
Many of those with an opinion saw BBC Three predominantly as a home for repeats of 
programmes from BBC One and Two (most obviously, but not exclusively, EastEnders). BBC 
Three was commonly confused with ITV3 in this respect.  This was not necessarily felt to be a 
negative, and some participants actually wanted BBC Three to offer more repeats of popular 
programmes (e.g. Ashes to Ashes).  This was especially true of those who were less internet 
savvy, and therefore uncomfortable with the idea of using the BBC iPlayer.  
 
“I wish they all had a +1 channel...” 
Female, parent of older children (35-49), ABC1, Belfast 
 
“They should repeat more of their good programmes like Top Gear on BBC Three and BBC 
Four… at the moment, you have to have Sky to be able to watch them again…” 
Male, pre-family (25-34), C2DE, London 
 
However, most younger participants (along with many parents of teenagers/ twenty-somethings) 
clearly recognised BBC Three’s remit of targeting younger people with more innovative 
programmes and a distinctive schedule.  
 
“Its a modern station, perhaps trendier – it seems to be going for younger and younger 
audiences whereas BBC One and BBC Two are sticking to their formulas.  Like the BBC is 
trying to evolve itself though having BBC Three...” 
Male, pre-family (18-24), ABC1, Glasgow 
 
“I think Three tends to be experimental - they run things on there are see how they go...” 
Male, empty nester (45-59), ABC1, Cheddar 
 
This strategy was generally viewed positively across the sample, perhaps surprisingly even among 
the majority not likely to be targeted by the channel, although there were some concerns about 
BBC Three trying too hard to copy channels like E4, and/or undermining standards of quality, taste 
and decency that apply to all other BBC services.   
 
“BBC Three is more based on our generation – more reality shows and Gavin and Stacey 
has been on and Undercover Princess – they are a bit different to what the BBC has been 
seen as...” 
Female, parent of younger children (25-39), ABC1, Dunfermline 
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However, many of those in the youngest groups were active consumers of the channel, and 
positive about the value it offers them (although many of these believe the Channel 4/E4 networks 
are delivering even better content for them – Hollyoaks in particular was mentioned by many young 
participants as ‘must watch’ television for their generation providing both entertainment and 
excellent coverage of important issues).   
 
BBC Four was less well-known still, and few understood its remit. However, amongst older and 
more upmarket groups there was a core of loyal viewers who absolutely adore the channel.  
 
“Four has a restricted taste - they are not going for big viewing figures but I think some 
money has been spent on the things they do show, like some of the opera I have 
watched...” 
Male, empty nester (45-59), ABC1, Cheddar 
 
“I love BBC Four, I watch it a lot, I like the culture… programmes with some weight are 
usually on BBC Four…” 
Female, empty nester (45-59), ABC1, London 
 
For others, when presented with BBC Four’s remit, many in older groups felt it sounded like their 
perceptions of BBC Two, and those in younger groups often felt it sounded too serious for them to 
be interested personally (but nonetheless a reasonable and worthwhile channel for the BBC to 
have). 
 
“BBC Four... I think more documentaries, it’s a bit high-brow and boring perhaps... for over 
50s and teachers...” 
Female, pre-family (25-34), C2DE, Cheddar 
 
On balance, and when prompted, most participants felt that the BBC did not really need four main 
television channels. Many suggested that the existing channel list could be condensed to three, 
most commonly with BBC One remaining as the core mainstream channel, BBC Two and Four 
combining to deliver factual, intellectual and culturally enriching programmes and BBC Three 
keeping the remit to concentrate on fresh, innovative programmes and a younger audience.   
 
“I imagine running four channels costs a lot more than running three, and in this day and 
age I'm not sure that's such a good thing... I think they could probably lump Two and Four 
together without any great problems...” 
Male, empty nester (45-59), ABC1, Cheddar 
 
The fact that BBC Three and BBC Four do not broadcast during the day was cited as a justification 
for this policy – most argued that this was symptomatic of the BBC not having enough content to fill 
both these channels. Some even felt that two channels would be sufficient for the BBC to do a 
good job by taking the best of BBC Three and Four’s mandate and programming putting them on 
BBC Two, where new programmes were historically tried and tested before a move to BBC One. 

5.2 Radio 
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The use of BBC’s radio services was more fragmented and, in the case of the digital services, 
more sporadic. However all services were represented somewhere in the sample.  
 
The BBC was the prime source of radio content for a significant proportion of listeners across the 
entire demographic spectrum represented by the groups.  Many of those who do tune into BBC 
stations also expressed the opinion that they value BBC radio over its commercial alternatives 
more highly than they value BBC television and feel they have a much closer relationship with it 
(often listening for several hours a day). In the hypothetical situation of the BBC closing down, it 
would be BBC radio many say they would miss most. 
 
“The radio is much more intelligent than other radio compared with the TV where even BBC 
One can be quite dumbed down. I learn so much from Radio 4 that you would never see on 
the TV...” 
Female, parent of older children (35-49), ABC1, Belfast 
 
“I’d rather they shut down BBC One and Two on the TV than Radio 1 and 2... they are more 
valuable to me. Every time I am putting the radio on I am listening to one of those – when I 
turn the telly on I am not watching BBC One or Two... I don’t find myself watching half of 
that”  
Male, parent of younger children (25-39), ABC1, Manchester 
 
However, knowledge of services that participants did not themselves use was remarkably sketchy. 
Surprisingly, many participants were unaware of Radios 3, 4 and 5 live (or at least were not at all 
clear about what they might hear on those stations).  There was very little knowledge of the digital 
stations across the sample as a whole but 6 Music in particular had a pocket of fans (especially 
amongst ABC1 empty nesters of both sexes), several of whom had come to the station as a result 
of the controversy over its future. 1Xtra also had a few fans amongst the youngest participants. 
 
“I started listening when it [6 Music] got lots of publicity recently because it has come 
under threat and I was impressed by the people campaigning to save it...” 
Male, empty nester (45-59), ABC1, Cheddar 
 
For those not aware of the stations, the descriptions presented in the stimulus material (SC2 - see 
Appendix) did not arouse much enthusiasm although there was some interest in the 6 Music 
proposition (more so than any of the other stations), as well as some interest in Radio 7 among 
older women in particular. 
 
“6 sounds interesting - another music channel because, there's an awful lot of chat on most 
music radio and I'd like one with less chat and more good music...” 
Female, parent of older children (35-49), ABC1, Belfast 
 
However, some of the oldest participants, radiophiles who were potentially very interested in the 
potential to access additional BBC radio content, were daunted by what they saw as frightening 
new technology. 
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“I would like to try it - my son has it [DAB] in the house and shows me things - but I think it 
would be too hard... It has loads of things going on and looks really good but I think I would 
need a brain transplant to be able to use it...” 
Female, retired (60+), ABC1, rural Belfast area 
 
Some of the participants were aware of the plans to close 6 Music and a number were 
disappointed by the prospect – indeed, one London listener was very angry about it and planning 
to participate in the campaign to prevent its closure.  
 
In terms of its speech programming, the BBC was felt to bring similar qualities to those 
represented in its television programming, particularly expertise and kudos in the area of news. 
Having said this, levels of usage (and indeed knowledge) of Radio 4 were remarkably low. Sports 
coverage on BBC radio was felt to be very strong, although the role of radio in providing sports 
coverage was felt to be less important than perhaps it used to be. 
 
“Five [live] coverage is good – the people they have on are a bit more knowledgeable if you 
listen to that compared to Talksport... on Talksport they read the Star and laugh at Page 
3...”  
Male, parent of younger children (25-39), ABC1, Manchester 
 
Radio 1 and (among older participants) Radio 2 dominated perceptions of the BBC’s music radio 
output.  Both were felt to do a very good job of providing an appealing combination of music and 
chat to their respective audiences, and to feature a higher calibre of presenter than those typically 
found on commercial radio. The ability of the BBC to offer “personality” presenters, with a presence 
on television as well as radio, and often celebrities in their own right, was felt to be an important 
differentiator.   
 
 “I sometimes flick to a commercial channel but the BBC tends to have the best 
presenters...” 
Male, empty nester (45-59), ABC1, Cheddar 
 
Radio 1 was also praised for championing new music and new artists and for supporting the UK’s 
world class music industry. Radio 1’s live music and free events were also praised by a number of 
participants.  
 
Fans of 6 Music saw the station in a slightly different way. It was viewed as fundamentally different 
to other radio stations, particularly by those outside the main metropolitan radio markets – more 
passionate about the music, more edgy and more innovative than either other BBC stations, or the 
commercial alternatives. 
 
Across all BBC radio services the lack of adverts was felt to be, in itself, a key and highly 
motivating point of difference. The irritant factor of radio advertising appears to be much higher 
than on other platforms.  This was felt by some to be reason in itself to choose a BBC station, even 
where commercial alternatives with similar formats were available. 
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Some participants were broadly supportive of the idea of the BBC providing a diverse range of 
radio services, some of which are targeted at specialist interests, and/or specific communities. 
 
“There are many different types of people in this country… you have to provide something 
for everyone…” 
Female, empty nester (45-59), ABC1, London 
 
However, many others felt strongly that there are just too many stations at the moment irrespective 
of their individual merits and many suggested that the specialist niches would be adequately 
served by introducing more specialist slots into the mainstream channels.  
 
Participants struggled to come up with specific criteria for identifying which, if any, niches most 
merited being served by the BBC but tended towards a combination of a critical target audience 
size combined with, for some, a current lack of existing alternatives.  
 
“They can only justify the stations if they have enough listeners - they may be very good 
but if people aren't listening they should go - that's just the way of the world...” 
Male, empty nester (45-59), ABC1, Cheddar 
 
“I think they have to give people a chance… give it a window of opportunity, say 3 months, 
and if no-one’s listening, then shut it down…” 
Female, empty nester (45-59), C2DE, Carlisle 
 
Several participants, especially those from C2DE groups, were adamant that any stations not 
achieving a meaningful audience could not be justified and should be closed whilst other 
participants, especially from ABC1 groups, wanted to celebrate the variety of interests and 
applauded the niche strategy.  Some participants commented that they felt the digital stations 
would be much more successful if/when all cars had DAB radios. 
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5.3 Online 
 
Almost all participants who are active internet users were familiar with the BBC website and used 
it, at least occasionally. 
 
“You know you are going to get breaking news.  iPlayer for TV and radio – Gavin and 
Stacey... I watched the whole of it on there.  If someone tells you about something on the 
BBC you know you can go on there and watch it.  World news, UK news, Scotland, 
Edinburgh and eastern Scotland: it is all broken down like that, the weather, the sport, 
Robert Peston’s blog – the website is amazing...”  
Female, parent of younger children (25-39), ABC1, Dunfermline  
 
The iPlayer received considerable praise and was seen as a hugely successful innovation by many 
who have used it. Indeed, in some groups (especially those of older participants), hearing 
descriptions of how people used the iPlayer got others who did not know about it very enthusiastic 
about being able to try it out themselves. It was seen by some as evidence that the the BBC is 
evolving positively in tune with modern lifestyles.   
 
“The iPlayer is so easy to use - I tried the ITV one and I don't know if it's just me but it was 
really difficult to use...” 
Male, empty nester (45-59), ABC1, Cheddar 
 
“Nowadays most things are online and computers... it is a bit more modern in a way 
because I do think of them as a bit old-fashioned and their programmes.  Having a website 
make them a bit more modern...” 
Female, pre-family (18-24), C2DE, Birmingham 
 
Some younger ABC1 participants felt that the iPlayer could potentially serve as more than a ‘catch-
up’ service, e.g by being used to signpost minority content on the BBC with “if you like this you 
might also like this” or to deliver content not available elsewhere on the BBC. 
 
“New technology... Everyone will have the Sky+ box soon.  We have just been talking about 
the iPlayer... why not have a Radio 6 or a weekly Radio 6 on the website or the iPlayer, but 
it’s not a live radio channel.  More and more of us are not watching or listening to things 
live anyway...”  
Female, parent of younger children (25-39), ABC1, Dunfermline 
 
The only significant criticisms made of the iPlayer concerned the 7 day limit for being able to go 
back to view a programme – many thought this period should be longer.  
 
The iPlayer aside, the BBC website was very widely praised and is considered to be a leader in its 
field.  Again the BBC was praised for making efforts to be in touch with modern lifestyles, by 
making its content (or at least key elements of it) more ubiquitously available, especially to people 
in the (office) workplace. 
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Areas of the site that were spontaneously praised included news, sports news, weather, children’s 
content, local news and some of the lifestyle content (e.g. recipes).  Although most acknowledged 
that there are alternative sources of most of the information found on the BBC website, bbc.co.uk 
was considered to be either more user-friendly, more trustworthy, or just plain better for the 
particular purpose for which it was used.  
 
“When you hear something and you want to check it – maybe a bit of news, it’s definitely 
the BBC site you go to  and not Sky... it’s the better website for news – the others are  bit 
muddled to look at... I like their format.  It’s all laid out well...” 
Male, pre-family (18-24), ABC1, Glasgow 
 
“I look at the news, sport… I think it has a lot of depth, with good links to background 
information…” 
Male, pre-family (25-34), C2DE, London 
 
“The website is one of the best you can find.  It’s easy to navigate and very interactive... in 
the education bit there are loads of different games on there – you can tell students to go 
and look at it to get theories into their heads..  The scientific website is always up to date 
and the weird and wonderful things as well. Then I can also access the Live Lounge 
through the iPlayer...” 
Female, parent of younger children (25-39), ABC1, Dunfermline 
 
The children’s content on the BBC website was singled out for particular praise, both by parents 
and the education professionals in the sample.  The BBC Bitesize resource was also 
spontaneously mentioned and praised by a number of participants (especially by those from the 
18-24 age range who had direct experience of using it, and by parents of secondary school aged 
children). 
 
“CBeebies is really important for children because I feel it is safer than other sites...” 
Female, parent of older children (35-49), ABC1, Belfast 
 
“Bitesize is very good - when my 16 year old tells me he's revising I know he'll go on and do 
a ten minute thing on there...” 
Female, parent of older children (35-49), ABC1, Belfast 
 
Initially, there was some surprise, and resistance, to the idea of the BBC cutting back on its web 
presence. This was partly because participants clearly value what the site offers, and would not 
like to lose it.  More fundamentally, some saw it as counterintuitive for the BBC to be cutting back 
on one area in which it is clearly an innovator, a market leader, and a provider of excellence. 
 
“The internet is still very experimental so I think the BBC should be given a free rein to see 
how it develops...” 
Male, empty nester (45-59), ABC1, Cheddar 
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“I wouldn’t advise the BBC to get rid of any of it… I’m sure you’ll get some old dear who 
finds the gardening tips useful… and that’s the point of the BBC, to provide something for 
everyone…” 
Male, pre-family (25-34), C2DE, London 
 
Having said this, many were surprised when shown the budget for bbc.co.uk relative to some of 
the other BBC services (SC6 - see Appendix), and/or when shown the breadth of content that is 
actually available on the website (PF2 - see Appendix).  
 
In practice most found it relatively easy to identify areas that they would cut back on if they had to. 
A short pro-forma exercise (PF2), where participants were asked to highlight three areas of the 
website that must remain, and three that could most easily be sacrificed, was completed with most 
groups.  For the most part, participants chose to ‘cut’ those parts of the website that were of least 
personal interest to them (e.g. Religion and ethics), or those they least understood (e.g. BBC 
Trust).  However, on deeper probing, it was possible to establish some principles about what kind 
of content was most important for the BBC to provide. 
 
For those most familiar with the website, online content relating directly to BBC programmes was 
seen as easier to justify then more general content and as adding extra value to the original 
programme. For example, with cookery, showing recipes that had been featured on television 
programmes was seen as highly appropriate whereas general online recipe information that did not 
link directly to a programme was interesting to some but harder to justify.  
 
In terms of which parts of the site were most important to keep, there was a much stronger degree 
of consistency in participants’ responses.  News, sport, weather and TV were the clear leaders. 
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6. Editorial Priorities 
 
Overall, reactions to the proposed editorial priorities were positive (although the specific phrasing 
used was seen by some as either confusing and/or pretentious). The majority of participants 
supported the gist of each of the proposed areas and, as a composite “manifesto” for the BBC; the 
five were felt to form the basis of a good strategy. There were no obvious areas of omission, other 
than a desire for an explicit commitment to sport from many male (and some female) participants. 
 
Another pro-forma exercise (PF3 - see Appendix) was used to elicit importance ratings for each of 
the proposed priorities.  In line with the qualitative feedback, all priorities scored highly, but ‘The 
best journalism in the world’ was a clear leader in terms of perceived importance across the 
sample. 
 
 

6.1 The best journalism in the world 
 
This was felt to be a central tenet of what the BBC already offers. The BBC’s reputation for news, 
although under greater challenge than ever before, was still considered by most to be unparalleled, 
and it made complete sense to almost all that this area should be a priority for the BBC in future. 
 
“I associate the BBC with good quality, impartial journalism and rely on them as an honest 
source of information...” 
Female, parents of younger children (25-39), ABC1, Dunfermline 
 
“They need to get across the truth in as plain a way as possible and also give the 
perspective so you know how it fits in with what's going on...” 
Female, retired (60+), ABC1, rural Belfast area 
 
“I don’t think they’re quite as two-sided as they make out, but then no-one is...” 
Female, pre-family (25-34), C2DE, Cheddar 
 
The BBC’s coverage of the General Election (which took place immediately before the research 
fieldwork) was the target of some criticism, however, and cited by some as a warning sign of BBC 
standards being on the slide. 
 
“I watched the BBC [for election night] and it was terrible... For the election I was channel-
hopping and ITV were way ahead of the BBC... way ahead...” 
Male, empty nesters (45-59), ABC1, Cheddar 
 
Some participants were a little uncomfortable with the use of the word “journalism” rather than 
news.  This may be because they felt that the journalism suggested an emphasis on the process 
(and therefore was perhaps a little self-serving) rather than the output – News – which is more 
consumer-oriented, and what they are really concerned with. However, others recognised the high 
calibre of BBC journalists as an important BBC strength in its own right.  
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6.2 Inspiring knowledge, music and culture 
 
Participants found it rather more difficult to get to grips with this statement, as they found it much 
broader and more nebulous.  However, on reflection, they equated it with some of the BBC content 
about which they were most positive (e.g. documentaries, natural history programmes, educational 
content), and became more positive. 
 
“You can get things like wildlife in other places - things like Discovery are whole channels 
dedicated to it - but I still think the BBC does it very well indeed...” 
Male, empty nesters (45-59), ABC1, Cheddar 
 
“I think some of the documentary and nature programmes are really good, and you learn a 
lot from them...” 
Female, pre-family (25-34), C2DE, Cheddar 
 
Culture, and particularly music, was felt to be of lesser importance than knowledge, especially 
since most people’s thoughts naturally gravitated towards television within the context of editorial 
priorities. However, when reminded that radio should also be considered, music made more sense 
to most people.  
 
That said, most consumers of the BBC’s radio services, claimed that they saw no great distinction 
between the music they are getting from the BBC and that which they might get from commercial 
providers. The most obvious exceptions to this were among Radio 1 listeners, who praised the 
station’s reputation for breaking new artists and for providing exclusive live sessions, and the small 
number of 6 Music fans who appreciate the stations commitment to more credible, high quality 
music.  
 
“My family has a lot to do with music and my niece and nephew are both aspiring 
musicians... Both have had things to do with the BBC... they have always supported them... 
the Live Lounge, new and up and coming music, and you need that in the music industry...” 
Female, parents of younger children (25-39), ABC1, Dunfermline 
 
The word ‘culture’ itself caused some issues where it was associated by participants with things 
they had little or no interest in such as classical music, ballet, opera and other ‘high-brow’ pursuits. 
The same word also caused a negative reaction in one group in Northern Ireland when it drew the 
response “whose culture? – not ours I bet”; it was perceived as representing British or mainland 
culture, not that of Northern Ireland.  They felt greater affinity with channels from the Republic of 
Ireland because they were perceived as being more local and relevant to them. 
 
There were also reservations about the word ‘inspiring’, which was felt by some participants to be 
either un-necessarily ambitious for a set of media services they see as being primarily for their 
entertainment or, at worst, somewhat condescending. 
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“Inspiring?  I don’t know... I don’t watch anything to get inspired, really...” 
Female, pre-family (25-34), C2DE, Cheddar 
 
“Culture... they do a lot of history shows about WWII and how it shaped Britain today... I 
wouldn’t say it was inspiring exactly... Horizon as well – very good, but inspiring...?” 
Male, pre-family (18-24), ABC1, Glasgow 
 
 

6.3 Ambitious UK drama and comedy 
 
The views in this area were much more mixed, both in terms of the extent to which the BBC 
currently succeeds in delivering these genres and also in the reaction to the word ‘ambitious’. 
 
Many claimed that the BBC’s comedy output in particular had declined in recent years, an 
impression reinforced by the large volume of reruns of classic programmes on Dave, UK Gold, etc. 
This also raises interesting questions about archive, as most assume that these programmes are 
now “owned” by the commercial sector, and so the credit for showing them does not reflect 
positively on the BBC. Indeed some young 18-24 females in particular credit shows such as Top 
Gear and Mock The Week entirely to Dave and record those shows on Dave rather than on the 
BBC. 
 
“I don’t watch QI or Top Gear but if someone said where are they on, I’d say they are on 
Dave –  I don’t remember them being on the BBC....  Mock the Week I always watch it on 
Dave... if I miss it I think ‘never mind it will be on Dave’ and if I record it I record it off Dave...  
Dave is between channels that I like [on the Sky menu]... I won’t start off with BBC.  I start 
with C4 or E4 and go up that way...” 
Female, pre-family (18-24), C2DE, Birmingham 
  
 
Some (including many of the older female participants in particular) expressed a deep nostalgia for 
what they saw as the excellent comedy of the past and bemoaned the lack of what they see as 
funny but relatively innocent programmes (although My Family was cited by some as an 
exception). For many in this group contemporary comedy is too harsh and/or smutty, yet they long 
to be able to sit down in front of the television and have a good laugh. 
 
“I can recall many programmes produced by the BBC [in the past] that were of first-rate 
quality, but there don’t seem to be as many these days…” 
Male, retired (60+), ABC1, Cardiff 
 
“I really wish we could have a good laugh but the comedies now are so sleazy... there's 
what the BBC could do - get really good comedy writers because that's what's really 
missing...” 
Female, retired (60+), ABC1, rural Belfast area 
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Nevertheless, BBC drama and comedy are clearly valued, and many participants cited examples 
of the BBC producing excellent content in these areas (e.g. Cranfield, Blackadder, QI, Have I Got 
News For You, Waking the Dead, Silent Witness, The Office, Gavin and Stacey, and 
Outnumbered). However for many, it is clear that other channels e.g. ITV drama, Channel 4 
comedy, are at least the equal of the BBC. 
 
“The BBC is great at delivering serious issues but when it comes to entertainment there are 
plenty of other channels...”  
Female, parents of younger children (25-39), ABC1, Dunfermline 
 
A number of participants across the groups also questioned the specific use of the word 
“ambitious” in this priority. Some were unclear what “ambitious” meant in this context and many 
younger participants in particular questioned just how ambitious the BBC’s drama and comedy 
actually is, when compared to some of Channel 4’s output.  
 
“Outnumbered is good for a new idea and showcasing comedy, but Channel 4 is a better 
example of what this should be – like Skins... and Hollyoaks – the storylines are really out 
there and some people can be offended.” 
Female, pre-family (18-24), C2DE, Birmingham 
 
Examples of more ambitious comedy and drama on the BBC were often cited, but most of these 
were favourite programmes from the past, rather than more recent productions. 
 
“The BBC have always been the one to take the risk haven’t they.. BBC Two used to bring 
new comedies through like the Young Ones – it won’t appeal to everyone but it gets a cult 
following.  They can never be accused of not being brave... there is no reason why they 
should change...” 
Male, parents of younger children (25-39), ABC1, Manchester 
 
Others made the point that they don’t necessarily want drama and comedy that is challenging (or 
at least that is not always challenging); they placed a higher value on good enjoyable mainstream 
programming in these genres.  
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“I only watch two hours of TV a day and I want to watch something that is good and proven 
- I don't want them to practice on me...” 
Male, empty nesters (45-59), ABC1, Cheddar 
 
“I think there is a place for good safe stuff like Candleford ... they've been done loads of 
times but I love seeing them... that whole Sunday night thing...” 
Female, parents of older children (35-49), ABC1, Belfast 
 
Where there was consensus about the BBC’s role, however, was in its emphasis on UK originated 
drama and comedy. Most recognised that there is an endless torrent of imported comedy and 
drama programming available, particularly on the satellite channels, and look to the BBC to provide 
an alternative, rather than replicate this. 
 
This does not preclude the BBC introducing its audience to outstanding overseas content (the first 
series of 24 was cited as an example of this), but most expected this to be the exception, rather 
than the rule. Where the BBC decides to this – as with The Wire – the assumption is that the BBC 
buys in the programme because it is an example of award-winning high quality within its genre that 
might otherwise not be available to the British public on a free-to-air channel. 
 
“[The BBC has] quite a stuffy reputation.  I was gobsmacked when they had The Wire on 
back to back late at night, and there is a gaping hole in my life now it’s finished.  It was a 
fantastic programme that had been on Sky and I never thought the BBC would show it... 
because it was very violent, with drugs... If it was going to any terrestrial channel I thought 
it would go to C4 because they have things like Skins which are edgy. I am sure they had 
lots of chat in the boardroom about that...  It won lots of awards in the US and so they were 
maybe looking for something like that to appeal to a different audience but still credible and 
quality...” 
Female, parents of younger children (25-39), ABC1, Dunfermline 
 
“I like the US stuff they do show - stuff from HBO which is more interesting anyway...” 
Female, parents of older children (35-49), ABC1, Belfast 
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6.4 Outstanding children’s content 
 
There was broad support for this priority, even among those who do not have children. From a 
citizen perspective it is perhaps the easiest “specialist” audience to recognise. 
 
“I think they should do this. I don't want to watch it so it should be on a dedicated channel 
but there is a role for British children's programmes done to the BBC standard...” 
Male, empty nesters (45-59), ABC1, Cheddar 
 
Many, especially older, participants had fond memories of BBC content from their own childhoods 
(from Muffin the Mule onwards), and felt that it was important for the BBC (both for the benefit of 
young people and for its own self-preservation in the long term) to capture audiences when they 
are young. 
 
The role of “soft” educational content was felt to be particularly important in this day and age when 
children consume so much electronic media, and the BBC was recognised as being especially 
strong in this respect.  
 
“Education is important, and I think they’re quite good... my sister has a little one and the 
BBC programmes aren’t just silly – they have something interesting for me when I watch 
with her...” 
Female, pre-family (25-34), C2DE, Cheddar 
 
Some participants, especially ABC1 mothers suggested that BBC content encourages more 
interactive rather than passive viewing by young children, in particular, which they welcomed. 
However, for some (mainly C2DE) participants it was seen as important to guard against the BBC 
becoming too ‘po-faced’ about what it strives for in children’s television as a failure to keep 
programmes fun as well as educational will result in children demanding to watch commercial 
alternatives. 
 
Those with experience of CBeebies and CBBC had very positive things to say about these 
channels, and the BBC’s online provision for children was felt to be extremely strong, both in terms 
of the CBeebies and CBBC websites, and in terms of the educational content and resources 
available more broadly on bbc.co.uk. 
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6.5 Events that bring communities and the nation 
together 
 
As an abstract concept, most groups agreed that this was an important area for the BBC, although 
of course different groups’ perceptions of what type of events this actually means varied 
enormously – for some of the order women, for example, this meant royal weddings; most of the 
younger men immediately thought about the football World Cup, which was topical at the time of 
this research. Others cited charity events such as Children in Need. 
 
There were some participants, critical of the quality and relevance of BBC programmes, who felt 
that this priority should be expressed slightly less self-importantly.  They felt that the BBC needs to 
improve its ability to make programmes people want to watch, and that sorting this out should be 
the BBC’s main priority. 
 
“We are getting carried away here to be honest.  At the end of the day they are a 
broadcaster who is going to show some programmes.  They are never going to be bringing 
the people together...  The one target is can they produce something that is worth 
watching!? If we can get something that is worth watching and everyone is talking about it 
when they go to work tomorrow then is that bringing the country together? Possibly... let’s 
find something worth watching first.” 
Male, parents of younger children (25-39), ABC1, Manchester 
 
There was also some debate about just how instrumental the BBC is in making these events 
happen, as opposed to providing coverage of them.  Some suggested that the BBC must be 
careful not to try and take too much credit. 
 
“Does that mean they produce events or cover events?  If its “cover”  then they do quite a 
lot like the football and the Olympics and that, but if it means they produce or host them 
then I don’t think they do.  They cover Glastonbury but they don’t host it...” 
Male, parents of younger children (25-39), ABC1, Manchester 
 
Nevertheless, in all cases the scale and scope of the BBC, and its ability to deliver coverage of 
events across multiple media, were felt to be important assets.  
 
“The politics and the election they did really well and brought it all together – I went on the 
website and they had all different things... pie charts on how many seats would be needed 
to form a Government and a lot of things on the TV and that was really good.   Bringing 
people together with information...” 
Female, pre-family (18-24), C2DE, Birmingham 
 
The BBC was also felt to have trust and authority that means that people turn to it at times of major 
events such as 9/11 or the death of Diana.  
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These kind of events were felt to display a kind of national social cohesion, and the role of the BBC 
as a vehicle and a catalyst to this was felt to be important albeit much less salient as an immediate 
association with the BBC than, for example, its news coverage or documentary output. 
 
As an extension of this, the BBC was also felt to have a responsibility to portray the UK back to 
itself: to celebrate British life and individual communities across the UK. This is extended to the 
origin of programmes.  Some of the Welsh participants in particular felt that there are excellent 
locally-produced programmes that would benefit a broader national (i.e. UK) audience, and in 
Belfast there was a strong desire to see programmes based in Northern Ireland being shown 
across the UK network to help make them feel more included within the UK. 
 
“Some of the Welsh programmes that have been on recently… Weatherman Walking, Iolo’s 
Wild Wales…brilliant programmes.  I can’t understand why they’re not shown nationally…” 
Male, retired (60+), ABC1, Cardiff 
 
 

6.6 What is missing? 
 
When asked if anything was missing from the list of editorial priorities, the one area mentioned was 
the lack of explicit reference to sport. Many participants, especially but not exclusively men, felt this 
was a serious omission and whilst recognising (sometimes with regret) that the BBC no longer 
holds a dominant position in terms of sports coverage on the television, they felt it was at least as 
important as the other areas mentioned such as music, culture, drama and comedy.  
 
“There's no obvious mention of sport and I think we're getting short-changed from the BBC 
in terms of sport now...” 
Male, empty nesters (45-59), ABC1, Cheddar 
 
“I enjoy sport on the BBC, but I’m a bit annoyed that you don’t seem to get as much as you 
used to… OK you get Wimbledon and Match of the Day, but you don’t get as many live 
matches as you used to…” 
Male, retired (60+), ABC1, Cardiff 
 
Whilst some major sporting events might be included in the ‘events that bring communities and the 
nation together’ section, this did not seem to cover the BBC’s ongoing commitment to 
comprehensive sporting coverage.  For some this was seen as reflecting a kind of snobbery or 
elitism from those within the BBC who were sometimes accused of being more interested in going 
to the opera than watching a football match. 
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7. Quality and distinctiveness 
 
 
7.1 Quality 
 
The notion of the BBC “putting quality first” in future was supported in principle, although there was 
no obvious consensus on what constitutes quality in media provision. Moreover many were 
conscious of the fact that quality is subjective and therefore would both be defined and interpreted 
differently by every individual. At its simplest level, therefore, quality was defined as “whatever 
each person thinks is good”, or “whatever each person enjoys”. 
 
However, there were certain characteristics that were commonly attributed to examples of 
programmes and services that participants considered to be of high quality: 
 
Television 
 
• High production values – e.g. well constructed camera angles, good lighting 

• Editorial integrity – independent of political or commercial influence 

• Morally “correct” – respectful of participants (e.g. members of the public who participate in 
programmes) and audiences, no gratuitous bad language, not racist, homophobic etc. 

• Original ideas 

• The highest quality talent – best actors, journalists, presenters, etc. 

• Dedication to the programme cause – weeks of work on costumes or days waiting to capture a 
particular shot of wildlife or animal behaviour 

• Quality and depth of background research 

Radio 
 
• Witty, eloquent and intelligent presenters 

• Famous names/faces with high (multi-media) profile 

• ‘A-list’ celebrity guests and interviews 

• First with new music 

• Live music, exclusive sessions, etc. 

• ‘Proper’ news reporting – headlines backed up with more depth adapted to suit the particular 
station 
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Online 
 
• Accurate, trustworthy factual content 

• Breadth and depth of information available 

• Up-to-the-minute and frequently updated 

• Clearly expressed and presented, and easy to navigate 

• Linkage to television programming to increase a programme’s usefulness (e.g. recipes or 
gardener’s plant selections from a programme, then posted in the website)  

Most participants found it easy to identify examples of BBC content that delivered against some or 
all of the above criteria. However, the BBC was found to be particularly strong in certain genres – 
documentary and factual programming (including, and especially, natural history programmes), 
drama (including, and especially, period drama), news and current affairs, and sport (inasmuch as 
the BBC’s limited access to sports rights allows it to be). 
 
“The news – for whatever reason you trust it.  It is always timely if something has happened 
and they come across [as] never taking any sides.  The journalists they never seem to get 
in a fluster on there...” 
Female, parents of younger children (25-39), ABC1, Dunfermline 
 
“Even just the quality... everything seems smooth... no hiccoughs with presenters... they 
know what they are doing and they are better at it.  The new presenters when they come out 
have been manufactured into the quality and the standards...” 
Male, pre-family (18-24), ABC1, Glasgow 
 
However, the BBC does not have a monopoly on quality. Other broadcasters were felt to be 
providing programmes of equal (or in some cases even superior) quality in various areas. For 
example, many felt ITV to be superior to the BBC in terms of mainstream entertainment 
programming.   
 
“I think ITV has the edge on Saturday nights with X Factor and Britain’s Got Talent... they're 
just more fun than the BBC ones...” 
Female, pre-family (25-34), C2DE, Cheddar 
 
Many also remarked that ITV had made giant strides forward in terms of high-quality drama and, 
most recently factual programmes (such as Joanna Lumley’s Nile) in recent times. Most 
considered these to be every bit as good as programmes they might see on BBC One. 
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7.2 Distinctiveness 
 
The fact that other broadcasters are now able to provide some mainstream programmes of quality 
that match or even surpass the BBC was not felt to be a reason in itself for the BBC to stop 
producing programmes of this type.  High-quality programmes were generally seen to be in the 
minority amongst a sea of “dross”; the multiplication in the number of channels available to most 
people in recent years was largely seen to have compounded this imbalance.  
 
“Because of the licence fee they cover a cross section of what people find interesting... it’s 
a bit prestige as has been said and not the trashy TV you get on Channel 5 and satellite TV 
which I am not impressed with... those crap reality programmes...” 
Male, pre-family (18-24), ABC1, Glasgow 
 
“There are so many channels on Sky and Freeview that if you want rubbish it's easy to find 
– the point of the BBC surely is that it does give good quality” 
Male, parent of older children (35-49), C2DE, Crowthorne 
 
Most participants welcomed the possibility of more high-quality programmes from a range of 
providers, and the BBC was felt to have a critical role to play within this provision, both in terms of 
its own production and in “setting the bar high” for others. 
 
Beyond this, the question of distinctiveness was somewhat perplexing to many participants, and to 
some extent they did provide contradictory answers. Although in principle many were in favour of 
the BBC providing more distinctive content at the expense of mainstream content, they were 
reluctant to cut any programmes or services upon which they placed any personal value. 
 
The list of mainstream programming presented to people in SC5 (see Appendix) provoked an 
interesting response. Often participants could not articulate any fundamental difference between 
these programmes and others of a similar type provided by other broadcasters (although some 
gave examples, such as The Apprentice on RTE, where the exact same format is produced to a 
much lower quality than the BBC version).  
 
“Total Wipeout could be made by another channel, but the dramas have a BBC feel - just 
something, I don't know what it is, but you can pick them out - perhaps they don't need to 
keep building up to a cliff hanger every break?” 
Female, parents of older children (35-49), ABC1, Belfast 
 
However, most of them enjoyed a number of these programmes very much, and certainly would be 
loath to see them disappear.  Although not necessarily distinctive, therefore, they were seen as 
good programmes enjoyed by large numbers of people, including themselves, and thus playing a 
critical role in delivering licence fee value. 
 
“I think the BBC must serve the mainstream because why change something when it's 
going well...” 
Female, retired (60+), ABC1, rural Belfast area 
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What becomes clear, therefore, is that licence payers (in practice) have a complex, multi-
dimensional relationship with the BBC, within which they expect to enjoy a strong core of well-
produced, entertaining mainstream programming, supplemented by more informative, challenging, 
and original/distinctive content around the fringes. 
 
A number of participants did however make the point that the BBC is much better placed than its 
commercial rivals to be distinctive and, in particular, to pilot new ideas. They recognise the 
pressure commercial channels are under to generate audiences quickly and believe, because of its 
funding, that the BBC has a much better opportunity (and indeed a considerable obligation) to take 
more risks with new ideas. In particular, the fact that the BBC can create programmes that might 
not appeal instantly but can generate a following (and even mainstream appeal) over time – so 
called ‘slow burners’ – was recognised and praised.  In this way, the BBC was felt to have an 
important role to play in preventing television from becoming completely ratings-focused. 
 
“I think they do this - things like The Office that didn't go down well at the start but became 
huge...” 
Female, parents of older children (35-49), ABC1, Belfast  
 
“No one is going to take a risk on good new drama or good new comedy if it is dependent 
from day one on whether someone is going to advertise on it, so the BBC is the only 
chance for these kinds of new programmes.  Think of something like Blackadder which 
wasn't successful at the start - it would have been chopped at the first series but went on to 
be a huge success...” 
Female, parents of older children (35-49), ABC1, Belfast 
 
Where there was less clarity was what should happen once a successful new format has been 
established. The majority of participants did not like the idea of the BBC handing them over or 
selling them to commercial channels, but for some this idea seemed to make a lot of sense as they 
believed everyone stood to benefit in the long run from such an arrangement (the BBC would have 
a clear and protected remit to develop innovative programmes, the commercial sector could take 
on established and successful formats and the viewer would benefit from both). 
 
“It's not easy for the commercial sector to pioneer radical new programmes in case they 
don't attract advertisers but the BBC can take those risks and the commercial sector could 
then take over the successful programmes - that might work better for everyone...” 
Male, empty nesters (45-59), ABC1, Cheddar 
 
All participants expected the BBC to provide something for everyone. This is generally justified on 
the basis of the licence fee being a universal charge, and therefore everyone having an entitlement 
to some kind of value in return.
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The vast majority felt that the BBC does currently provide something for everyone, although some 
of those we spoke to felt that their relationship with the BBC (and the amount of BBC content they 
consume) was minimal; a vocal minority were strongly against the licence fee and a number of 
others suggested they would have to think long and hard if the option to opt out of the BBC (and 
avoid having to pay the licence fee) was ever offered to them. 
 
The best way to deliver this value, however, and the extent to which the BBC is expected (or 
entitled) to focus disproportionate attention on specific audiences, raised a more diverse set of 
opinions. 
 
In terms of television, most felt that the BBC’s current priority focus on BBC One and, to a lesser 
extent BBC Two, (as reflected in the illustration of the distribution of the licence fee figures in SC6 
– see Appendix) was appropriate. Most felt it was vital for the BBC to continue to reach a mass 
and diverse audience through programmes that attract large audiences.  
 
“As long as the peak period is good that’s the main thing... because you can’t please all the 
people all the time, you have to please the majority – and the majority is all peak time for a 
reason: because the majority of people are watching it... between 7 and 11 that what needs 
to be decent stuff ...” 
Male, parents of younger children (25-39), ABC1, Manchester 
 
“I think they have to cater for all aspects of society but there shouldn’t be an overemphasis 
on each smaller aspect of society... It’s for the majority... the most interesting viewing is the 
most interesting viewing I think (whoever you are)...”  
Male, pre-family (18-24), ABC1, Glasgow 
 
Many also stressed the importance of the BBC using the mainstream platform of BBC One (for 
example) to expose a mass audience to more intelligent and/or challenging content (e.g. high-
quality news and current affairs, factual programming, innovative drama and comedy) that might 
otherwise be hidden away on smaller channels and thus only “available” to a small audience. 
 
“The BBC excels in programmes that are considered less mainstream but they can end up 
doing them so well that they attract a mainstream audience...”  
Female, parents of younger children (25-39), ABC1, Dunfermline 
 
The principle of the BBC complementing its mass channels with more specific “niche” offerings, 
targeting particular interest groups and/or communities, was widely supported but not necessarily 
by devoting entire channels to these groups.  In practice, when it came to cutting services or 
genres within one of the exercises (appendix PF5), the majority of participants opted to cut what 
they saw as the smallest, or most peripheral, of these niche services. 
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“My gran and everyone up north watches BBC Alba but you can get it at certain times on 
BBC Two and I don't think there are that many pure Gaelic speakers ..I would say get rid of 
it if they have to” 
Male, pre-family (18-24), ABC1, Glasgow 
 
Certain demographic groups were felt to be particularly deserving of dedicated content/services: 
 
• Children were the most obvious example, and there was a great level of support for the BBC’s 

current efforts in developing strong children’s services (especially, but by no means exclusively, 
amongst parents). 

• Teenagers are an audience that was felt by many across the groups to be underserved by the 
BBC, particularly in terms of UK-originated television programming. Some voiced a concern that 
once children ‘grow out of’ CBBC, they have almost no option than to consume a diet of US 
imports (such as endless repeats of Friends) and this was not necessarily good either for them 
or for the long-term health of the BBC. Others agreed that teenagers are particularly poorly 
served by the BBC but were less concerned about this as they felt teenagers have a 
disproportionate range of alternatives available to them, including other television channels 
(such as C4/E4 etc and the various music channels) and numerous online options. Some young 
participants suggested that teenagers are not an easy audience for the BBC to attract because 
the BBC would not wish to court controversy by making the kind of edgy programmes that 
teenagers really like.  

• Older people, and those who for other reasons might be housebound, less mobile, or socially 
excluded, were also felt to be deserving of special attention from the BBC, especially as this 
sector of the population is growing rapidly (there was little-to-no public recognition of the fact 
that this audience might already be the heaviest consumer of BBC services). Additionally, as 
one participant pointed out, the impending demographic changes to the UK population will 
mean that older people are set to become an even more important audience going forward and 
that mainstream programming will need to reflect this change. 

There was less support for the principle of providing services for ethnic and/or religious 
communities. This is related to a broader (and very sensitive) issue of the extent to which society 
as a whole should be looking to integrate different cultures into the mainstream, or to allow them to 
co-exist in parallel.  
 
The steady increase in the range of different cultures represented in the UK population was also 
felt by some to make the idea of sub-group-specific services untenable.  If the BBC is to serve the 
Asian audience through a bespoke radio network, what about the Poles, the Chinese, etc.?  On 
balance, most participants felt that the mainstream BBC services should serve to be inclusive of 
minorities, rather than the BBC developing dedicated services for them.  
 
“I think they should probably just have five [radio stations] and they could incorporate bits 
on these other ones into them. For example, on Radio 1 they could easily do an hour a day 
or a week with an Asian presenter playing Asian music…” 
Male, parent of older children (35-49), C2DE, Crowthorne 
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Discussion of this issue in a media context was inevitably complicated as some “common sense” 
sounding views about the BBC not being able to cater for all races and/or religions might have 
been put forward to disguise a deeper level of racism, whereas others expressed a reluctance to 
criticise services such as Asian Network precisely because they feared they might sound racist in 
doing so.  (Interestingly, the small minority of ethnic minority participants we spoke to did not feel 
strongly that the BBC had any obligation to provide dedicated services for their communities.) 
 
In some groups, views on the indigenous services (Welsh and Gaelic language services) was 
slightly different.  In principle, some felt there is a greater justification for the BBC supporting and 
nurturing this kind of native British culture, but that the scale of the investment should be broadly 
proportional to the size of the audience served.  In practice, therefore, a radio station to serve 
500,000 Welsh speakers was more justified than a bespoke television channel to serve 50,000 
Gaelic speakers. 
 
However, the majority view was that niche services dedicated to ethnic or cultural groups were a 
“luxury” and possibly not a good use of licence fee money.  For example, BBC Alba was singled 
out in almost every group (including those in Scotland) as one of the first services to cut if the BBC 
had to reduce the services it offers.  Although most participants’ knowledge and experience of BBC 
Alba were extremely limited, this attitude was symptomatic of a broader lack of interest/concern 
with “culture” amongst a large part of the sample. 
 
In terms of specific interest groups, this was more widely considered to be a good way of BBC 
delivering added value to its audiences, especially within radio, where most are familiar with the 
idea of radio “formats” being targeted at particular musical tastes.  
 
Quite how the special interests should be prioritised, however, was more difficult for people to 
rationalise. In principle, most felt that some kind of minimum audience size threshold would be the 
most obvious, and fairest, way to decide. Moreover, the general feeling was that the BBC should 
not feel guilty about any decision to cut some of these services in a time of financial belt-tightening. 
 
“Diversity is important but with funding being cut it is necessary to keep what is essential 
over what smaller groups [like]...” 
Male, pre-family (18-24), ABC1, Glasgow 
 
There was strong opposition to the idea of the BBC deliberately not providing services to specific 
parts of the audience (e.g. leaving a hole in its radio portfolio for 30 to 50-year-old music radio 
listeners). The BBC was felt to have an obligation to provide something for everyone within radio.  
The fact that commercial radio is heavily targeted at this particular group was not felt to be a 
justification for the BBC avoiding it. Indeed, some felt that the provision of more niche radio 
offerings could only be justified if the BBC has already fulfilled this obligation. 
 
Use of the BBC’s local services was sporadic across the sample. The BBC in this instance was 
used as one provider within a range of sources including local commercial radio, ITV’s regional 
news, and the local press. The BBC’s regional television news was more widely used and valued 
across the sample as a whole than local radio services. Where used, BBC local radio tended to be 
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used for traffic and weather information, and to access individual presenters or formats liked by the 
participant. Live sports coverage of local teams was another reason for men to listen to local BBC 
radio (this was often their only exposure to its output). Where discussed, there was general 
approval for the idea of improving prime time local radio output at the cost of increasing syndicated 
coverage at off peak times (something many are familiar with from commercial networks). 
 
There was real enthusiasm in some groups for the BBC’s localised web pages (particularly local 
news), which were praised by some for offering a much more granular level of information than 
other media, with no obvious commercial alternative available. Some participants take this for 
granted and only mentioned it in passing when in fact it is something they claimed to consult 
regularly. 
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8. Doing fewer things better 
 
The principle of “doing fewer things better” met with broad support.  In an economic and political 
climate where budgets are being cut and “tough decisions” taken in all walks of life, the BBC was 
felt to be acting responsibly by thinking about how it spends its money.  Many participants, when 
prompted, also remarked that they felt that the BBC had grown too big, and is in real danger of 
spreading its resources too thinly. 
 
“It’s a major player in TV broadcasting [but] they have now spread themselves far too thin... 
there is too much choice and not a lot of good quality out there... they waste money on 
things they don’t have to...” 
Male, parents of younger children (25-39), ABC1, Manchester 
 
Having said that, it was not immediately obvious to participants what the priority areas should be.  
When forced to trade-off between “Providing a wide range of programmes and services, even if it 
means sacrificing quality in some places” and “Investing in fewer, high quality programmes and 
services” (PF4 - see Appendix), most erred towards less content of a higher quality. 
 
Some participants did argue that the premise of this trade-off was flawed, however, as they 
insisted that higher quality programmes (as they defined them) did not have to be more expensive 
- some of the factual programmes they cited as high quality in terms of their content appear to be 
relatively low-budget productions (e.g. Monty Hall’s Great Escape). 
 
Some participants looked at the counter argument of lowering the quality in order to extend the 
range and stated if this approach was ever taken then the BBC would, in their opinion, lose its 
entire raison d’etre.  
 
If a drive towards greater quality drove the BBC to close some services and/or reduce the hours of 
broadcasting on certain services, this was not a major problem in principle for most people and 
many felt such consolidation would be the right thing for the BBC to do in the current climate. 
Although the vast majority of participants supported the idea of the BBC providing a diverse range 
of (sometimes niche) services in principle, it was notable that in the prioritisation exercise (PF5 - 
see Appendix), most opted to cut out niche services, and had few qualms in doing so  
 
“BBC Parliament - I'm not sure if there's an obligation to have that but I've tried it and to be 
honest there are very few laughs in it...” 
Male, empty nesters (45-59), ABC1, Cheddar 
 
As well as the niche services (of which most had little, if any experience), programming genres 
which were generally seen as being super-served on other channels (e.g. soaps, factual 
entertainment) were also frequently identified as targets for cutting, if cuts are necessary. 
 
Conversely those least likely to be chosen for cuts included the BBC’s largest (and arguably most 
mainstream) services – BBC One, Radio 2, BBC Two, for example – and those where the BBC 
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had been identified as offering a distinctive, or unique, service to themselves or to society as a 
whole – for example children’s content, news and current affairs. 
 
Many felt that, due to its unique position and funding, the BBC must play a major role in pioneering 
new ideas for programming and giving these new ideas ‘room to breathe’.  This was seen as 
equally appropriate for mainstream programming ideas as for specialist or niche interests.  
 
By contrast, the BBC drew criticism for allegedly copying ideas participants felt had been 
pioneered and made successful by competitors. Saturday nights on BBC One were cited in several 
groups, where the BBC was accused of trying to copy what ITV is doing but with less success. It 
was suggested it would be much better for the BBC to try and develop entirely new family 
entertainment ideas instead. Furthermore, particular anger was expressed by some participants at 
the BBC for scheduling some of their most popular Saturday night shows to clash with the main 
ITV versions forcing viewers to make a choice. This was not seen to reflect well on the BBC. 
 
“I don't think Over The Rainbow is any better than an ITV programme, and the BBC seems 
just to be following... if they can't do something better, something that is distinctive, they 
shouldn't do it...” 
Male, empty nesters (45-59), ABC1, Cheddar 
 
“They had X Factor on ITV and then they did exactly the same thing on the BBC and it was 
rubbish and I hate that copying…” 
Male, parent of older children (35-49), C2DE, Crowthorne 
 
When presented with an illustration of the distribution of the licence fee (SC6) or the relative costs 
of certain television genres (SC7 - see Appendix), there was actually very little change in 
participants’ views of which programmes or services should be the first to be cut.  The main 
exception to this was BBC Online - some participants (though by no means all) felt that £7.57 was 
excessive relative to other services, and this prompted them to think that bbc.co.uk could, or 
should, be reduced in scope.  
 
However, the vast majority agreed that online has a core role to play in the future of the BBC and 
several interesting ideas for the expansion of BBC Online were raised spontaneously, including 
using online to deliver more cost-effective services to minority groups such as fans of specific 
music genres, and the expansion of the iPlayer to cover some or all of the BBC’s programme 
archive. 
 
Radio 4’s relatively high budget was also a surprise for many but it was hard for the majority to 
assess in terms of its value for money as most had no idea what content it offers. Many did 
however express surprise that it would cost more than Radio 1 or 2 with their ‘highly paid’ 
presenters, and ‘big audience’. 
 
Showing the television production costs (SC7) within the groups at times turned out to be a 
counter-productive exercise.  Rather than focusing people’s minds on the relative costs of different 
types of programming, it often provoked shock and outrage about the absolute costs of producing 
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all genres (especially those in which participants were least interested).  This automatically led to 
discussions about the controversy about staff and talent costs. However, when contrasted in some 
groups to the cost of producing a single cinema feature film, perceptions of these figures did 
change and they were seen as far more reasonable.  
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9. Talent and management costs 
 
Within almost every group, participants raised the issue of the BBC paying “over-inflated” talent 
costs spontaneously.  Jonathan Ross tended to be the focal point of most discussion.  Executives’ 
salaries and expenses also emerged as an issue in many groups and where it did seemed to 
inflame passions even more than talent costs. 
 
What has been reported in the press on these subjects has been taken as fact by many 
participants and provoked strong views, although they clearly had little substantial knowledge 
about these issues.  
 
Views on how the BBC should approach its talent negotiations were mixed - some (more generally 
older, BBC heartland consumers) insisted that the BBC is bigger than its stars, and should take a 
hard-line stance on negotiating with talent.  They suggested that it is natural, and largely desirable, 
for BBC talent to be poached by rival broadcasters, as this creates opportunities for new talent to 
be developed.   
 
“It's a pet hate of mine, not just the Executive pay but how much they are paying to get the 
best stars to deliver big audiences, if that's what they cost then let's just have the next level 
down of stars...” 
Male, empty nesters (45-59), ABC1, Cheddar 
 
Others were more pragmatic, conscious that certain key programmes without their main presenters 
would be of much lesser appeal to them, and thus the BBC has to operate “in the real world” to 
some extent.  However, all felt that there should be some common sense limits to how much the 
BBC should be prepared to pay its talent, especially within genres such as light entertainment 
where talent costs were seen to be particularly high, and the BBC was generally felt to offer 
relatively weak programming compared to commercial competitors.  
 
Some participants also argued that the BBC offers a lot back to its stars in terms of prestige and 
exposure and argued that the BBC should therefore pay less than the commercial sector in 
recognition of these extra benefits. Some remarked that, without some kind of guiding principles, 
the BBC would end up at the mercy of its talent, much as football clubs are at the mercy of star 
players and their agents. 
 
Participants had mixed views on whether stars’ remuneration should be made public, but there 
was widespread sympathy for the arguments put forward in defence of the BBC keeping the 
information confidential.  That said, there were some calls for the total amount paid to be 
monitored and published. 
 
As far as management and staff of the BBC are concerned, the current measures for disclosure of 
senior management remuneration and expenses undertaken by the BBC were felt to be adequate 
and appropriate by some groups, but for others were not sufficient to calm the anger felt by many 
participants. They generally wanted a much harder line taken on management, especially for 
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perceived perks and lavish expenses, as they believe management are directly accountable to 
licence payers (some made a distinction between this relationship, and that between the BBC and 
its stars, who were seen as accountable to the BBC management and therefore one step removed 
from the licence payers).  
 
“The executives should get paid the going rate but we definitely should know what they are 
getting paid because we are paying it...” 
Female, pre-family (25-34), C2DE, Cheddar 
 
“I'm not sure if stars should have their salaries made public. I think the management are 
responsible to us but the stars are responsible to the management.” 
Female, retired (60+), ABC1, rural Belfast area 
 
Whilst the debate/media controversy about BBC Executives’ salaries and expenses was less well 
known amongst participants than that concerning MPs, a number of participants across the groups 
insisted that senior BBC managers should be subject to the same kind of scrutiny, and 
accountable to the same standards, as MPs.  The issue of ‘that’s my money’ tended to flare up in 
discussion of expenses or profligate and tactless perks such as budgets for flowers, champagne or 
first class rail travel.  Whether true or not, it is this type of coverage of management remuneration 
that causes genuine offence.   
 
“It’s the waste I object to. If you have to run a company, and it’s the same with the talent, 
[employees] will jump ship for money.  If you want decent people you have to pay.  It’s the 
money around that – how much they spend on taxis a year... when you read about the 
flowers and the chauffeur driven cars – (that’s when you think) that’s my money”  
Male, parents of younger children (25-39), ABC1, Manchester 
 
For others, the absolute levels of salary that are being paid to top executives were deemed far too 
high. This was often believed to be particularly inappropriate in an organisation that whilst 
undoubtedly big is also one that is not perceived to be facing the tough commercial pressures that 
many other organisations are currently experiencing.  
 
“I read over four hundred BBC executives earn over £100k and that is just ridiculous when 
they're not even competing in a commercial marketplace and subject to those kinds of 
pressures...” 
Male, empty nesters (45-59), ABC1, Cheddar 
 
Many participants demanded complete transparency on Executive remuneration and salaries, 
several suggested a salary cap at the level of the Prime Minister’s salary (this was being discussed 
for public sector pay at the time of some of the later groups), and others thought everyone within 
the BBC should take a percentage salary cut to reflect what many licence fee payers are currently 
experiencing (this final view was most commonly expressed amongst C2DE participants and 
especially those who were self employed as, for example, gardeners, electricians and other 
tradespeople). 
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“I think they pay too much – most people now have had to cut wages, why haven't the BBC. 
In construction most of us work weekends without overtime just to keep our jobs at the 
moment; the BBC should be taking cuts too…” 
Male, parent of older children (35-49), C2DE, Crowthorne



 

Appendix: stimulus material 
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