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Executive Summary 
 
I. The review 
 
The BBC Trust launched its review of BBC One, BBC Two and BBC Four in September 2009, as 
part of its rolling programme of service reviews as required in the Charter and Agreement. It was 
agreed with the BBC Trust to postpone the Executive submission until Spring 2010 in order to 
reflect the recommendations and themes of the pan-BBC strategy Putting Quality First.  
 
25 September 2009 Review begins; public consultation launched 
Autumn/winter 2009  Trust Unit gathers evidence from BBC Executive, public 

consultation, audience research and other sources 
18 December 2009 Public consultation closes 

Spring Data analysis and conclusions  

Summer 2010  Trust report publication  

 
II. The scope of this submission 
 
Executive Submission – Part 1 details how the BBC’s portfolio of television services – in 
particular BBC One, BBC Two and BBC Four – will support the themes of Putting Quality First and 
how the channels will deliver their service licence commitments in the future. It aims to be a top 
level summary of the strategic direction of the portfolio. 
 
This document, Executive Submission – Part 2, provides more detail about the BBC’s strategy in 
specific areas, responding to the following questions raised by the BBC Trust (full details of the 
questions can be found in Annex 1): 
i. What is the BBC’s strategy for delivering quality and impact for its current affairs programming?   
ii. What is your overall approach in Sport, and in particular the different strategic roles you envisage for 

BBC One and BBC Two? 
iii. What is the BBC’s strategy for acquisitions, including the circumstances in which the BBC competes 

with other broadcasters and what acquisitions bring in RQIV and distinctiveness terms? 
iv. What is your overarching strategy for increasing the level of impact of opt out programming, in the 

wider context of some significant local/national purpose gaps and changes to the supply base of 
network programmes?  

v. What challenges do you face in reaching black and minority ethnic audiences (BMEs) and what is 
your strategy for this audience?  

 
III. Current Affairs 
 
Putting Quality First identified five editorial priorities on which the BBC would focus as the drivers of 
its reputation for quality content. One of these editorial priorities is “the best journalism in the 
world”, described as “informing civic and democratic life at home and abroad – through independent, 
impartial and accurate news, current affairs and information.” The BBC remains committed to 
delivering serious, engaging current affairs output to a broad audience by  
• Breaking new stories with original investigations and being a benchmark for journalistic quality 

and depth  
• Analysis and explanation of a wide range of issues, both domestic (e.g. political, industrial and 

social affairs) and international 
• Delivering the best current affairs in a variety of bold and engaging formats, maximising impact 

and reputation, and reaching a wide audience 
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Key Points: 
• BBC One will continue to support a range of current affairs: high quality investigative journalism 

in peak through the BBC’s flagship current affairs brand Panorama and a range of one-off 
Panorama specials; political journalism; and important current affairs topics that can reach new 
and broad audiences with The One Show inserts 

• Panorama will continue to provide the highest quality journalism, remain relevant to 
audiences and provide the space to develop investigative pieces with the potential for high 
impact and a reputational dividend. In order to balance a consistent year-round presence for 
Panorama with providing the production teams with the space to develop ideas and undertake 
special investigations with the potential to have high impact and drive a reputational dividend, we 
are exploring the possibility of a small reduction in the number of episodes of Panorama. Overall 
investment would be maintained.  

• We will continue to provide daily interrogation of the major issues on Newsnight; analysis of the 
democratic process through our slate of political programmes (Question Time, The Daily Politics, 
The Politics Show and This Week); and opt-out content that ensures our current affairs 
programming remains relevant to audiences across the UK. 

• BBC Two will be reaffirmed as the home for major international current affairs, in particular 
through developing This World into a more visible current affairs brand that covers and reacts to 
the most important stories from around the world. We will continue to complement This World 
with landmark current affairs programmes such as Generation Jihad and Iran and The West 

• The volume and range of high quality consumer and current affairs in daytime will be increased  
• The BBC’s commitment to more traditional current affairs programming will be complemented 

with new and fresh ways of addressing serious issues for audiences on BBC One and BBC Two, 
whether through factual features, documentaries or even drama 

 
IV. Sport 
 
Putting Quality First reaffirmed the BBC’s commitment to broadcasting sporting events with special 
national resonance to the widest possible television audience. At the same time, the BBC set some 
clear priorities to make sure the BBC does not distort a market in which there is both considerable 
commercial and public value. The BBC intends to set a clear limit on how much it can invest in sport 
rights, capping the expenditure at 9p in every licence fee pound.  
 

• Audience place high value on free-to-air sport on television and the BBC’s coverage provides 
significant value to licence fee payers.  

• The BBC will focus on sporting events that can “bring the nation and communities together” 
by prioritising the list of the more important sporting events for free-to-air coverage, 
followed by sports with a particular public service role (such as Olympic sports and the 
Commonwealth Games) and others that deliver significant value to licence fee payers (such 
as Wimbledon, Match of the Day or the Six Nations, as part of a broad-based portfolio 

• As the UK’s biggest channel BBC One plays a vital role in bringing together the whole UK in 
key sporting moments – from the Wimbledon final to The Olympics.  

• BBC Two will continue to offer a broad range of sport, offering scheduling flexibility and an 
outlet for smaller ‘Olympic’ sports, as well as those sports that broaden the portfolio and 
provide good value for the licence fee payer.  

• As part of the refocused remit of BBC Two proposed in Putting Quality First, the BBC will 
reduce the volume of sport on BBC Two by reducing our commitment to snooker by one 
tournament a year 
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V. Acquisitions 
 
The BBC considers a wide range of acquisitions which play a number of different roles, including: 
• Bringing the best of TV and film from across the world which wouldn’t otherwise be seen 
• Ensuring diversity of range, quality and support for the BBC’s own productions and commissions 

at good value for the licence fee 
• Playing a specific role for audiences, particularly the young 
 
Acquisitions are high-quality, thought-provoking, critically acclaimed, entertaining pieces – with 
acquisitions such as Mad Men contributing to audiences’ perceptions of quality and originality. The 
majority of the series the BBC acquires do not appeal to commercial broadcasters. However, the 
BBC should be aiming to secure the best content from across the world for its audience and as such 
BBC Management does not state that the BBC will never enter into a competitive bid. 
 
However, despite the editorial and strategic importance of acquisitions for the BBC, we have stated 
a new clear, well-defined boundary to the BBC’s activity in this area that reinforces the BBC’s 
commitment to UK-produced content and provide long-term assurance to commercial operators, 
for whom the market has become more complex and more competitive in recent years. The 
intention is to cap spend at 2.5p in every licence fee pound and the BBC is currently considering how 
to meet this reduction. We have already committed to no acquired series in BBC One peak. In 
addition to this, we are considering different options including a reduction in acquisition spend on 
daytime series, BBC One ‘high day1’ films and BBC Two series. 
 
VI. Opt out programming and black and minority ethnic audiences 
 
The BBC’s Putting Quality First strategy recognises that maintaining the broad appeal of the BBC’s 
content – based on amount and frequency of consumption, as well as perceptions of its quality and 
variety - is fundamental to sustaining audience support for the BBC and effectively delivering the 
Public Purposes. The BBC aims to offer something for all audience groups and is committed to 
reflecting and catering for the diversity of the UK population, as described in its Public Purpose 
“representing the UK, its nations, regions and communities.” These communities may be based on 
geography, on faith, on language, or a shared interest.  
 
The audience picture across the different geographies and ethnicities of the UK is complex, with 
BBC performance on television varying significantly across different audience groups. Nonetheless 
there remain some notable gaps in approval, consumption, purpose delivery and value, which are 
most pronounced in Scotland, Wales, Northern Ireland and the North of England, and among black 
and minority ethnic audiences. The audience challenge is compounded by changes in the broader 
market: broadcasters are lowering their investment in programmes and services for the Nations and 
regions and the commercial networks have reduced production spend outside London. 

The BBC remains committed to reflecting all parts of the UK, serving specific areas with content that 
meets their needs and interests and providing distinctive national services in each of the devolved 
Nations.  Going forward the strategic priorities will include: 
 
1. Make network content more effective in representing the diversity of the UK and its communities, 

while continuing to create unifying moments that can bring the nation together 
 
• The most important driver of approval and reputation for the BBC is high quality programmes 

and this will continue to be the primary measure of our success 

                                            
1 A ‘high day’ film is one initially bought to play in a key slot in the year, e.g. Christmas or Easter 
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• The sustainable economic bases created as part of TV Network Supply Review will allow us to 
draw on and develop creative skills and talent from across the UK 

• We can further tackle the audience challenge through authentic representation of the diversity 
of the UK, building on the success of programmes such as Coast and Gavin and Stacey that deliver 
UK-wide appeal, effective portrayal, and have particular relevance to audiences less well served 
by the BBC 

• To capture this opportunity we will use the following levers 
 Perspective: ensuring that the subject matter or tone of a programme better reflects 

different experiences and stories from across the UK 
 Format / framework: different ways that programmes can be produced to encourage 

better representation of the whole UK 
 Casting: ensuring our programmes have diversity of cast without reinforcing negative 

stereotypes 
 Setting: capitalising on ‘location as character’ by producing a range of programmes with a 

better sense of place 
• We will continue to enhance the quality and range of Journalism that reflects the whole UK 

through a portfolio which is more sensitive to the realities of a devolved UK in terms of its 
accuracy, richness and range.  

 
2. Enhance the quality and impact of opt out programming that reflects the distinctive voices and 

experiences in Scotland, Wales and Northern Ireland, including news and current affairs  
 
• News, current affairs and politics programmes tailored to the needs of each devolved nation and 

English region.   
• We will continue to improve the quality and impact of Nations’ non-news opts by focussing on 

four of the BBC’s five editorial priorities2 with the following key characteristics: originality; 
excellence; trustworthiness and building on local talent. We will build on the ‘fewer, stronger’ 
strategy to create landmark programmes with real impact.  

• We will build on the centres of specialism created by NSR to develop a critical mass of talent, 
skills and capabilities in the respective genre, which can support both network and non-network 
propositions 

• The BBC will seek to improve the cooperation between network and Nations commissioning 
teams, to enable the discovery of opportunities to bring Nations’ ideas, concepts and talent to a 
wider UK audience. In particular: 
 Out of London commissioners will support greater editorial coordination and planning 

between network and the Nations  
 The Three Nations Business Review will be used to share information, forward slates and 

future editorial priorities 
• Key network programmes and events can provide an opportunity to showcase Nations’ content 

to a broad UK audience, e.g. programmes like Children in Need 
• There will be greater coordination and information-sharing between network and Nations 

scheduling teams to ensure editorial highlights with the potential to bring the nation together 
(e.g. major sport events or landmarks) are given a national showcase that audiences across the 
UK can enjoy at the same time 

• Nations' and network schedulers will work together to highlight opt-out programmes that may 
be suitable for network broadcast, with an ambition to showcase the best of local programming 
on the BBC’s UK television networks. 

• The BBC continues to be committed to the editorial integrity of opt-out content, reflecting their 
unique purpose and recognising that some content will and should have particular local 
significance without resonance beyond the Nation in which it is made. 

                                            
2 Opt-out content for children is limited to specific areas such as indigenous language 
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1. Current Affairs 
 
1.1 Introduction and Summary 
 
Putting Quality First identified five editorial priorities on which the BBC would focus as the drivers of 
its reputation for quality content. One of these editorial priorities is “the best journalism in the 
world”, described as “informing civic and democratic life at home and abroad – through independent, 
impartial and accurate news, current affairs and information.”  
 
This section responds to the following question asked by the BBC Trust in its Service Reviews of 
BBC One, BBC Two and BBC Four:  
§ What is the BBC’s strategy for delivering quality and impact for its current affairs programming?   

 
The BBC remains committed to delivering serious, engaging current affairs output to a broad 
audience by:  
• Breaking new stories with original investigations and being a benchmark for journalistic quality 

and depth  
• Analysis and explanation of a wide range of issues, both domestic (e.g. political, industrial and 

social affairs) and international  
• Delivering the best current affairs in a variety of bold and engaging formats, maximising impact 

and reputation, and reaching a wide audience 
 
Key Points: 
 
Licence fee funding gives the BBC the time and space to deliver high quality current affairs output on 
its main television channels. Investigative and revelatory journalism contributes to the national 
debate, exploring and aiding audience understanding of the major issues of today. The main driver of 
BBC’s current affairs is to educate and inform the audience, with the ambition to reach a wide 
audience consistent with our journalistic remit and seriousness of purpose.   
 
• BBC One will continue to support a range of current affairs: high quality investigative journalism 

in peak through the BBC’s flagship current affairs brand Panorama and a range of one-off 
Panorama-led specials; political journalism; and important current affairs topics that can reach 
new and broad audiences with The One Show inserts. 

• Panorama will continue to provide the highest quality journalism, remain relevant to audiences 
and provide the space to develop investigative pieces with the potential for high impact and a 
reputational dividend. In order to balance a consistent year-round presence for Panorama with 
providing the production teams with the space to develop ideas and undertake special 
investigations with the potential to have high impact and drive a reputational dividend, we are 
exploring the possibility of a small reduction in the number of episodes of Panorama. Overall 
investment would be maintained. 

• We will continue to offer in-depth commentary and analysis on the major issues of the day on 
Newsnight; analysis of the democratic process through our slate of political programmes (Question 
Time, The Daily Politics, The Politics Show and This Week); and opt-out content that ensures our 
current affairs programming remains relevant to audiences across the UK. 

• BBC Two will be reaffirmed as the home for major international current affairs, in particular 
through developing This World into a more visible current affairs brand that covers and reacts to 
the most important stories from around the world. We will continue to complement This World 
with landmark current affairs programmes such as Generation Jihad and Iran and The West. 

• The volume and range of high quality consumer and current affairs in daytime will be increased  
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• The BBC’s commitment to more traditional current affairs programming will be complemented 
with new and fresh ways of exploring serious issues for audiences on BBC One and BBC Two, 
whether through factual features, documentaries or even drama. 

 
1.2 Market and audience context 
 
Current affairs has long been considered an area of “market failure”, but structural and cyclical 
pressure in the market is making this more pronounced. Genres such as current affairs are 
increasingly commercially unattractive with current affairs already making a significant loss on 
Channel 4 and margins are set to worsen3.  
 
On ITV1, current affairs programming tends to bring in relatively low audiences to the channel. Total 
current affairs output on the channel dropped by 51% between 2005 and 2008, and in January 2009, 
Ofcom made the short term regulatory decision to reduce ITV network current affairs quota from 
90 minutes to 50 minutes on average per week with effect from 2010. Following the loss of key 
brands such as World in Action, Tonight is the only major remaining current affairs programme in the 
ITV schedule.  
 
Against this backdrop the role of the BBC in delivering high quality current affairs within an impartial 
and trusted public space is becoming ever more important. Investigative and revelatory journalism 
contributes to the national debate, exploring and aiding audience understanding of the major issues 
of today. Quality and impact are the key success measures for the BBC’s Current Affairs output, in 
combination with the ambition to reach a broad audience. The BBC will strive to be perceived by 
audiences as the ‘best’ for delivering current affairs across our channels.  
 
Quality / Impact 
Audiences overwhelmingly believe that BBC TV channels are the “best” for current affairs when 
compared to our closest competitors, as shown in Figure 1. 
 
Figure 1 – “Best for Current Affairs” – BBC relative to competitors 
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Source: PBTS 
 
The BBC also leads on the quality and originality of its current affairs output, relative to its closest 
competitors, as shown in Figure 2. 

                                            
3 O&O Market Review, September 2009 
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Figure 2 - Quality and originality of current affairs relative to competitors  

 
Source: Pulse 08/09 
 
In terms of quality, we have seen strong growth in AIs for BBC current affairs strands as shown in 
Figure 3 – this trend has also been seen among for competitor titles such as Channel 4’s Dispatches 
and ITV’s Tonight. This is greater than the overall upward trend in AIs seen across the BBC. 
 
Figure 3 – Quality of Current Affairs strands over time 
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Source: Pulse 
 
Over 60% of the audience value for current affairs is generated by BBC One. BBC One is relatively 
more important among younger audiences, lower sociodemographic groups and ethnic minority 
audiences as shown in Figure 4. 
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Figure 4 - Audience value from current affairs by channel (% of total value)4 
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Source: CMI 
 
Reach 
 
Accurately measuring reach to Current Affairs on BBC One is difficult, because it is not possible to 
include 5 minute segments from The One Show in the calculation.  However, we can estimate that 
BBC One Current Affairs is currently reaching at least 19% in peak and at least 24% in all hours5, 
and that reach to current affairs has increased since 2007 due to the introduction of current affairs 
into The One Show. Over the same time period, reach to BBC One has dropped by 1%.  
 
Over the last three years, average weekly reach to Current Affairs on BBC Two has remained fairly 
steady in all hours (13.8%), and seen a marginal increase in peak (to 8.2%). Over the same time 
period, reach to BBC Two has fallen by 2%. 
 

                                            
4 Financial Year 2008/09 
5 Based on dayparts, we can assume that weekly reach to 3 x 5 minute segments of The One Show and 
Panorama is 19%, meaning that BBC One Current Affairs peak weekly reach must be at least this. Weekly 
reach to 3x5 min segments of The One Show, Panorama & Question Time is 24%, meaning that BBC One 
Current Affairs all hours weekly reach must be at least this. 
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Figure 5 – Reach % for Current Affairs over time6 (Individuals 4+, 3 minute reach) 
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Source: BARB 
 
In terms of reach, performance of the major current affairs strands has been mixed, as shown in 
Figure 6.  

• Reach to Question Time has been strong, rising by around 8% in 2009.  At its peak, at the 
time of Nick Griffin’s appearance, the programme achieved an average audience of 8.4 
million UK adults. Audience feedback suggests that they value the programme for its 
authenticity at a time when public trust in politicians is low.  

• Reach to Newsnight has seen a long term decline of around 17% since 2004. The preceding 
slot on BBC Two (10-10.30pm) has seen a similar decline as audiences appear to be moving 
to multichannel channels later in the evening - multichannel share in the Newsnight slot has 
risen by 83% since 2004. However Newsnight’s audience share has been very resilient, 
remaining steady at 5-6% of viewing across the same period, suggesting that the programme 
has been losing lighter viewers but has a very loyal core audience.  

• Reach to Panorama increased from 8.6% in 2006 to 10% in 2007, driven by its move into 
peak at 8.30pm. This increase in reach was maintained in 2008, although has since fallen by 
8% in 2009 (to 9.2%).   

 
Figure 6 – Current Affairs strand performance over time 
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6 Based on individuals 4+ and 3 min reach. It is impossible to include the current affairs segments into the 
calculation for reach, and so the true figure for reach of BBC One current affairs in peak lies somewhere 
between the two (BBC One Peak excl. One Show and BBC One Peak incl. One Show). 
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We believe this drop in audiences to Panorama in 2009 may be due to fewer Panorama titles with 
audiences at the top-end of the scale compared to 2008, as shown in Figure 7.  
 
Figure 7 – Number of Panorama episodes with share of . . . (2007 to 2009) 
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Given Panorama’s remit to tackle serious and complex subjects, reach is not and should not be its 
key success measure. However, we have proven our ability to reach a broad audience through titles 
such as Shannon: The Mother of All Lies and Primark: On the Rack without sacrificing Panorama’s core 
journalistic remit or high quality investigations. We should continue to strive for titles each year that 
cut through to a wider audience.  
 
The BBC’s key political strands have been performing strongly.  

• This Week achieved its highest ever reach in 2009, up 0.3% year on year 
• Reach to the Daily Politics rose by 0.1% year on year, returning to 2007 level 
• Reach to the Politics Show is down slightly, falling by 0.4% year on year 
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Figure 8 – Performance of politics strands over time 
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BBC One will continue to be committed to its core Current Affairs programmes, but it will also 
seek to bring important issues to audiences through a range of different programmes from factual 
features to documentaries. Programmes such as the RTS award-winning Famous, Rich and Homeless 
have performed well in terms of overall audience, reach to younger audiences and quality. The 
series averaged 5.1m/22.5%, over 1.5 share points above the 2009 average share for the 9pm slot, 
1m 16-34s and an AI of 86, 6 points above the Factual average. Wounded - Part 1 at 9pm got 
2.7m/11%, and Part 2 got 3.6m/25% after the News, 11 share pts above the slot average. It scored 
an exceptional AI of 94, 14 points above the BBC1 Factual average. The Day The Immigrants Left 
gained the third biggest audience to a BBC documentary last year, averaging 5.6m/20.8%, in line with 
the 2009 average share for the 9pm slot and scoring an AI of 83. 
 
BBC Two contributes the bulk of the remaining audience value for current affairs. BBC Two’s 
current affairs programmes generally performed well in terms of quality in 2009. Programmes like 
Iran and the West that achieve high AIs but struggle to reach large audiences form an important part 
of BBC Two’s current affairs offer, but there may be an opportunity to increase the number of titles 
that perform well on quality and also bring in more than 2m individuals, e.g. Obama: His Story (2.3m), 
the first episode of Explore (2.3m), This World’s Gypsy Child Thieves (2m) and the first episode of The 
City Uncovered with Evan Davis (2m). 
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Figure 9 – Individuals and AI for current affairs programmes7 on BBC Two in 2009  
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Value 
 
Overall spend on BBC Current affairs (as defined by Ofcom) has decreased over the last few years. 
Looking forward, any further decrease will be in line with the BBC’s Continuous Improvement 
Programme efficiency targets that apply across the genres. 
 
£ms Peak All Hours 

 2006 2007 2008 2009 2006 2007 2008 2009 
BBC1 10.6 11.8 11.0 10.6 20.7 19.9 18.6 17.9 
BBC2 13.6 11.1 11.3 12.2 28.1 26.2 24.0 24.8 
BBC3 2.4 2.7 1.7 2.7 2.8 3.0 2.0 2.9 
BBC4 3.7 3.5 2.7 2.0 3.7 3.8 2.7 2.0 
Total  29.7 29.1 26.7 27.4 55.4 52.9 47.3 47.6 

 
In terms of hours, total numbers have been consistent over the same time frame. 
 
Hours Peak All Hours 

 2006 2007 2008 2009 2006 2007 2008 2009 
BBC1 44 52 50 52 196 206 226 222 
BBC2 69 60 62 62 281 255 271 272 
BBC3 22 33 38 31 95 127 129 172 
BBC4 131 129 138 129 199 203 172 141 
Total  266 275 287 274 770 790 798 807 

 

                                            
7 Based on commissioners codes for Current Affairs 
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1.3 BBC Provision of Current Affairs on Television 
 
1.3.1 Service Licences 
 
The BBC is committed to a broad range of current affairs on television, as described in the service 
licences:  
§ BBC One should reach wide audiences with current affairs programmes of high impact and 

broad interest. In particular BBC One’s current affairs should reflect and explore the diversity of 
UK society and contribute to the BBC’s Global Purpose 

§ BBC Two should deliver factual programming that broadens horizons, including peaktime 
coverage of current affairs. In particular BBC Two’s current affairs output should cover a broad 
range of international issues 

§ Current affairs output on BBC Northern Ireland, BBC Scotland and BBC Wales should 
document civic and political life, provide context for issues pertinent to each Nation and facilitate 
debate. 

 
BBC One and BBC Two share a statutory commitment to deliver at least 365 hours of current 
affairs on network, including at least 105 hours in peak. In 2009, BBC One and BBC Two delivered 
493 hours (497 in 2008), with 113 of these hours in peak (111 in 2008).  
 
Statutory commitments also apply to current affairs output from the Nations: at least 280 hours 
from BBC Northern Ireland; at least 265 hours from BBC Scotland; and at least 250 hours from BBC 
Wales. 
 
1.4 Strategy for Current Affairs 
 
The BBC remains committed to delivering serious, engaging current affairs output to a broad 
audience and meeting its service licence commitments by: 

• Breaking new stories with original investigations and being a benchmark for journalistic 
quality and depth.  

• Analysis and explanation of a wide range of issues, both domestic (e.g. political, industrial and 
social affairs) and international  

• Delivering the best current affairs in a variety of bold and engaging formats, maximising 
impact and reputation, and reaching a wide audience where possible. 

• Providing a home for democratic debate through the best political coverage  
 
First class investigative journalism is central to our core Current Affairs output. Licence fee funding 
gives the BBC the time and space to undertake special investigations into complex issues, such as 
Peter Taylor’s Generation Jihad. Investigative and revelatory journalism contributes to the national 
debate, exploring and aiding audience understanding of the major issues of today. The main driver of 
current affairs is to educate and inform the audience, with the ambition to reach a wide audience 
consistent with its journalistic remit and seriousness of purpose.  
 
Timely, hard-hitting coverage of the domestic issues that affect the day to day lives of our audience 
remains central to our strategy for current affairs across TV. Recent programmes such as Trust us, 
we’re an NHS hospital and Are the net police coming for you?, which looked at the proposed law to 
target illegal downloaders, provide a place in the schedule for the real issues that affect the UK to be 
investigated in detail.   
 
Panorama is the linchpin of the BBC’s current affairs output and remains our flagship brand on BBC 
One, winning 3 RTS awards last year and delivering serious domestic and international current affairs 
in peak to a wide audience on the UK’s most watched TV channel. On BBC Two, This World 
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explores international issues for a passionate audience, receiving 1 RTS award last year. Although 
not part of this review, BBC Three has succeeded in tackling serious current affairs in a way that 
appeals to younger audiences. Women, Weddings, War and Me tackled followed Nel, a young Afghan 
living in London, who returned to Kabul to discover what life was life women in Afghanistan. The 
programme attained an AI of 95, the highest ever recorded for a factual programme on any reported 
channel. Blood, Sweat and Takeaways was an engaging format that exposed the impact of globalisation 
on developing countries, while the First Time Voters’ Question Time show successfully brought politics 
and democracy to a sizeable young audience. 
 
Newsnight will continue to deliver in-depth commentary and analysis of the major issues each 
weekday evening, tackling UK and international politics, economics, society and the broad socio-
cultural landscape.  
 
The BBC’s unrivalled slate of political programmes on BBC One and BBC Two will continue to aid 
audience understanding of the democratic process and our governing institutions at a pan-UK and 
National level, and hold decision-makers to account. Question Time (weekly reach 8.8%; AI 81) will 
continue to provide a unique opportunity for the TV audience to interrogate decision makers on the 
key issues of the day. The Daily Politics (weekly reach 2.3%; AI 82) provides weekday analysis of the 
key developments at the Westminster Parliament, alongside the Politics Show (weekly reach 4.2%; AI 
77) which offers a more in-depth analysis of the big political stories on a Sunday, including interviews 
with senior politicians. Local opt segments within the Politics Show allow the impact of the 
Parliamentary process to be discussed and assessed at a local level. This Week (weekly reach 3.3%; AI 
81) complements this portfolio by providing a forum for an incisive, irreverent look at the week’s 
political developments that tends to appeal to a younger audience.  
 
The BBC remains committed to broadcasting serious Current Affairs content made in the devolved 
Nations, for the devolved Nations. These will continue to be centred around the flagship current 
affairs brands in each of the Nations: Spotlight in Northern Ireland; Frontline in Scotland; and Week In, 
Week Out in Wales. The role that current affairs plays in the devolved Nations is covered in more 
detail in a separate section of the submission and is therefore not considered in detail here.  
 
The BBC remains committed to high quality Current Affairs across its portfolio, but it also seeks to 
tackle important and serious issues through a range of other content. Audiences value the BBC 
approaching current issues in new ways, ranging from factual formats such as Famous, Rich and 
Jobless, to documentaries such as Wounded and dramas such as Occupation. Statements submitted as 
part of the BBC’s Pulse survey illustrates the important and complementary role this content plays - 
the most important programme that “helped audiences learn” was Life on BBC One and Empire of 
the Seas: How the Navy Forged the Modern World on BBC Two; while The Richard Dimbleby Lecture on 
BBC One and Can Gerry Robinson Fix Dementia Care Home on BBC Two were viewed as most 
thought-provoking. The BBC will continue to explore new ways to engage audiences with current 
domestic and international issues on BBC One and BBC Two. 
 
1.4.1 BBC One 
 
BBC One aims to provide a broad range of world class current affairs journalism that brings the 
complexities of the world to a wide audience. Current affairs output on BBC One needs to ensure 
that the big issues of the day are presented in a clear, editorially rigorous and engaging way, while 
being realistic about the available audience for this genre given the level of choice and competition. 
 
Across this output, current affairs on BBC One should be: 

• Able to cover a broad range of current affairs and think creatively about how to bring the 
important issues of the day to a wide audience  
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• A mix of significant international stories and domestic stories that speak directly to the BBC 
One audience 

• A gathering point for audiences at times of national resonance, such as the General Election 
• Reactive to the issues of the day. This means commissioning one-off current affairs 

programmes including Panorama specials at critical moments allowing our audience to get the 
background and topical insight into the issues that matter to them. It also requires flexible 
scheduling to allow such programmes to have maximum impact. 

• Able to accurately report on the changing nature of the UK and the realities of devolution  
 
Panorama is BBC One’s flagship current affairs brand, with 48 x 30 minute episodes of Panorama, 
shown at 2030 on a Monday night. The consistent slot in the schedule gives the programme space to 
provide in depth investigative coverage to a range of stories that are central to the UK news agenda, 
from child health to the Royal Mail, in a way that would not be possible through the news bulletins. 
In addition to this, BBC One broadcasts 8 hours of Panorama current affairs specials in peak, 
featuring the best of Panorama for example Shannon, The Mother of All Lies and occasional other 
agenda-setting investigations, for example Pedigree Dogs Exposed.  
 
From 2006/07, The One Show includes 12.25 hours of inserts broadcast in 5 minute slots on average 
three times a week, bringing current affairs to new audiences. These inserts cover a broad range of 
topics, for example following a social services team in West Cheshire in the months after the death 
of Baby P to gain an insight into the people whose daily decisions really can be a matter of life or 
death or visiting Bridgend, a former mining town where joining the armed forces is a family tradition, 
to find out what it’s like to have loved ones on the frontline. Question Time remains a key current 
affairs strand for BBC One, with performance in terms of both quality and audience numbers 
particularly strong in 2009.  
 
BBC One complements its traditional Current Affairs output  with shows that deliver thought-
provoking issue-based programming to a broad audience in new ways, for example the RTS award-
winning Famous, Rich and Homeless, Wounded or Woolies to Wellies. These types of programmes can 
provide an effective route through to the more traditional Current Affairs programming as well as 
engaging new audiences who do not have a strong relationship with our core brands, for example 
linking an accessible programme such as The Day the Immigrants Left with an appropriate debate on 
the issue of migrant labour on BBC Two’s Newsnight.  
 
Strategic priorities   
 
BBC One remains committed to bringing high quality investigative journalism to its audience in a 
prominent peak time (8.30pm) slot under its flagship brand Panorama. Quality and reputation will 
remain the key drivers but the programme will continue to aim to reach as broad an audience as 
possible while retaining the highest journalistic standards.  
 
Panorama needs to be continually refreshed and reshaped in order to stay relevant to the lives of our 
audiences, reflecting the domestic issues that impact on people day to day as well as the biggest 
international topics. A new editor has recently been recruited with a remit to reinvigorate the 
programme and deliver first class investigative journalism that is topical and relevant to the audience. 
Editorially, there should be a relatively equal balance between challenging subject matter covering 
both domestic subjects (e.g. What happened to Baby P? (4.0m individuals; AI of 84), Homecare Scandal 
(3.5m individuals; AI of 89) and foreign topics (e.g. Women in Afghanistan, settlements in Israel and 
African migration, and subject choices that speak to the lives, worries, concerns and preoccupations 
of the people watching, e.g. Hate on the Doorstep (3.5m individuals; AI of 85), What’s in Our Food (2.9m 
individuals; AI of 83). By providing an editorial balance each month, Panorama will ensure the most 
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serious topics are tackled in peak on the BBC’s biggest TV channel and that a wide range of 
audiences can engage with Current Affairs output.  
 
In order to balance a consistent year-round presence for Panorama with providing the production 
teams with the space to develop ideas and undertake special investigations with the potential to have 
high impact and drive a reputational dividend, we are exploring the possibility of a small reduction in 
the number of episodes of Panorama. Overall investment will be maintained.  
 
Recent audience data shows that the Current Affairs inserts in The One Show have been very 
successful in bringing current affairs content to new audiences. We will continue to commit to this 
content as part of our strategy to deliver longer-form journalism to audiences in new ways, alongside 
more traditional current affairs brands. We also want to re-affirm our commitment to Question Time 
as a key strand for BBC One, with its strong performance in 2009 (average audience at 3.0m, 21.7% 
share), peaking on the 22nd October with a massive 8.6m average audience and a 50.2% share when 
BNP leader Nick Griffin joined the Question Time panel. 
  
BBC One will continue to seek out new approaches to delivering current affairs to broad audiences, 
whether through new commissions that tackle important and challenging issues, such as Famous, Rich 
and Homeless and The Day the Immigrants Left, or opening up high quality current affairs from BBC 
Three to a wider audience using its post peak slots e.g. Jack: A Soldier’s Story and Dangerous Love with 
Danielle Lloyd - A Comic Relief Special. There are also some special current affairs commissions for 
10.35pm like Ali Abbas: Back to Baghdad and Callum Best: Brought up by Booze. Taking a portfolio 
approach to current affairs will also allow the BBC to create intuitive routes through from current 
affairs programmes on BBC One to BBC Two, and vice versa. 
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1.4.2 BBC Two 
 
The best current affairs programmes on BBC Two embody the channel’s core values – wide-ranging 
intelligence, authority, and a constant curiosity about the world. They help to drive BBC Two’s 
reputation for excellence and also epitomise the channel at its most responsive and contemporary. 
 
Ongoing support for its flagship brand Newsnight is the most potent symbol of the channel’s 
commitment in this territory. Over 30 years old now, Newsnight remains the epitome of excellence 
in daily current affairs, tackling UK and international politics, economics, society and the broad socio-
cultural landscape with depth, acuity and a sustained spirit of interrogation. BBC Two will continue 
to maximise the impact of the show by seeking to link factual output to discussions within the strand 
wherever possible and by using the top-class Newsnight team as a rapid-response provider of reactive 
special editions wherever appropriate. 
 
In terms of its current affairs portfolio, BBC Two’s offer is distinguished by its breadth – the channel 
commissions programmes that explore a wide spectrum of perspectives and issues, both domestic 
and foreign. The channel is the home of the BBC’s blue-chip, landmark current affairs series, serving 
the UK’s dedicated core current affairs audiences, e.g. Generation Jihad and Iran and the West. BBC 
Two should continue to support a more features-based approach to current affairs through series 
like Tropic of Cancer and Jonathan Dimbleby’s Russia, where significantly larger audiences are brought 
to highly serious content through the intercession of well-liked and respected presenters such as 
Simon Reeve and Dimbleby. But the channel’s output also extends to more experimental 
programmes which seek to widen the appeal of current affairs to larger and younger audiences, e.g. 
Conspiracy Files and Who’s Watching You? 

Viewers should expect first-class journalism with strong analysis and insight to underpin all current 
affairs output on BBC Two, from single documentaries to channel-defining series.  

The channel is committed to covering a broad range of international current affairs. It does this 
partly through its dedicated strand This World, which not only covers major events like the 
Copenhagen climate talks in Can Obama Save the Planet? but also compelling stories beyond the 
current headlines, such as the award-winning Gypsy Child Thieves.  

Alongside these pieces, BBC Two provides audiences with major, definitive current affairs series that 
often serve as the first draft of history, such as the much-plaudited Iran and the West and the 
forthcoming Secret Iraq (which aims to give a truly authoritative account of what happened following 
the 2003 invasion). The channel has fruitfully combined current affairs with contemporary history in 
programmes like The Lost World of Communism and The British Family.  

BBC Two also seeks to lower the barrier to entry for current affairs, whether through distinctive 
and surprising subjects like Muslim Driving School; connecting to people’s life situations, e.g. The 
Trouble with Working Women; or providing a highly intelligent, authored point of view such as 
Obama’s America with Simon Schama. 
 
Moreover, BBC Two commissions many programmes beyond its current affairs portfolio that are 
still likely to be regarded by the audience as having current affairs content, including some 
commissioned through History & Business and Documentaries, thereby adding to the richness and 
range of the viewers’ experience. The business slate on BBC Two has delivered highly effective 
current affairs through shows like The Love Of Money, Evan Davis’s feature interview with Warren 
Buffett and the astonishing story of Toyota’s recent travails Total Recall, a co-production with current 
affairs. The channel’s documentary slate also adds to the current affairs recipe through sidebar 
approaches like that of the award-winning Louis Theroux; Terry Pratchett’s films about Alzheimers; 
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Can Gerry Robinson Fix Dementia Care Homes?, and the forthcoming series about the lives of children 
in Lagos. 
 
Strategic Priorities 
 
BBC Two is exploring a number of ways to increase the impact and quality of its current affairs offer. 
 
First, This World should continue to strike a balance between functioning, first, as the programme 
where audiences know they can find the most important stories from across the world in any given 
year; and secondly, as a filmic showcase for international stories no-one else has found and which 
can win an audience through the quality of the their film-making. There are plans to improve the 
visibility of foreign current affairs on the channel, through seeking more This World stories that are 
capable of creating impact in the peak 9pm slot, complemented with other programmes that 
demonstrate BBC Two’s strong international remit, from Secret Iraq to JFK: The Making of Modern 
Politics (in which Andrew Marr explores the legacy of John F Kennedy).  
 
Secondly, the channel should further develop links between current affairs and other programmes, 
for example ensuring that discussions on Newsnight can feed from (and into) forthcoming seasons on 
education and the care system; or by commissioning more Newsnight Specials that relate to landmark 
foreign affairs coverage. 
 
Current affairs will contribute to BBC Two’s strategy of creating higher impact through ‘events’ in 
the schedule, for example through its commissioning of a documentary on the state of the education 
system with John Humphrys to play into a wider BBC Two education season in autumn 2010.  
 
Thirdly, along with supporting our key current affairs strand Newsnight, we will continue to explore 
new means of reaching a broad audience with new approaches to serious issues alongside our core 
Current Affairs output. This may be through fresh treatments and subject areas for example The 
Generation Gap, exploring young people’s attitude to the old by making them work in old people’s 
homes or new approaches to the political world. It may also involve greater experimentation with 
non-establishment narratives about issues and events that are more likely engage younger viewers. 
The Conspiracy Files is a good example of this and we are seeking to find its successors. 
 
1.4.3 BBC Four 
 
BBC Four makes an important contribution to "bringing the UK to the world and the world to the 
UK", primarily by bringing the world to the UK. It does this in part through simulcasting BBC 
World’s World News Today each week day night, providing news and current affairs from a distinctive 
international perspective (albeit with a small audience) with a funding contribution from the channel 
enabling increased current affairs interview and analysis.  

As BBC Four achieves its volume of viewing and value for money through cycles of repeats, current 
affairs on BBC Four will be timely but should not be purely topical or reactive. One of the channel’s 
missions is to provide where possible a timely appraisal of the context and background to current 
events. For example in the run-up to the World Cup in South Africa there will be a series of 
discussion programmes with Archbishop Tutu on the state of South Africa called The Tutu Talks. 
Journalistic enquiry underpins many of the homegrown documentary commissions (Syrian School, 
Zimbabwe’s Forgotten Children, Women) and much of the Storyville strand (the Why Democracy? week, 
Kim Jong Il’s Comedy Club, Simon Mann’s African Plot). Scheduling in theme nights and seasons and 
accommodating feature-length documentaries allows for greater depth and detail than can regularly 
be achieved on BBC One and BBC Two.  

Finally, BBC Four aims to use the current affairs archive creatively, for example through programmes 
like The Real Winnie Mandela which accompanied the drama Mrs Mandela and Michael Cockerell’s 
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series Great Offices of State, which won critical acclaim for its incisive, historical analysis of, and 
excellent new access to, the Home Office, Foreign Office and Treasury. 
 
1.4.4 Daytime on BBC One and BBC Two 
 
The BBC has proposed improving the quality and distinctiveness of its daytime schedule through 
additional investment to increase UK originations—particularly consumer and current affairs and UK 
original drama—and reducing reliance on acquired programmes. The BBC is already unique amongst 
its competitors in daytime, as the only broadcaster to commission high quality current affairs 
content.  
 
The BBC will continue to build on recent successes in current affairs such as Rip Off Britain, where 
seasoned journalists Angela Rippon, Gloria Hunniford and Jennie Bond tackle issues from banking to 
travel to insurance, or Missing Live, a daily show striving to reunite missing people with their families, 
a programme commended in the House of Commons as exactly the type of programming the BBC 
should be doing, or Crimewatch Roadshow, where Crimewatch goes on the road different parts of the 
country to help solve the crimes that blight the lives of many of our viewers. Additional investment 
proposed in Putting Quality First8 would allow the BBC to increase the volume and range of current 
and consumer affairs even further, and extend its provision beyond the post breakfast slot to make 
11am a new home for consumer affairs.  
 
 
 

                                            
8 Subject to approval as part of the on-going Putting Quality First process 
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2. Sport 
 
2.1 Introduction and Summary 
 
Putting Quality First reaffirmed the BBC’s commitment to broadcasting sporting events with special 
national resonance to the widest possible television audience. The Government’s recent Listed 
Events review emphasised the BBC’s responsibility to show the biggest sporting events on a 
universal, free-to-air basis—a responsibility which is greater still in the difficult economic 
circumstances facing other free-to-air terrestrial broadcasters.  
 
At the same time, the BBC is clearly not the only terrestrial, free-to-air broadcaster with an interest 
in Sport. Putting Quality First set some clear priorities to make sure the BBC does not distort a 
market in which there is both considerable commercial and public value. The BBC intends to set a 
clear limit on how much it can invest in sport rights, capping the expenditure at an average of 9p in 
every licence fee pound.  
 
This section responds to the following question asked by the BBC Trust in its Service Reviews of 
BBC One, BBC Two and BBC Four: 

• We believe that sporting events play an important role for the BBC in delivering some of the BBC’s 
public purposes, for example in bringing the nation together. However we would like to understand 
better your overall approach to this area, and in particular the different strategic roles you envisage 
for BBC One and BBC Two.   

 
Key Points 

• Audience place high value on free-to-air sport on television and the BBC’s coverage provides 
significant value to licence fee payers.  

• The BBC will focus on sporting events that can “bring the nation and communities together” 
by prioritising the list of the more important sporting events for free-to-air coverage (e.g. 
Olympics, World Cup, Wimbledon and the Grand National), followed by sports with a 
particular public service role (such as Olympic sports and the Commonwealth Games) and 
others that deliver significant value to licence fee payers (such as Match of the Day or the Six 
Nations), as part of a broad-based, year-round portfolio. 

• As the UK’s biggest channel BBC One plays a vital role in bringing together the whole UK in 
key sporting moments – from the Wimbledon final to The Olympics.  

• BBC Two will continue to offer a broad range of sport, offering scheduling flexibility and an 
outlet for smaller ‘Olympic’ sports, as well as those sports that broaden the portfolio and 
provide good value for the licence fee payer.  

• As part of the refocused remit of BBC Two proposed in Putting Quality First, the BBC will 
reduce the volume of sport on BBC Two by reducing our commitment to snooker by one 
tournament a year. 
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2.2 Sport on Television 

2.2.1 Service Licences 
 
BBC One should lead the BBC’s coverage of major events from across the genres. It should be the 
place where large audiences come together to share in national and international events, including 
sporting, cultural and musical occasions. Major national and international sporting events should 
continue to play a major role on BBC One, rights permitting. Its coverage of major cultural and 
sports events should, from time to time, aim to encourage audiences to participate in these activities. 
 
BBC Two should offer coverage of the UK's biggest sporting events and those which bring 
communities of sporting interest together, interrupting its regular schedule at times for extended 
coverage. In doing so, from time to time it should aim to encourage active participation in sporting 
activities. Its sports coverage should include an important commitment to minority sports 
 
Sport particular to the devolved Nations should be part of the programme mix on BBC One and 
Two in those areas. Six Nations, Rugby Union in Wales and football in Scotland are particularly 
important to ensure BBC One meets this objective. The role that sport plays in the devolved 
Nations is covered in more detail in a separate section of the submission and is therefore not 
considered in detail here.  
 
2.2.2 Reach, Quality, Impact, Value 
 
Reach 

Ipsos MORI research suggests that 74% of UK adults are interested in sport. The potential audience 
for sport can be segmented as follows. 

 
Figure 1: Segmentation of sport audience 

 
 
Note: Respondents were asked to choose from five statements that best describes their interest in 
sport. 1) I am interested in sport and an effort to watch, listen to or read about it at least twice a 
day; 2) I am interested in sport and make an effort to watch, listen to or read about it at least once a 
day; 3) I am fairly interested in sport and make an effort to watch, listen to or read about it most 
days a week; 4) I only read, watch or listen to sport occasionally but will follow if there are events 
I’m interested in; 5) I am not interested in sport.  ‘Sport fans’ are those who chose 1), 2) and 3), 
‘main eventers’ are those who chose 4) and ‘Sport rejecters’ are those who chose 5).  
 
Source: Ipsos MORI, 7th-12th May 2009, 2,543 UK adults aged 16+ 
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Over 34% of the UK population can be characterised as ‘main eventers’ who follow events of 
interest to them compared to 40% ‘sport fans’ who make an effort to watch, listen or read about 
sport most days of the week. ‘Sport fans’ are predominantly male (70%) and younger (35% between 
16-34), whilst ‘main eventers’ are more likely to be female (63%) and older (38% over 55). 

 

High profile sport has a great capacity to bring audiences together for ‘shared experiences’ at both a 
UK-wide and a national level and foster cultural identity, as shown in Figure 2. 
 
Figure 2: Audience reach to major sporting events: Cumulative 15 minute reach (m) 
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Source: BARB; Reach figures shown are delivered by FTA. 

 
As well as bringing audiences together, sport also plays an important role in reaching audiences that 
are otherwise underserved by the BBC: 

• Many major events on the BBC deliver significant unique reach among lower income and 
ethnic minority audiences. For example during the final week of European Championships 
2008, sport bought in an additional 7% of the ethnic minority population to the weekly reach 
for BBC One and an additional 4% from lower income audiences. Similarly, during the first 
week of the Beijing 2008 Olympics, sport delivered an additional 10% of ethnic minority 
audiences and 6% from lower income groups to BBC One. 

• High profile sporting events have significant cut through with younger audiences - securing 
the second highest genre share of 16-34 year olds on BBC One after Eastenders  

• Sports tend to out-perform other genre in the devolved Nations: for example coverage of 
the Scottish Cup 2008 Final on BBC One Scotland attracted an average audience of 574,000 
and 56% share; Six Nations 2008 achieved an average share of 53% in Wales compared to 
29% in UK as a whole. 

 
 
 
Quality / Impact 
 
Major sporting events consistently attract large ‘live’ TV audiences on the main terrestrial channels 
and major sporting events are some of the most watched TV programmes each year (see figure 2). 
The coverage of major sporting events, from the Olympics and Football World Cup to Wimbledon 
and the Grand National, is central to delivering the BBC’s strategic priority of ‘events that bring 
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communities and the nation together.’ Major sporting events can also broadens UK audiences’ 
experience of and exposure to different cultures from around the world. These are core purposes of 
public service broadcasting. Media fragmentation and the changing nature of UK society suggest that 
this attribute may become more valuable over coming years. 
 
The Listed Events Review reconfirmed that there is a widespread expectation among the UK public 
that the major sporting events will be available on a universal, free-to-air basis and included research 
that ‘’82% of people believed they had an entitlement to watch certain key events free-to-air because 
they had already paid a licence fee”.9  
 
Value 
 
Sport is valued by BBC audiences, ranking fourth, after News, Current Affairs and Regional News as 
the genre that audiences regard as most important to society (see figure 3).  
 
Figure 3: Importance of Sport vs. other genre 
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Source: Ipsos MORI, 7th-12th May 2009, 2,543 UK adults aged 16+ 

 
 
2.2.3 TV is the primary platform for Sport 

Despite the growth in new delivery mechanisms such as broadband, TV remains the primary 
platform for the consumption of sport which is generally an ‘appointment to view’, large screen 
experience.  Ipsos MORI research10 indicates that 75% of people watch sport on TV compared to 
48% who listen on radio and 36% on the internet (see figure 4).  

                                            
9 Also, 84% saw sport as a vital way of bringing people together in society. Even 70% of those expressing no particular 
interest in sport agreed that this was true. Review of Free-to-Air Listed Events: Report by the Independent Advisory 
Panel to the Secretary of State for Culture Media and Sport, November 2009 paras 50 & 61 
10 Ipsos MORI, BBC Sport Listed Events, May 2009. An online self-completion methodology was used (Ipsos Online 
Access Panel) with the survey asked to UK adults aged 16+.  A sample size of 2,543 was achieved and the data weighted 
to be representative of the UK population 16+.  An additional weighting variable taking account of ownership of 
technology (using NRS '08) was also applied in order to better represent an offline population. Here after known as 
Ipsos MORI research. 
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Figure 4: TV remains the dominant platform for the consumption of Sport 
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This pattern is particularly true for the major sporting events. YouGov11 research showed that 
audiences claimed to have followed the Olympics Games in Beijing primarily via TV at 74%, 
compared to 32% through newspapers and 31% online.  Moreover,12 66% of those who consumed 
Olympics content only watched it on TV.  Audience appreciation of TV coverage was also 
substantially greater than that of other media. The survey showed that live TV coverage of the 
Olympics received an appreciation score of 83% compared to 70% for radio and 69% for live online 
streaming. For most audiences, new platforms such as broadband currently supplement the provision 
of live sport on television but are not yet effective substitutes.  

 

2.3 Future Strategy 

Events that bring the nation and communities together – including major sporting events - is one of 
the five editorial priorities outlined in Putting Quality First. At the same time the BBC is not the only 
broadcaster with an interest in sport, and we will remain sensitive to the market for sports rights so 
as not to distort an area where there is considerable commercial and public value.  
 
There is a strong political consensus that sporting events with a special national resonance should 
continue to be protected for the widest possible television audience. The Government’s recent 
Listed Events review emphasised the BBC’s responsibility to show the biggest sporting events on a 
universal, free-to-air basis—a responsibility which is greater still in the difficult economic 
circumstances facing other free-to-air terrestrial broadcasters.  
 
The BBC’s strategy for sports rights will, within funding constraints, prioritise the UK’s list of the 
important sporting events for free-to-air coverage. The BBC recognises that it has an important role 
to play as a viable, public ‘home’ for major sporting events, in large part due to the overwhelming 
public value case for the principle of maintaining universal, free-to-air access to major sporting 
events13. Coverage of such events will be supplemented by sports with particular public service 

                                            
11 YouGov Omnibus, September 2008. 
12 BBC Pulse, September 2008. 
13 Research indicates that UK people regard the biggest sporting events as a core element of public service broadcasting 
as they generate benefits to society (Ipsos MORI May 2009; Ofcom, Second PSB Review 2008) 
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potential (e.g. Olympic sports) and others that deliver significant audience value, as part of a broad-
based offer to licence fee payers.  
 
The BBC will develop its rights portfolio to ensure that the right platform options and scheduling 
possibilities are in place so that audience needs are catered for. 
 
It is important that the BBC continues to offer a broad-based sports portfolio in order to deliver 
value across a wide range of audiences (heartland and underserved) throughout the year and provide 
the wider story and build up to major events, rather than only occasional major event coverage. 
Audiences value cross-platform coverage, talent, expertise and impartial sports journalism as the 
most distinctive attributes of sport on the BBC14.   
 
Figure 5 below shows the different audiences for a range of different sports events. 
 

Figure 5: TV A broad-based portfolio has successfully driven reach and impact among a range of audiences 
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Source: BARB / TRP 
 
The BBC’s TV rights portfolio is largely in place until 2012/13. Putting Quality First proposed setting a 
future limit on what the BBC can spend on sports rights, at an average of 9p in every licence fee 
pound15. This does not imply a decrease, but does mean containing sports rights costs at present 
levels. Prioritisation of which sporting events the BBC seeks rights for will be even more critical. 
Over time, the BBC may need to readjust its sports rights portfolio to ensure that existing and new 
‘listed’ events of national resonance are prioritised and that it continues to offer the best quality 
content, a broad-based portfolio and value for money for licence fee payers. 
 
The BBC is committed to covering a wide range of Olympic sports in the run-up to 2012 and 
beyond. This coverage will be across TV, BBCi and Online with particular TV coverage of athletics, 
cycling (road and track), swimming/diving, gymnastics and rowing. BBC Two has a particularly 
important role to play in covering Olympic / minority sports as set out in its service licence.  

                                            
14 Statement most strongly associated with broadcaster (BBC, Sky or ITV). Source: Ipsos Mori, BBC Sport Listed Events, 
May 09, viewers of each broadcaster 
15 http://www.bbc.co.uk/bbctrust/assets/files/pdf/review_report_research/strategic_review/strategic_review.pdf  

Percentage over 45 

Percentage 
male 

http://www.bbc.co.uk/bbctrust/assets/files/pdf/review_report_research/strategic_review/strategic_review.pdf
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The future strategy will be based on ‘four pillars’ which together should allow the BBC to offer a 
wide range of sport content to different audiences: 
 

• Events that bring the UK or individual nations together: 
1. The ‘list’ of the most important events for FTA coverage should be the top priority 

(e.g. Olympics, Football World Cup, Wimbledon, Grand National and potentially 
international football qualifiers and the Ashes);  

2. ‘Non-listed’ events that can also bring the nation and communities together should 
be a second priority (e.g. MOTD, Six Nations, Commonwealth Games and Winter 
Olympics).  

 
• Sports that drive audience value: 

3. Investment in public service sports including World Athletics, Olympic and women’s 
sports on the journey to 2012; 

4. Investment in sports that deliver value for money to the licence fee payer. These 
sports help provide range and breadth to the portfolio. 

 
2.3.1 Sport on BBC One and Two 
 
Sport hours have remained relatively stable over the last few years, peaking in 2008/09 due to non-
recurring events - Euro 2008, Beijing Olympics and Paralympics. Figure 6 shows the number of hours 
of sport content on BBC One and Two over the past three years.  
 
Figure 6: Hours of Sport content on BBC One and Two 
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BBC One  
BBC One is the platform for coverage of major sporting events (as set out in the service licence16) 
and is the place where large audiences come together to share in these major sporting events, 
particularly the pinnacle moments of national resonance. The channel is the natural home for sport's 
biggest non-recurring events, such as Olympics and major football Championships. This is important 
for BBC One to meet its Service Licence aim “to bring people together with its coverage of major 
sporting, cultural, entertainment and other events”. 
 

                                            
16 http://www.bbc.co.uk/bbctrust/our_work/service_reviews/service_licences/bbc_one.shtml  

http://www.bbc.co.uk/bbctrust/our_work/service_reviews/service_licences/bbc_one.shtml
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BBC ONE brings some of the UK’s biggest sporting events to the widest possible audience, including 
Wimbledon, Six Nations and Match of the Day. These play a very important role in bringing together 
audiences, both young and old. Although low in volume terms, those moments of huge national 
significance – such as Murray’s Wimbledon matches – meant that sport was also the genre with the 
second largest average share in peak time 200917. Formula One is a recent example of BBC One 
sports coverage that has performed particularly well. Formula One averaged 3.2m/34.8% in 2009, 14 
share points above the BBC One all hours average.  It performed particularly well for younger 
viewers, averaging 31.5% share among 16-34s, over double the all hours average among this age 
group (14%). 
 
In 2009/10, the largest number of hours on BBC One was for football which was mostly made up of 
Match of the Day, Football Focus, Final Score and the Football League Show.  Formula One, 
Wimbledon, Six Nations and Open Golf were also important events for BBC One which is in line 
with showing major sporting events. Alongside the biggest sporting moments, BBC One also 
showcases a variety of smaller sports, from the London Marathon to world championship snooker, 
which bring breadth and range to the BBC’s sport portfolio. 
 
 
BBC Two 
The BBC Two service licence sets out that BBC Two “should offer coverage of the UK's biggest 
sporting events and those which bring communities of sporting interest together.” 18 By carrying the 
highest volume of hours of sport on the BBC, BBC Two covers the UK’s biggest sporting events and 
those which bring communities of sporting interest together. 
 
BBC Two is complementary to BBC One, showing the largest number of sport hours of any channel 
and playing a critical role in enabling a broad-based sports portfolio for different audiences and year 
round sports coverage. It has a very significant role to play in major event coverage (e.g. MOTD 2, 
the Open, most athletics and the Winter Olympics). It also provides more depth for event followers 
and adds breadth through sports such as tennis, golf and snooker. Many of these sports provide 
excellent value for money for the BBC and some, such as darts, succeed in reaching audiences 
underserved by the BBC. 
 
The sports showing the largest number of hours of BBC Two in 2009/10 were snooker, the Winter 
Olympics, tennis (Wimbledon, Queens, Davies Cup), golf (Open, Masters, Women’s British Open) 
and Olympic Sports. A smaller number of hours of coverage during 2009/10 included athletics, horse 
racing, rugby league, Moto GP, rugby union, bowls, equestrian, cricket and darts. 
 
Minority Olympic Sports such as cycling and athletics are particularly important to BBC Two to meet 
the service licence commitment that “its sports coverage should include an important commitment 
to minority sports”. 
 
Putting Quality First stated an aim to re-establish BBC Two’s reputation as the home of intelligent and 
ambitious drama, comedy and factual programming, with a reduction in the volume of some sport on 
BBC Two to support this refocused remit19. The BBC has plans to reduce the volume of snooker 
tournaments on the channel.  While snooker continues to deliver a loyal audience at excellent 
value for money there is scope to reduce the overall volume of hours.''  
 
 
2.3.2 The role of the BBC portfolio in delivering Sport  

                                            
17 Source: Barb  
18 http://www.bbc.co.uk/bbctrust/our_work/service_reviews/service_licences/bbc_two.shtml  
19 http://www.bbc.co.uk/bbctrust/assets/files/pdf/review_report_research/strategic_review/strategic_review.pdf, 28  

http://www.bbc.co.uk/bbctrust/our_work/service_reviews/service_licences/bbc_two.shtml
http://www.bbc.co.uk/bbctrust/assets/files/pdf/review_report_research/strategic_review/strategic_review.pdf
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By utilising both BBC One and BBC Two, as well as the wider portfolio - BBC Three and 
multiplatform - the BBC is able to manage a broad-based sports event portfolio, honour its 
commitments to rights holders and provide a serious broadcasting proposition in a competitive 
market where different broadcasters are placing a strategic premium on particular sporting events. 
This portfolio approach is critical if the BBC is to continue acquiring rights and meet its responsibility 
to show Listed Events in coming years.  
 
For a number of, particularly major events, BBC One and Two are complementary in their coverage. 
Examples include:  
§ Wimbledon - Andy Murray matches are scheduled on BBC One but BBC Two has a critical 

and complementary role to play in providing many hours of tennis coverage which drives reach 
and ensures dependable coverage of the tournament. Across the whole tournament it was not 
just matches featuring Andy Murray that pulled in the viewers - the average audience to all live 
coverage (2.4m) was the highest since 2003. 

§ Premier League football – BBC One shows MOTD on Saturday nights and BBC Two shows 
MOTD2 on Sunday nights. Both programmes attract audiences that far exceeds the timeslot 
averages and helps deliver a younger, male, C2DE audience for both channels. 

§ Open Golf – there is dedicated coverage on BBC Two for the Thursday, Friday and weekend 
mornings of the event, and then afternoon coverage at the weekends mainly on BBC One, 
building up to the conclusion of the tournament on BBC One on Sunday.  

 
A particular challenge for broadcasting sporting events is the need for scheduling flexibility, 
depending on the nature of the event, the progress of British competitors involved and whether 
coverage overruns due to the nature of the sporting competition. Sport can be unpredictable and 
once coverage of an event is underway, the capacity of BBC One and Two to adapt schedules is 
critical to meet audience expectations. The BBC Two service licence recognises this challenge and 
states that BBC Two “should cover major sporting events, interrupting its regular schedule at times 
for extended coverage”20. This is obviously a challenge in practical scheduling terms and the BBC will 
continue to manage this carefully to best meet the expectations and needs of our audiences. 
 
BBC Three complements sports coverage on BBC One and Two by showcasing sports that have 
particular resonance with younger viewers such as live football, including the African Cup of Nations, 
Formula One and the World Freerunning Championships. The channel also has a role in enhancing 
the impact of 'events that can bring the nation and communities together' across the whole BBC 
portfolio, for example by showing Olympic sports that appeal to its target audience. Recently BBC 
Three complimented the BBC’s coverage from the Winter Olympics by featuring Snowboard Cross 
and the Snowboard Finals. 
 
 
 

                                            
20 http://www.bbc.co.uk/bbctrust/our_work/service_reviews/service_licences/bbc_two.shtml  

http://www.bbc.co.uk/bbctrust/our_work/service_reviews/service_licences/bbc_two.shtml
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3. Acquisitions 
 
3.1. Introduction and Summary 
 
Putting Quality First reaffirmed the BBC’s commitment to invest the licence fee in the UK’s creative 
industries, supporting talent and producers particularly when other broadcasters are finding it hard 
to sustain their commitments. As such, the BBC intends to reduce spending on programmes from 
abroad by 20%, from £100m today to £80m in 2013, and capping it thereafter at never more than 
2.5p in every licence fee pound. There will be no acquired series in BBC One peak time. 
 
Originated output will always be the BBC's priority, but carefully chosen acquisitions can compliment 
and support originations and contribute to audiences’ perception of high quality and originality. 
Acquired programmes make a vital contribution to the BBC’s purpose to ‘Bring the UK to the world 
and the world to the UK’ and through their production values, talent and ambition, challenge British 
broadcasters to raise their game.  
 
This section responds to the following question asked by the BBC Trust in its Service Reviews of 
BBC One, BBC Two and BBC Four:  
§ What is the BBC’s strategy for acquisitions, including the circumstances in which the BBC competes 

with other broadcasters and what acquisitions bring in RQIV and distinctiveness terms? 
 
Key Points:  
 
The BBC considers a wide range of acquisitions which play a number of different roles, including: 

• Bringing the best of TV and film from across the world which would not otherwise be seen 
• Ensuring diversity of range, quality and support for the BBC’s own productions and 

commissions at good value for the licence fee 
• Playing a specific role for audiences, particularly the young 

 
Acquisitions are high-quality, thought-provoking, critically acclaimed, entertaining pieces – with 
acquisitions such as Mad Men contributing to audiences’ perceptions of quality and originality. The 
majority of the series the BBC acquires have little appeal to commercial broadcasters. However, the 
BBC should be aiming to secure the best content from across the world for its audience and as such 
BBC Management does not state that the BBC will never enter into a competitive bid. 
 
However, despite the editorial and strategic importance of acquisitions for the BBC, we have stated 
a new clear, well-defined boundary to the BBC’s activity in this area that reinforces the BBC’s 
commitment to UK-produced content and provide long-term assurance to commercial operators, 
for whom the market has become more complex and more competitive in recent years. The 
intention is to cap spend at 2.5p in every licence fee pound and the BBC is currently considering how 
to meet this reduction. We have already committed to no acquired series in BBC One peak. In 
addition to this, we are considering different options including reductions in acquisition spend on 
daytime series (subject to additional funding for approval as part of the ongoing Putting Quality First 
process), BBC One ‘high day21’ films and BBC Two series and capping or reducing current levels of 
spend on acquisitions in Children’s and other genres. 
 
 

                                            
21 A ‘high day’ film is one initially bought to play in a key slot in the year, e.g. Christmas or Easter 
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3.2 Acquisitions on Television 
 
3.2.1 Service Licences 
 
BBC One, Two and Four should make important contributions to support the purpose to ‘Bring the 
UK to the world and the world to the UK’ in part through acquisitions, as described in their 
respective service licences: 

• BBC One should acquire and co-produce some high quality international content with broad 
audience appeal 

• BBC Two should show high quality non-UK output across a range of genres, including 
feature films, sport, children’s, drama and comedy, when available at reasonable cost 

• BBC Four should contribute to this purpose primarily by bringing the world to the UK, for 
example through co-producing or acquiring the best documentaries from around the world, 
and acquiring first run and classic international and foreign language feature films, reflecting 
its commitment to cinema  

 
3.2.2 Reach, Quality, Impact, Value 
 
Reach 
Acquisitions are chosen for their high quality and distinctive take on the world rather than 
necessarily being huge rating winners. However, some titles have delivered big audiences, for 
example films such as Pirates of the Caribbean: At World’s End at 6.4m individuals or King Arthur at 
4.8m individuals. Figure 1 below shows how acquisitions contribute to viewer hours by channel. 
 
Figure 1 – Viewer hours (000s) for each of the channels split by acquisitions and originations in 
2009 

0
100,000
200,000
300,000
400,000
500,000
600,000
700,000
800,000
900,000

1,000,000

BBC One BBC Two BBC Three BBC Four

Acquisitions
Originations

 
Source: BARB, 2009 
 
Acquired programmes play a specific role in bringing in younger audiences, as shown in Figure 2. The 
audience age profile for programme acquisitions compared to the average for the channel is notably 
different for BBC One and BBC Two, with 56% of the BBC One audience between 16-54 (compared 
with 42% channel average) and the same figures for BBC Two. Acquisitions can also extend channel 
reach, for example, Heroes brought in around 360,000 viewers who didn’t watch anything else on 
BBC Two that week.  
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Figure 2 – Average age profile in 2009 for channels and for acquisitions 
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Quality / Impact 
 
Acquired programmes contribute to audiences perceptions of quality and originality, as shown in 
Figure 3. Programmes such as Mad Men, Flight of the Conchords and Spiral all occupy the ‘Sweet Spot’, 
with only one title (American Dad) in 2009 rated lower than the BBC average for Original and 
Different and High Quality. 
 
Figure 3 – Audience perceptions of originality and quality for programme acquisitions compared 
with an average for BBC programmes in 2009 
 

 
Source: GFL Pulse Survey 2009 
 
Research has shown that audiences expect and value acquisitions on the BBC, shown free to air and 
uninterrupted. Once again, this is more notable with younger audiences, as shown in Figure 4, with 
US and overseas audiences generating more value than other genres for 16-44s. 
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Figure 4 – Service, genre or attribute valued by younger audiences 
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Value 

Acquisition spend is largely unchanged over recent years as shown in Figure 5 below. There are 
occasional spikes such as 08/09 where issues beyond our control (e.g. box office success for a film 
we are contracted to buy and scheduling issues around US acquisitions) can make a difference to the 
overall spend. 
 
Acquired programmes are licensed at a fraction of their original production cost representing good 
value for money, protecting budgets for UK originations and reducing repeats. In addition to this, 
whenever possible, acquisition film spend is directed at UK productions, supporting British Cinema 
and complementing the investment of BBC Films in the UK film industry. In 2009, 20% of the films 
shown across our four television channels were British films made since 1989.    
 
Figure 5 – Spend on acquisitions as published in the Annual report 
 
 02/03 03/04 04/05 05/06 06/07 07/08 08/09 09/10e 
Total 
Acquisition 
Spend (£m) 

103 90 84 80 88 90 101 93 

 
Figure 6 shows the spend (£m) and hours broken down by genre. 
 
Figure 6 – Spend and hours by genre for acquisitions 
 

  Films Series 
Children'
s Factual Comedy Ents Total 

Hours 1635 997 1999 359 301 8 5299 
£ms 48.5 21.2 7.7 5.8 2.7 0 86.122 
 

                                            
22 Note that for financial year 2009/10, the current estimation for spend in £93m. 
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For BBC One and Two, the majority of acquisitions play either in daytime or overnight, with only 97 
hours of acquisitions in peak in 2009, compared with 1273 hours in daytime and 775 hours 
overnight. 
 
3.3 Editorial strategy for Acquisitions 
 
There are a number of different types of acquisitions. For the purpose of this submission, they have 
been grouped into drama and comedy series, films and other (including Children’s and a small 
volume of specialist factual).  
 
Drama and Comedy series 
Series are acquired to complement the BBC’s own productions and commissions, and are 
determined by their merit and fit with channel and genre strategy, rather than pre-allocated slots. 
The BBC looks for thought-provoking, intelligent and entertaining fiction and aims to acquire series 
which are high-quality, critically acclaimed and award-winning. Acquisitions such as Damages for BBC 
One, The Wire and Nurse Jackie for BBC Two, Family Guy  for BBC Three and Mad Men and Flight of 
the Conchords for BBC Four all bring different flavours, diverse viewpoints, high production values 
and originality to the schedule mix in a very cost-effective manner. Acquired series have a role to 
play in daytime where they provide a high volume of content at cost-effective prices to audiences 
that appreciate and enjoy them. 
 
Although most programmes are acquired from the USA, the BBC looks for acquisitions from all over 
the world – in 2009 the BBC licensed films from 29 different countries including Korea, Chad, South 
Africa and Iran, and also showcased some of the best foreign-language drama series for example 
Wallander (Sweden), Spiral (France) and Best of Youth (Italy).  
 
It is worth noting that most of the series the BBC acquires do not appeal to commercial 
broadcasters and to the best of our knowledge no terrestrial or free-to-air broadcaster made an 
offer for any of the titles mentioned above – there were no bidding wars for any of them. In the past 
year there have been no series on BBC One, Two or Four that have been acquired after a 
competitive bid. However, the BBC should be aiming to secure the best content from across the 
world for its audience and as such BBC Management does not state that the BBC will never enter 
into a competitive bid. 
 
Following the recommendations of Putting Quality First, the number of acquired drama and comedy 
series on the BBC is expected to decrease. The BBC will seek to enhance the quality and 
distinctiveness of its daytime schedule by increasing spend on UK originations and reducing reliance 
on acquired series. In addition to this, the BBC has committed to no acquired series in BBC One 
peak. The BBC will also look to reduce its spend on acquired series on BBC Two. 
 
Film acquisitions 
The BBC acquires a wide range of movies to satisfy the differing tastes of our viewers.  
 
For BBC One, the main objective is to offer high-quality family films as a major enriching element in 
the Christmas and other holiday schedules. Recently we have featured hugely popular animation 
from Pixar (Finding Nemo, The Incredibles),  Aardman (Wallace and Gromit – Curse of the Were-Rabbit), 
and Dreamworks (Shrek, Madagascar), as well as blockbuster franchises like Chronicles of Narnia, 
Pirates of the Caribbean and, to come in 2010, the latest Indiana Jones. It should be noted that while 
we have significantly reduced the number of films used in prime slots on BBC One, acquired films 
also provide strong, often star-driven narrative drama to cost-effectively fill many late-prime and late-
night slots.  
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BBC Two presents a more eclectic mix of films, with premieres of titles such as George Clooney's 
Good Night and Good Luck, Mel Gibson's Apocalypto,, Robert De Niro's The Good Shepherd, alongside 
a repertory of classic titles in prime, matinee and late-night slots e.g. the restored version of Blade 
Runner in prime-time and, during Christmas 2009, MGM musicals by day and film-noir in late night 
slots. As part of boosting the channel's reputation for high quality drama, BBC Two has been 
designated the home for BBC Films premieres, but it is important that the best of programme 
acquisitions first-runs should complement these home-grown titles, building BBC Two's overall 
association with quality cinema. 
 
Films are vital in bringing younger viewers to BBC Three and our deals with studios such as Disney 
and Dreamworks provide strong titles for this purpose. A film like The Incredibles, shown not long 
after its BBC One premiere, can be strategically scheduled to guarantee a large audience for the 
launch of an important home-grown series, in this case Being Human. Also, more challenging, 
distinctive young-appeal films, often UK productions, can premiere very successfully on the channel 
e.g. Kidulthood and its sequel Adulthood.  
 
As part of its mission to explore international culture, BBC Four has a commitment to showing at 
least 20 foreign language film premieres each year. These films, ranging from La Vie En Rose through 
to The Lives Of Others and Tell No One have all been theatrically released in the UK and represent the 
best of World Cinema. Films are often bought in advance of release, thus supporting UK 
distribution, and are shown in cinemas carrying an ‘In association with BBC Four’ credit.  Michael 
Haneke's Palme D'Or winning The White Ribbon, for example, was bought at script stage.  In addition, 
the channel mounts special movie-related events, such as the World Cinema Award or the recent 
Orson Welles season, and regularly includes appropriate films, both English and foreign-language, in 
its theme nights and seasons.          
 
In order to reduce the BBC’s spend on acquisitions, there may need to be a reduction in the spend 
on ‘high day’ films acquired by the BBC. 
 
Other acquisitions 
The BBC spends approximately £14m on acquisitions outside of series and films, including 
acquisitions on the Children’s channels and within the Knowledge, Entertainment and Comedy 
genres. 
 
Although children’s is out of scope in this review, it is worth noting that acquired programmes add 
value to both CBBC and CBeebies. Acquisitions provide unique programming to enhance the 
channel's programme offer to audiences, providing creative solutions to scheduling or budgetary 
challenges, and the opportunity to showcase heritage brands. BBC Children's are committed to 
acquiring content from across the globe, with current content from Europe, Canada, Australia and 
the USA. After reviewing acquired animations for CBBC last year, a strategy has been put in place to 
reduce the number of programme titles ensuring that the acquired content is channel-defining, 
creatively unique and complements the brand's original programming. It should be noted that the 
vast majority of titles classed as acquisitions are pre-bought and produced in the UK, with the BBC 
having editorial approval. Examples include Timmy Time, Little Charley Bear and Driver Dan’s Storytrain 
(UK Originated IP, 100% UK production) on CBeebies and Dennis the Menace (a co-production 
between Red Kite in the UK and Sticky Pictures in the US) and Frankenstein’s Cat (a co-production 
between McKinnon and Saunders in the UK and Kayenta in France) on CBBC. 
 
Acquisitions form a small but key element of all the major international strands on BBC Two and 
BBC Four such as Horizon, The Natural World, Arena and Storyville in order to deliver the broadest 
possible range of output as well as the best possible average cost per hour across the strands. In 
particular, our investment in Storyville allows us to support some of the most acclaimed documentary 
makers in the world, with a back catalogue including Werner Herzog, Nick Broomfield and Al 
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Maysles. Films are currently in production with James Marsh (Academy Award winner for Man on 
Wire), Steve James (director of the legendary Hoop Dreams) and Beeban Kidron (Oranges are not the 
only fruit). At the other end of the experience spectrum, strand executives work with new directors 
like Elisabeth Stopford (whose I’m Not Dead Yet won the 2009 Grierson for new directors) on their 
films to help them fully realise their potential. 
 
Outside of the strands mentioned, the majority of acquisitions are in Specialist Factual, once again on 
BBC Two and BBC Four, for example Versailles - Dream of a King (a multi-million pound HD 
dramatisation of the Court of Versailles, funded by European co-producers and made by Les Film 
D'Ici and Brook Lapping) and Barack Obama - On the Road (before the presidential elections, funded 
by HBO and made by Class 5 films, Good Inc and The Green Film Company). Acquisitions are 
chosen on their ability to complement and enhance our originations with the best quality, best value 
programmes that the international production community has to offer.  
 
In addition to this, there are a small number of acquisitions through the Comedy and Entertainment 
genre, for example Little Britain USA.  
 
Looking forward, the BBC is considering capping or reducing spend on other types of acquisitions. 
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4. Opt out programming and black and minority ethnic 
audiences 
 
4.1. Introduction  
 
The BBC’s Putting Quality First strategy recognises that maintaining the broad appeal of the BBC’s 
content – based on amount and frequency of consumption, as well as perceptions of its quality and 
variety - is fundamental to sustaining audience support for the BBC and effectively delivering the 
Public Purposes. The BBC aims to offer something for all audience groups and is committed to 
reflecting and catering for the diversity of the UK population, as described in its Public Purpose 
“representing the UK, its nations, regions and communities.” These communities may be based on 
geography, on faith, on language, or a shared interest.  
 
The BBC delivers its Public Purposes to the whole of the UK on television through a range of 
content on its portfolio of pan-UK networks. In addition to this, the BBC provides a range of opt-out 
content on BBC One and Two that reflect the lives and interests of audiences in the devolved 
nations (Scotland, Wales and Northern Ireland) and English regions.  
 
This section responds to two questions asked by the BBC Trust in its Service Reviews of BBC One, 
BBC Two and BBC Four:  
 

1. What is your overarching strategy for increasing the level of impact of opt out programming, in the 
wider context of some significant local/national purpose gaps and changes to the supply base of 
network programmes? 

2. What challenges do you face in reaching black and minority ethnic audiences (BMEs) and what is 
your strategy for this audience? 

 
This section responds to these questions in the context of a broader strategy that aims to ensure 
the BBC effectively serves all audiences in the UK and reflects the diversity of the UK population.  
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4.2. Market and Audience context 
 
There is a growing market deficit in the provision of TV content that is made in and for the different 
communities and regions of the UK, with the risk of a ‘democratic deficit’ in the devolved Nations as 
ITV licencees and the indigenous press sector come under pressure. Broadcasters are lowering their 
investment in programmes and services for the Nations and regions and the commercial networks 
have reduced their network production spend outside London. 
 
Devolution has led to a renewed political focus on broadcasting in the Nations and some calls for 
decentralisation of media investment and resources. There is increasing scrutiny of the volume and 
range of programming provided for the devolved Nations, fuelling a debate on the extent to which 
current services are addressing the distinctive cultural and democratic needs of audiences.  
 
Between 2004 and 2009, total expenditure by the BBC and ITV on specific content for viewers in 
Wales, Northern Ireland and Scotland fell by over a third. In England, the reduction in spend was 
smaller, at 23%23. 
 
Audiences expect the BBC to offer a range of high quality programmes and this is the primary 
measure of our success. The BBC, together with ITV, Is judged to be more accountable when it 
comes to delivering positive portrayal than other TV channels, particularly due to the licence fee, 
although overall audiences expectations are low when it comes to portrayal.    
 
Alongside reflecting the cultural diversity in the Nations, authentic representation of the UK is a 
wider issue, with underperformance apparent in the North of England and black and minority ethnic 
audiences (BMEs). Although the challenges and potential solutions are likely to be slightly different, 
high quality content remains a primary driver of approval across all audience groups, which can be 
further enhanced by authentic representation of their lives and the world around them.  
 
4.2.1. The Nations and Regions of the UK  
 
4.2.1.1. Understanding the Audience  
 
9.9m people, or 16% of the total UK population live in the devolved Nations24.  

• While Wales has a relatively elderly population, the Scottish and Northern Irish audience are 
younger than the UK average25  

• The Northern Ireland audience has the highest proportion of children anywhere in the UK 
and it is also experiencing the fastest population growth26  

 
The North of England is home to 14.7m people – nearly 1 in 4 of the UK population.  
There are a higher proportion of lower demographic groups in the North and the Nations. 

• The proportion of the audience in the Nations and the north of England in the C2DE 
demographic group is significantly higher, at 55%, than the UK average of 49%  

• Gross weekly earnings in Northern Ireland, Wales and the North of England are significantly 
lower than the UK average 27 

 
Audience demographics and historical factors tend to influence the tastes and interests of different 
parts of the UK28, Research suggests that: 

                                            
23 Ofcom Communications market report: Wales 2009 
24 ONS population estimates. 
25 BARB Demographic Profile data 
26 Northern Ireland Statistics and Research Agency report 
27 ONS 2009 Annual Survey of Hours and Earnings 
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• Audiences in Scotland, Northern Ireland and the North may often share similar tastes, with 
genres such as drama, entertainment and comedy performing better in these areas. Examples 
of successful content are continuing drama and crime dramas such as Spooks.  Commercial 
television has often served these interests and tastes, through programmes such as 
Coronation Street and Britain’s Got Talent.  

• Sport and drama tend to perform better in Wales, in particular soaps 29  
 
4.2.1.2 BBC Performance in the Nations and Regions for network channels 
 
The performance of the BBC’s TV services can vary significantly across the UK. In Reach terms, BBC 
One and Two perform more strongly in Wales and Scotland than the rest of the UK. This is partly 
explained by the higher levels of TV consumption. Both channels significantly underperform in 
Northern Ireland. There has been a general decline in reach in all areas since 2005, but reach in 
Wales, Scotland and Northern Ireland has declined less quickly than in England.  
 
Figure 1: Reach to BBC One and Two by Nation 
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The strength of commercial TV relative to the BBC means that BBC One and Two historically 
underperform in share terms in Scotland, Northern Ireland and North of England. Although the 
share deficit is lower in Wales, the early switch to digital there has seen increased competitive 
pressure from non-terrestrial channels.   
 

                                                                                                                                        
28 BBC Audience research  
29 Analysis of BARB Q1 2010 viewing data in peak.  
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Figure 2: Share differences across the UK 
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Impact 
The Trust has already identified significant purpose gaps in relation to the BBC’s portrayal of 
different communities to other people in the UK across its services. The gap is one of the largest 
purpose gaps recorded by the BBC Trust. The position is most severe in the devolved Nations and 
the North of England (especially the North East).  
 
The BBC Trust has also found that there are significant gaps between the audience’s expectation of 
programming supporting the Nations, Regions and Communities purpose, and the BBC’s delivery of 
that content - although the “content for my region/nation” purpose gap has narrowed across the 
UK. The “portraying my particular culture or community to other people in the UK” purpose gap 
has narrowed at a slower rate in some parts of the UK, although it has widened in Wales in recent 
years.  
 
Figure 3: Purpose gaps in the Nations and English regions 
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However, the Trust has also acknowledged that these purposes have a low correlation with 
perceptions of the licence fee offering value for money. 
 
 “Although the priorities within the Nations, Regions and Communities purpose generally have bigger 
performance gaps, the fact that they have a much weaker relationship with perceived value for money 
suggests that the BBC would get much less reward for improving  performance scores in these areas. This is 
true in each of the nations of the UK as well as the UK as a whole.” (BBC Trust Purpose Remit Tracking 
Study 2009) 
 
Purpose gaps correlate with different factors in each of the Nations, but in broad terms, many 
priorities within the citizenship purpose have a stronger correlation with value for money 
perceptions.  
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Value 
The BBC’s portfolio of television channels delivers above average absolute value to audiences in the 
devolved Nations and the North of England.  
 
Figure 4: Total value delivered by TV by Nation and English Region30 
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However the BBC’s portfolio of television channels delivers the lowest share of total value to 
audiences in Scotland, Northern Ireland and the North of England. This is because total television 
consumption in these areas is higher than average, but the proportion of their time spent with the 
BBC is lower. The BBC’s performance in Wales is stronger. 
 
Figure 5: Share of total TV value delivered by the BBC by Nation and English region31 
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Share of value is closely related to overall approval of the BBC. The approval of the BBC in Scotland 
is the lowest in the UK; approval in the three Northern regions is lower than other parts of England.  
 

                                            
30 Source: CMI. Value is a measure of consumption multiplied by appreciation 
31 Source: CMI, 2008/09 

Average
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Figure 6: BBC Approval Scores in the Nations and English Regions in Q3 09/10 
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4.2.1.3 BBC Performance in the Nations for opt-out programming 
 
General programming 
The performance of ‘opt-out’ programming varies from nation to nation, reflecting differing levels of 
investment, output and other factors. Over the longer term, reach of news and non-news opts have 
declined slowly in line with overall reach of BBC One and Two. 
 
Figure 7: Weekly reach of opt-out programmes in the Nations 
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There is also variance across the Nations in share performance. BBC Scotland’s non-news opts 
added an average of 1.3% to network levels on BBC One in the first three quarters of 09/10, while 
its share against network on BBC Two was negative32  The converse is true in Wales with opts on 
BBC Two adding to share versus network, while BBC One opts were behind network. In Northern 
Ireland the share of opts, compared with network, was positive on both channels.  
 

                                            
32 . This may relate to the high proportion of core PSB opt content broadcast on BBC Two Scotland, such as 
indigenous language and minority sport. 
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Figure 8: Devolved nations opt share variance vs. UK (Q1, 2, 3 09/10) 
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In terms of quality, audience appreciation scores for non-news opt programmes in Wales are 
generally high. The average AI scores for opt programmes in Wales in the first three quarters of 
09/10 was 83. This score is on a par with the average score of 82 recorded by all network titles 
across BBC One, Two, Three and Four during the same period. However, the AI scores of BBC 
Scotland's opts were generally lower than network, with programmes recording an average score of 
79, with the high proportion of core public service programming, such as minority sport, lowering 
this average score.  
 
The size of the sample in Northern Ireland means that AI data is not available for the majority of opt 
programmes.  
 
Figure 9: Percentage of titles scoring an AI of 70+ in the first 3 quarters of 09/1033.  
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News 
The BBC broadcasts 15 different television news bulletin programmes in the Nations and English 
Regions in order to fully serve and inform communities across the UK. The BBC regional news 
services in Wales and across the English Regions are perceived by the audience to be ‘best for 
regional news’ - while the gap between the BBC and the ITV competitor programmes in Scotland 
and Northern Ireland is closing. The BBC continues to lead ITV1 in every nation and region in terms 
of 3 minute reach to all National/Regional News Bulletins. 
 
                                            
33 Based on Vision and Journalism QPR data for 09/10. AI is not recorded for all opts in Wales and Scotland 
due to small sample sizes.   
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Across the English regions the current affairs strand Inside Out adds additional depth to the BBC’s 
current affairs offer. It attracts an average audience of more than 3 million people across in England. 
 
For more information on delivery of news in the Nations and Regions see section 3.2.1.   
 
4.2.1.4 BBC output in the Nations and regions 
 
The BBC has a ‘Tier 2’ requirement set by Ofcom to transmit a minimum level of opt-out hours 
from the Nations and English regions of 6270 hours, including repeats34. The Nations and regions are 
required to meet internal BBC ‘quota’ targets in order to contribute to the delivery of that 
commitment.  
 
Figure 10: Nations opts-outs overview35 (2008/09)  
 
BBC 
Nation 

Total opt-out originations  
(hrs) 

Scotland 809 

Wales  721 

NI 614 

 
Across all genres, the BBC invested £76m in originated opt-out programmes for the devolved 
Nations (including news) during 08/09. This figure is 6% lower than the comparative figure for 07/08. 
The total hours of origination have also decreased by 6% between both years due to the combined 
impact of the pan-BBC efficiency savings and the implementation of a “fewer, stronger” strategy. 
Overall spend on opt programmes in the Nations will decrease further between 2010/11 and 
2012/13 in line with pan BBC efficiencies (Continuous Improvement).  
 
News, current affairs and politics form a large proportion of the total hours of opt our content in 
the Nations. Total investment in news bulletins across the devolved nations in 08/09 was £17m, or 
22% of the total investment in originated programmes. These bulletins accounted for 42% of all 
originated hours across the devolved Nations. Factual is the next most important genre, with Drama 
playing a significant role in Scotland thanks to River City.  
 

                                            
34 In 2008 the number of required hours was reduced by 5% from targets set in 2002 following a submission 
by the BBC based on the ‘fewer, stronger’ strategy.. 
35 Figures based on internal BBC ‘Slate Review’ data for each nation. Financial figures exclude sports rights and 
centrally allocated overheads.  
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Figure 11: Genre Mix of originated opt out programming 2008/0936 
 
 Hours 
 Scotland Wales Northern Ireland 
Arts/Music 22 14 1 
Children’s 1837 4 2 
Comedy/Entertainment 12 6 43 
Current Affairs and politics 190 120 123 
Drama 56 4 0 
Factual 61 66 48 
News  301 290 306 
Sport 150 206 54 
 
The BBC’s opt programmes in the English regions are focussed on news, sport, current affairs and 
politics. The 15 television centres across the English regions produced 4,175 hours38 of television for 
BBC One in 2008/09. In addition to the news bulletins and Inside Out described above, there are also 
opts within The Politics Show that broadcast every Sunday morning allowing for a detailed analysis of 
the way political decisions affect individuals and communities. The acquisition of football league 
highlights rights has led to the recent launch of a new football magazine programme called Late Kick 
Off in the English regions, broadening the range of sports provision in the Regions.  
 
4.2.2. Black and Minority Ethnic Audiences 
 
4.2.2.1. Understanding the audience 
 
4.6 million people in the UK are from ethnic minorities, representing 8% of the population. This 
group is growing rapidly; between 1991 and 2001 there was a 54% increase in the BME population, 
compared to a growth rate of just 4% for the whole UK39. On average, the BME population is 
substantially younger than the white population, with 77% of the UK non white population under 45 
(compared to only 54% of white population). 
 
The size of the BME audience varies across the UK. The 2001 census found that London has the 
highest proportion of people from minority ethnic groups, apart from people of Pakistani origin. 
There is a higher proportion of people who identify themselves as of Pakistani origin in Yorkshire 
and the Humber and the West Midlands (both 2.9%) 
 
Within the BME audience there are multiple sub-groups and ethnicities showing different 
consumption patterns. The majority of the BBC’s research explores its performance with BMEs at 
the level of Black and Asian, there are further distinctions, for example it is Black Caribbean rather 
than Black African audiences that give the BBC lower approval scores and amongst Asian audiences, 
non Indian Asian audiences have lower approval scores. 
 
The social mix of black and minority ethnic audiences differs substantially. Pakistanis and Bangladeshis 
are the most social deprived ethnic group with two thirds of the Pakistani and Bangladeshi 
population falling into the lowest 20% earning bracket.  Conversely Indian men have one of the 
highest average earnings of all ethnic groups.  Black Caribbean, Black African and Bangladeshi ethnic 
groups are three times more likely to be unemployed than the white population. Education levels 
also differ: Indian pupils are most likely to gain the highest GCSE grades (66% per cent of Indian girls 

                                            
36 Definitions may vary by Nation (e.g. Music Makers under factual in NI) 
37 The 18 hours of programming for children in 08/09 was Gaelic language content 
38 BBC England Annual report 
39 Office of National Statistics, Census 
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and 54% per cent of Indian boys). This contrasts with only 37% of Pakistani and Bangladeshi girls and 
22% of Pakistani and Bangladeshi boys. 
 
In 2009 we conducted some detailed research into ethnic performance. This gave us some insight 
into the drivers of the BME audience to BBC content. 

• Subject and tone are key drivers for non-white audiences 
• On-screen talent representation does not seem to have much impact on non-white 

audience share but probably impacts perception 
• Contributor representation may have a bigger impact on share with non-white audiences 

than talent 
 
We will expand on this research further in Section 3 when we share our strategy for enhancing 
authentic representation of the whole of the UK. 
 
4.2.2.2. BBC Performance  
 
The BBC does not really have an issue with reaching ethnic minorities with overall reach for non-
white audiences relatively similar to white audiences as shown in on the right hand side of Figure 12 
below. However, the difference becomes more apparent when considering the chart on the left hand 
side displaying share of viewing. 
 
Figure 12 – Reach and Share by individuals, White, Asian and Black (source: BARB 2009)  
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BBC television delivers a lot of absolute value to black audiences (more than to white audiences) and 
below average value to Asian audiences. However when we look at the BBC’s share of value for 
both groups it is nearly identical at around 30% - and well behind the 38% for white groups. This is 
because although black audiences consume a lot of television, a lot of their viewing is not with the 
BBC.  
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Figure 13 - Total value and % BBC share of total value 

Source: TRP / Cross Media Insights – FY 2008/09 (wks 14 2008 to 13 2009)
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This low share of media value is an issue for the BBC as it may translate into a lower sense of value 
for money from the licence fee. This is the case amongst black audiences – their lower share of value 
results in a lower sense of VFM. However it is less clear for Asian audiences – although they get a 
relatively low share of value their level of BBC approval is not far behind that of white audiences. 
This highlights that approval is not always about how much is consumed and whether or not it is 
enjoyed – there can be other factors in play, such as historical respect for the institution of the BBC.  
 
Approval does not seem to be an issue for ethnic minorities, with Asian and Black audiences scoring 
the BBC’s television portfolio higher than all adults. However, at the next level, there is more 
variation, with Mixed Asian and Mixed Black Caribbean subgroups lower than the average audience40. 
 
Figure 14 – Average approval score for BBC Vision Portfolio by ethnic group 
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Source: BARB 2009 
                                            
40 Please note that sample sizes are small for certain ethnic groups and so any conclusions need to be 
caveated. 
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As mentioned previously, there is a significant crossover between younger audiences and BMEs, 
suggesting that part of the reason for the BBC’s underperformance amongst BMEs reflects the BBC’s 
difficulty in reaching younger audiences. However, there is still an element of under performance 
amongst ethnic minorities when age has been neutralised, which we need to consider.   
 
4.3. Strategy for representation 
 
The audience picture across the different geographies and ethnicities is complex, with BBC 
performance on television varying significantly across different audience groups and using different 
metrics. Nonetheless there remain some notable gaps in approval, consumption, purpose delivery 
and value, which are most pronounced in Scotland, Wales, Northern Ireland and the North of 
England, and among black and minority ethnic audiences. The audience challenge is compounded by 
changes in the broader market: broadcasters are lowering their investment in programmes and 
services for the Nations and the commercial networks are reducing production spend outside 
London. 

The BBC remains committed to reflecting all parts of the UK, serving specific areas with content that 
meets their needs and interests and providing distinctive national services in each of the devolved 
Nations.  Going forward the strategic priorities will include: 
 

1. Make network content more effective in representing the diversity of the UK and its 
communities, while continuing to create unifying moments that can bring the nation together 

2. Enhance the quality and range of Journalism that reflects the whole UK through a portfolio 
which is more sensitive to the realities of a devolved UK in terms of its accuracy, richness and range.  

3. Enhance the quality and impact of opt out programming that reflects the distinctive voices and 
experiences in Scotland, Wales and Northern Ireland, including news and current affairs  

 
4.3.1 Authentic representation of the whole of the UK 
 
4.3.1.1 Network Supply Review and BBC North 
 
Through Network Supply Review, BBC North and other initiatives the BBC has put in place a major 
strategy to shift the physical, economic and creative centre of gravity of the BBC, building sustainable 
economic bases across the UK and allowing us to draw on, and develop, creative skills and talent 
that better reflect the spread of the UK population. Through NSR and BBC North, the BBC aims to 
enhance the representation of the lives, interests and issues of audiences across the UK – but in 
particular to improve representation of the Nations and English regions and the different 
communities within them. This shift in BBC production is already underway, with a major new 
broadcasting centre in the North of England at Salford (accommodating Five Live and BBC Sport) by 
2012 as well as important network creative centres in Glasgow, Cardiff and Belfast.  
 
The core components of the TV NSR strategy include: 

• Devolution of network TV production spend across the UK: by 2016, at least 17% of TV 
network spend should be in the Nations and 50% out of London 

• Re-focussed commissioning strategy fostering creative centres of excellence to reap 
dividends for representation and portrayal over the medium term. 

• The first phase of NSR 2008-2012 aims to establish creative sustainability in each of the 
Nations through established and new business moves. During this phase more detailed 
strategies around talent development, portrayal, the role of the independent sector, multi-
platform production and in-house alignment are being developed and implemented.  



 

 49 
 

• The goal is to deliver the sustainable bedrock to underpin the second phase 2012-16 where 
the focus will be on organic growth in order to reap a creative dividend that will address the 
audience challenges laid out above.  

 
The Network Supply Review is leading to a significant increase in network TV commissions from the 
Nations and around the UK. It is adding further impetus to the development of sustainable creative 
clusters in areas such as Cardiff and Glasgow and will play a key role in supporting the television 
industries in each Nation.  
 
NSR presents an opportunity for commissioners across the BBC to build portrayal into the DNA of 
new commissions. The benefits for quality and portrayal apply equally for both network content and 
local opt out programming.  

• This process has already led to the development of sustainable centres of excellence such as 
the Arts and Science centres in Scotland 

• Similarly opt programmes have benefited from the synergy opportunities presented by these 
developments  

• The NSR process has also contributed to talent development in the Nations, on and off air – 
allowing skills and knowledge to be shared between network productions and the Nations. 
For example, there has been significant crossover between The One Show production team in 
Wales and the BBC One Wales consumer strand X-Ray  

 
It is important that economic investment is matched with a creative strategy. The place where a 
programme is made doesn’t mean much to audiences, unless it is combined with other portrayal 
‘factors’ such as displaying the areas and its people (for example, Torchwood). It is also imperative 
that programming which is produced in London also reflects the whole of the UK. 
 
4.3.1.2. Portrayal on the UK-wide networks 
 
Audiences expect the BBC’s portfolio of television channels to offer high quality programmes that 
can inform, educate and entertain – and quality continues to be the primary driver of approval and 
reputation. However there is an opportunity to further tackle the audience challenges that exist 
across the UK through high quality programmes that also have authentic portrayal at their heart. 
These programmes can deliver UK wide appeal, while also authentically representing the diversity of 
the UK and delivering particular resonance for audience groups less well served by the BBC. 
Successful examples to date include Gavin and Stacey, Coast and Hairy Bikers: Mums Know Best – high 
quality, successful shows that had strong appeal outside of London and are cited by audiences as 
shows that authentically represent their lives, regions and communities. Delivering this authentic 
representation on the national networks presents a powerful opportunity to shift the dial on the 
Nations, Regions and Communities purpose gaps, as well as improving performance among some 
underserved audience groups.  
 
Perceived relevance can boost share locally, without negative pan-UK impacts:  

• The last series of Gavin and Stacey – partly set in Barry, South Wales, gained a pan 
UK share of 28% 

• The same series gained a share of 39% in Wales 
 
Even in areas where portrayal is a higher audience expectation, viewers do not seek (or necessarily 
expect) a radical overhaul of our existing output. Indeed, consistently viewers would prefer a 
quality programme over and above tackling the portrayal issues. However, we know that we can hit 
the sweet spot - building on these successes will improve representation of not only the geographic 
diversity of the UK, but also the different communities, demographics and ethnicities within it.  
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We will do this in four main ways:  
 
i. Perspective – ensuring the subject matter or tone of a programme better reflects different 
experiences and stories from across the UK 
 
The diversity of the BBC’s offer, supporting a range of genres, approaches and forms, is key to 
maintaining the broad appeal of the BBC’s offer. Subject matter and tone are key drivers for non-
white audiences with certain types of programmes having particular appeal among underserved 
audiences and can simultaneously engage younger, more diverse viewers, as well as other 
underserved audience groups. For example, 

• In Drama, continuing dramas such as EastEnders and Holby City are important to deliver 
broad and diverse audiences alongside programmes that are relevant in terms of the 
geographical origin/political or cultural history for a particular ethnic group, for example 
Small Island 

• Continuing drama and crime dramas such as Spooks tend to play well in Scotland, Northern 
Ireland and the North 

• Current affairs is a key driver of ethnic audiences to the BBC as it covers highly motivating 
subjects such as class, race, gender, self-identification issues, political institutions, parties and 
practices, with non-establishment narratives such as the Conspiracy Files and This World 
engaging ‘non-heartland’ audiences 

• Entertainment events, such as Strictly Come Dancing and Children in Need, as well as younger 
appealing format entertainment such as Total Wipeout have broad appeal amongst all 
audiences  

• Within Specialist Factual, subjects such as Business, Science and selected Natural History 
topics show the most immediate potential to engage diverse and balanced audiences 

• Formats and features is the most successful genre when it comes to attracting ethnic 
audiences, with consumer matters such as money, health and crime doing well 

 
BBC Three has been very successful in reaching ethnic minority audiences through its focus on the 
young, with programmes such as Being Human attracting diverse audiences.  
 
A key driver of authentic perspective is supporting a range of voices with different 
backgrounds and experiences. The BBC Writersroom aims to find, nurture, mentor and 
champion new writing talent across the BBC and from across the UK. Writersroom has a 
number of initiatives that aim to ensure that writers are as representative of our audience as 
possible, with upcoming proposals including: 

• The Mini Ha Ha project working in the North of the UK and Northern Ireland to 
make new shorts for Comedy Extra  

• The New Welsh Writers partnership with BBC Wales Drama and National Theatre 
Wales, involving an open day at BBC Cardiff with surgeries, masterclasses and 
Q&As. 

 
ii. Format / Framework – how a programme is set up encourages better representation of the 
whole of the UK 
 
Some formats intrinsically lend themselves to broad portrayal as demonstrated by Coast, a series that 
travels around the cost of the United Kingdom uncovering stories that have made us the island 
nation we are today, or Hairy Bikers: Mums know best, that showed Simon King and David Myers 
undertaking a nationwide search for Britain’s lost recipes to Michael McIntyre’s Comedy Roadshow 
visiting iconic comedy venues while unearthing a raft of comedy’s brightest new talent and finest 
comedians en route. 
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Commissioning teams will ensure that they spend time at an early stage in the process to consider 
how certain ideas and treatments can broaden portrayal, for example Lambing Live shared insights 
into a world and a place which television programmes have never really focused on before. 
 
iii. Casting – ensuring our programmes have diversity of cast, without reinforcing negative 
stereotypes 
 
Casting is another way to enhance audience connection with a programme, with programmes such 
as Mock the Week including a diverse mix of comedians from across the UK. Casting can be even 
more successful if it demonstrates that individuals in an area do not conform to stereotype, or that 
the programme is working with local talent e.g. Gavin & Stacey. Inaccurate or inappropriate 
representation of an area of demographic can be incredibly damaging and can significantly affect 
enjoyment and perception of the BBC. 
 
The same criteria for casting stand for other broadcasters, with programmes such as Shameless 
(Northern actors who play on stereotypes but with ‘warm’ values and relationships) and Benidorm 
(once again Northern actors and ‘humour for Northeners’) demonstrating positive portrayal. 
 
iv. Setting – creating programmes with a clearer sense of place  
 
The research showed that the use of location, local references in scripts and showing known (actual) 
landmarks all contribute to portrayal - programmes with a clear sense of place and character can 
work well to do this, for example The Apprentice for London, Torchwood for Wales and 5 Minutes of 
Heaven for Northern Ireland.  
 
In particular, within Drama and Comedy, commissioners are seeking ways to avoid the ‘anytown’ 
approach, looking to place dramas and comedies into the real world, for example Jam and Jerusalem 
(set in the West country) or Single Father (set in Glasgow). 
 
We intend to leverage this audience insight in our commissioning process (alongside other audience 
insights such as Taste), for example through commissioning briefs and inclusion in development 
conversations.  
 
4.3.2 Nations’ Opt-out programming 
 
Alongside network content, the BBC remains fully committed to delivering opt-out programming on 
BBC One and BBC Two that serves the unique cultural identity of the devolved Nations. The BBC’s 
dedicated offer for the English regions will continue to focus on high quality news, politics and sport.   
 
Putting Quality First described an ambition to deliver high quality opt-out content for Scotland, Wales 
and Northern Ireland with higher impact programmes that reflect distinctive voices and experiences, 
with an ambition to showcase the best of local programming on the BBC’s UK networks.  
 
Opt-out programming is a means to: 

• Provide national services for audiences in the Nations to complement the largely UK focus 
of the network channels.  

• Provide a visible manifestation of the BBC’s commitment to reflect the complexity of identity 
and cultural diversity in Scotland, Wales and Northern Ireland. The programmes aim to 
mirror the development of an increasingly distinctive cultural, political, educational and social 
landscape in the devolved nations.  

• Add significant depth to the BBC’s news offering in the Nations and English regions through 
dedicated news, current affairs and politics programming.  
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When asked about dedicated content, research shows that audiences attach the highest value to 
news for the Nations and English regions. Other programmes in the Nations and regions, while still 
valued, are not such a high priority for viewers as news. Overall, the importance attached to other 
forms of dedicated programming is higher among audiences in the devolved nations than in England41 
as shown in Figure 15. 
 
Figure 15: Importance of dedicated content – Ofcom research 

Television is an important source of 
news about my region / nation

82
90 91 95

England Scotland Wales Northern
Ireland

Other than news and current affairs, 
programmes about my region / nation are 

of no interest to me

23

9 13 17

England Scotland Wales Northern
Ireland

Increasing interest 
in dedicated news Decreasing interest 

in dedicated non-
news

 
 
High quality programmes that resonate with audiences have the potential to build 
significantly on the performance of the networks in the Nations. For example:  

• Hospital 24/7 achieved an average audience of 259,000 in Wales -  BBC Wales’ 
highest ever series average in a 10.35pm slot on BBC One.  

• Filmed over a seven day period, the series looked at life within Wales’ largest 
hospital with great human interest stories and an insight into how the health service 
in Wales is run.  

• It achieved a programme share of 26% - eleven points ahead of the performance of 
the BBC One network at that time.  

• The AI for the programme was 89 – seven points ahead of the genre average 

 
More detail on the approach to the scheduling of opts in the Nations can be found in the appendix of 
this document 
 
4.3.2.1 Fit with Editorial Priorities 
 
The Nations continue to strive to offer a diverse range of programmes that fit with the BBC’s four 
editorial priorities as outlined in Putting Quality First..  
 
Best Journalism in the world 
The BBC broadcasts 15 television news bulletin programmes in the Nations and English Regions in 
order to fully serve and inform communities across the UK.  
 
These news bulletins are complemented by politics and current affairs programmes such as 
Newsnight Scotland, Hearts and Minds, Week in Week Out, Inside Out and the Politics Show. As the 
recent Spotlight investigation into Iris Robinson demonstrated, the BBC retains the ability to 
commission this kind of in depth investigative journalism that commercial providers are increasingly 
failing to deliver in the Nations and Regions.  

                                            
41 Ofcom’s First and Second Public Service Broadcasting Reviews 
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The BBC aims to reach the vast majority of the UK population on a weekly basis via a wide range of 
free-to-air outlets, with an increasing focus on areas where we add most value and are truly 
distinctive. Putting Quality First gave a commitment to ‘enhance the quality and range of journalism 
that reflects the whole UK through a portfolio of UK-wide, nations and local news services.’ This is 
increasingly important given the changing nature of UK society and the implications of devolution. A 
number of steps have been taken to meet this ambition: 
 

• In response to the Trust’s impartiality report in June 2008, a comprehensive ‘action plan’ has 
been put in place to significantly improve the BBC’s UK-wide network news coverage of the 
whole UK, in terms of accuracy, comparative reporting and the level of coverage of 
significant developments in the devolved Nations. The improvements has been underpinned 
by a series of operational changes and initiatives including closer co-operation between 
network and Nations’ teams, new training and the greater use of local reporters on  
network outlets. The Trust has recognised the improvements but will keep progress under 
review. 

• Significant news investment to improve the quality and relevance of the BBC’s dedicated 
news provision for the Nations and English Regions and help maintain reach (as an 
alternative to the Local Video broadband proposal that was rejected by the Trust).  
Resources have been invested in new weekend TV news bulletins, improved local 
newsgathering, local Government reporting and, Scotland and Wales, the enhancement of 
regional news opts on the national radio services.   

• Improved multi-platform coverage of the UK’s parliaments and assemblies with the launch in 
2010 of the Democracy Live portal on BBC Online 

 
Inspiring Knowledge, Culture and Music 
Genres outside of news and current affairs are important in reflecting the cultural life and the 
development of the modern Nations. Factual content is the biggest ‘non-news’ genre for opt content. 
The Nations aim to broadcast high impact programmes that shed light on the modern Nations and 
explain how the past is shaping the present. We will build on the ‘fewer, stronger’ strategy currently 
in place to produce landmark series with real impact, with recent examples including Coal House, 
Blueprint and History of Scotland.  

• BBC Scotland is engaged in an on-going process of commissioning a series of documentaries 
that will cumulatively create a socio-economic archive of Scotland.   

• BBC Wales have aimed to spark a national conversation around key issues during the past 
year – exploring themes such as royalty, the environment and the war in Afghanistan.  

• BBC Northern Ireland’s programmes aim to meet the needs of a culturally diverse audience 
through programmes such as Losing our Religion, that explored the relevance of religion in 
modern day Ireland; they provide shared experiences around comedy, community and 
important historical themes, such as in coverage of the Tall Ships challenge.   

 
Ambitious UK Drama and Comedy 
As commercial competitors have withdrawn from producing drama and comedy made in the 
Nations, for the Nations, the BBC plays an increasingly unique role.  

• BBC Scotland commissions original comedy from emerging talent and across a range of 
formats, including sitcoms and broken comedy – Limmy’s Show, Gary: Tank Commander, 
Burniston, Desperate Fishwives (transferred from Radio Scotland).  Chewin’ the Fat and Still 
Game were commissioned in Scotland and then transferred to network. 

•  BBC Wales has recently focused on developing new drama talent. Crash gave young writers 
and actors in Wales the chance to work with the co-creator of Life on Mars Tony Jordan. A 
new contemporary drama, Fabulous Baker Boys, has also been commissioned. 
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• BBC Northern Ireland is seeking to increase investment in local drama. It also produces 
comedy output that seeks to achieve a balance between innovation and representation of the 
more traditional characteristics of local humour, while continuing to cultivate new comedy 
talent across platforms. Recent examples of drama from Northern Ireland include Scapegoat, 
which invested in local talent in collaboration with NI Screen.  

 
Events that Bring the Nation and Communities Together 
Coverage of major sporting events plays an important part in bringing communities together in the 
Nations.   

• BBC Northern Ireland's coverage of the one of the world's key motorcycling events, the 
North West 200 is an annual highlight., as is the Ulster GAA Championship Final. 

• In Wales, the network programmes covering Six Nations rugby matches are amongst the 
most watched programmes in the Nation. BBC Wales’ opt service capitalises on this 
popularity by scheduling the rugby programme Scrum V on BBC One Wales for the duration 
of the Six Nations campaign.  

• BBC Scotland features a range of football coverage including the Scottish Cup, CIS Cup and 
selected international matches. As the nation prepares for the 2014 Commonwealth Games 
it will provide Scottish audiences with coverage of the Cultural Olympiad and 2012 
Olympics, complementing the network offering.  

 
4.3.2.2 Enhancing the quality of opt-out content 
 
The strategy to deliver high quality, distinctive opt-out programming in the Nations will be built 
around trustworthiness, originality, excellence and building on British talent, the key characteristics 
of quality outlined in Putting Quality First. 
 
Originality 
The BBC will focus on original programmes that reflect the evolving cultural identity of each Nation. 
Commissions will not be solely focused on driving ratings – they will aim to deliver impact and value 
to a broad range of audiences. Reflecting one of the ‘Culture & Creativity’ purpose gaps, there will 
be a renewed commitment to generating ‘fresh and new ideas’.  
 
While aiming to deliver greater innovation and distinctiveness, the BBC will also continue to deliver 
some popular programmes that mirror the particular tastes of viewers in each nation. Reflecting the 
Scottish audiences’ particular taste for soap and entertainment programming, BBC Scotland will 
continue to commission the only indigenous prime time TV soap in the Nation, River City.  
 
Excellence 
The Nations will continue to focus on fewer programmes, with stronger legacies, with the emphasis 
on quality not quantity. While applying a “fewer, stronger” strategy across their slates, the Nations 
will strive to deliver landmark projects that create an impact across platforms and leave a long 
legacy. Upcoming examples of programmes of large scale and ambition in the Nations include 
Scotland’s Landscape and Men of Rock in Scotland, Story of Ireland and Snowdonia 1890 in Wales. 
 
Trustworthiness 
Impartial, high quality journalism will remain the cornerstone of the BBC’s offering in the Nations. 
With commercial providers in decline, and doubts about the continued existence of a news service 
on the third channel in Scotland and Wales, the BBC’s role in providing a comprehensive news 
service and supporting an informed democracy will increasingly acquire greater significance in the 
Nations.  
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The BBC will also set a benchmark for broadcasting in the Nations, delivering content that 
commercial competitors will not or cannot commission. For example, BBC Northern Ireland aims to 
extend its coverage of local arts, to deliver dedicated programmes synchronised with local events 
and festivals.  
 
Building on local talent 
The Nations aspire to create a ‘development ladder’ across all television, radio and online. Recent 
examples of programmes that have made the successful transfer from radio to TV include Colin 
Murphy’s Great Unanswered Questions in Northern Ireland and the comedy Desperate Fishwives in 
Scotland.  
 
As well as transferring between platforms within the nations, our opt-out services provide a base for 
the development of network talent. The strength of the Nations’ journalism in the nations has 
benefitted the BBC’s pan-UK services – with Kirsty Wark, Nicky Campbell, and Huw Edwards 
amongst the familiar names who have moved onto the networks. A continued focus on talent 
development will ensure that this process continues.  
 
We will continue to build on the centres of specialism created by NSR to develop a critical mass of 
talent, skills and capabilities in the respective genre, which can support both network and non-
network propositions 
 
4.3.3. Support greater showcasing of the best of local programming on the BBC’s UK 
networks 
 
As discussed above, the BBC is committed to producing programmes that speak directly to 
audiences in each Nation. The majority of this content is of most importance to the Nation in which 
it was made. However, as stated in Putting Quality First, the BBC will seek to enable the discovery of 
opportunities to bring Nations’ ideas, concepts and talent to a wider UK audience. Successful 
coordination with the network has the potential to enhance the impact and value for money of the 
content the BBC makes, and bring a portrayal dividend by showcasing content that reflects the 
culture of a particular Nation to the whole UK. The landmark factual, current affairs and arts 
programmes produced in the Nations are the genres that lend themselves most naturally to an 
increased presence on the networks. This ambition will be balanced with supporting network 
programmes of national significance and resonance that have the potential to bring together 
audiences from different regions, backgrounds and ethnicities.  
 
There are a number of recent examples of programmes that have originated as opts that then have 
been successfully transferred to Network. There are currently two models for how this can be 
achieved: 

• An idea is identified as having relevance beyond the Nation for which it was made from 
conception and is immediately slated to have a rebroadcast slot. In this case the network 
channel may put additional funds in to the project in order to increase cost per hour - for 
example in the cases of History of Scotland and A Child's Christmases in Wales. This should 
bring dual benefits of higher quality local programming that also work for a UK-wide 
audience.    

• A programme is identified by commissioners in the Nations as having network relevance 
once it has already been produced. It is then offered to a variety of network commissioners 
and schedulers to see whether there is an opportunity for network rebroadcast - for 
example Rhod Gilbert's Work Experience and Girls Behind Bars. 
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History of Scotland is an example of how Nations and network can work together to 
create great content with both network relevance and National appeal.  

• The programme was central to the 'This is Scotland' season which boosted reach 
performance of BBC Four in Scotland by around 6% during September 2009. The 
programme itself achieved a peak audience of 422,000 on BBC Four 

• Quality perceptions across the UK were high - with a pan UK AI of 87  
• The current series has performed excellently in Scotland (average audience 445,000, 

17% share) and was repeated on BBC Two, where it achieved a series average of 
2.2m (9.1% share) 

 
Currently, these opportunities tend to occur where there are existing strong relationships between 
individual commissioners in the Nations and the networks. However improving the mechanisms by 
which ideas are shared would maximise the number of opportunities that become available. 
 
Building on recent work, we propose a range of mechanisms to do this:  
• The BBC will seek to improve the cooperation between network and Nations commissioning 

teams, to enable the discovery of opportunities to bring Nations’ ideas, concepts and talent to a 
wider UK audience. In particular: 
 Out of London commissioners to have a specific role to keep up to date with the Nations’ 

slates and improve editorial coordination and planning between network and the Nations 
 Transform the six monthly Three Nations Business Review into a business and editorial 

review, enabling Nations to share their slate with the Network genre commissioners at a 
regular intervals, creating an opportunity to review successful programmes and share 
forward planning 

• There will be greater coordination and information-sharing between network and Nations 
scheduling teams to ensure editorial highlights with the potential to bring the nation together 
(e.g. major sport events or landmarks) are given a national showcase that audiences across the 
UK can enjoy at the same time 

• Nations' and network schedulers will work together to highlight opt-out programmes that may 
be suitable for network broadcast, with an ambition to showcase the best of local programming 
on the BBC’s UK television networks. Nations’ Heads of Programming will continue to suggest 
programmes that have network potential to the network scheduler - for example The Man Who 
Cycled the World was originally broadcast on BBC Scotland and was moved to a network 
transmission, with a subsequent series commissioned by BBC One 

• Key events can be used to showcase the best of the Nations output through programmes such 
as Children in Need: plans are underway for each of the Nations to produce high quality inserts 
for the whole country 

 
This ambition to support showcasing of opt out programming must also be carefully balanced with 
the need to continue to ensure the network schedule contains a broad range of content which is 
relevant to the whole of the UK, as well as need to preserve the editorial integrity of the nations’ 
opts. There is still likely to be a majority of opt content that has particular local significance but is 
unlikely to have resonance beyond the Nation in which it is made. This includes sport that is relevant 
to a particular locality, as well as drama and comedy that, in its content or style, does not have wider 
UK resonance.  
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Annex 1 
 

Areas of Focus for the Service Reviews  
 
In addition to the information provided in this submission, the Trust has requested more information 
from the BBC Executive in the following areas: 
 
News, current affairs and sport  
 
News and journalism are at the heart of the BBC’s public service offering. Although audiences to 
BBC TV news and current affairs programmes have fallen over the past five years, driven in 
particular by declines in younger viewers, overall performance in terms of reach and approval 
indicators for BBC News look broadly healthy, and audiences rate BBC One’s performance in 
delivering most of the citizenship purpose statements well.  
 
Management have however raised some questions at APC and Trust meetings about the quality and 
impact of some of BBC TV’s current affairs output and it would be helpful to expand on this area in 
your submission and set out your plans for addressing these concerns in the future.  
 
We believe that sporting events play an important role for the BBC in delivering some of the BBC’s 
public purposes, for example in bringing the nation together. However we would like to understand 
better your overall approach to this area, and in particular the different strategic roles you envisage 
for BBC One and BBC Two. 
 
Opt out programming  
 
We have discussed your developing approach to increasing the level of impact of opt out 
programming, and it would be helpful in the submission to articulate your overarching strategy in this 
area more fully, set within the wider context of some significant local/national purpose gaps and 
changes to the supply base of network programmes. We would also like assurance that you believe 
the statutory quotas remain achievable without compromising perceptions of quality (e.g. causing 
high levels of repeats) or having other negative impacts.  
 
Follow up areas from younger audiences review  
 
Two issues were raised as part of the review of BBC Three which were rolled into this review given 
that they were issues affecting the whole portfolio.  
 
BMEs. BBC TV reaches 12% fewer BME viewers than white audiences, approval is lower, and some 
purpose gaps are more exaggerated among BMEs. Research commissioned for the children’s service 
review suggested possible explanations for this – e.g. heavier viewing to specialist channels among 
this audience. However we are keen to understand the challenges you face in this area more fully, 
including any steps you are taking to improve performance.   
 
Acquisitions. We raised concerns in the BBC Three review about the increasing reliance the channel 
seemed to have on acquired programming and we are considering the role that acquisitions’ play 
across the portfolio in this review. We would therefore like you to set out your acquisitions 
strategy, including the circumstances in which the BBC competes with other broadcasters, and what 
acquisitions bring in RQIV and distinctiveness terms. 
 
 



 

 58 
 

Annex 2 
 
Scheduling in the Nations 
 
Scheduling of local opts is not a science - it seeks to balance network commitments with delivering 
added value for audiences in the nations. There are no fixed slots for opts, except in Northern 
Ireland, due to the variety of material on offer and the need to retain scheduling flexibility. Network 
and nations' schedulers collaborate to produce a schedule that appeals to, and is tailored for, viewers 
in Scotland, Wales and Northern Ireland.  
 
Viewing patterns and genre preferences tend to vary across Nations (as they do across the UK). For 
example as episode of Who Do You Think You Are? with Davina McCall achieved a share of 29% 
across the UK, but only 18% in Northern Ireland. In scheduling opts the Nations use local knowledge 
to maximise performance of the channels, tailoring output to the specific needs of the audience. 
 
BBC Scotland’s schedulers aim to displace like with like – e.g. Holby City for River City, with network 
content that underperforms in Scotland normally considered for displacement first. Scotland makes 
use of BBC Red Button where major scheduling clashes occur – for example Strictly It Takes Two 
clashes with Gaelic BBC Two opt. As well as scheduling originations, BBC Scotland also makes room 
in the schedule for narrative repeats to increase the reach and impacts of opts in line with the 
“fewer, stronger” strategy. 
 
BBC Wales tends to displace network repeats with first-run opt originations. When originated 
network content is displaced, BBC Wales strive to reschedule the programme as soon as is 
practically possible. BBC Wales increasingly makes use of narrative and archive repeats to drive 
reach and maximise the value of opts. 
 
BBC Northern Ireland try, as far as possible, to create a consistent opt offering across the week to 
aid navigation for audiences. Where there are significant clashes with core network output 
scheduling decisions are reviewed – for example, when there is a big event on BBC One such as 
Criminal Justice stripped across the week. 
 
There will be a number of major high profile series across BBC One or Two that are expected to 
generate significant impact and require consistent scheduling across the UK. Alongside major sports 
and entertainment events that bring the nation together, this may include other genres, for example 
landmark factual or drama programmes. In the past, there have been times when this type of output 
has been timeshifted to accommodate Nations’ programming, for example David Attenborough's Life, 
creating an inconsistent message across the UK. In future, the networks will work with the Nations 
schedulers to identify a number of key titles each season that should play in the same slot across the 
UK to benefit all audiences.  
 
The role of BBC One and BBC Two 
 
In Scotland, football appears on BBC One, with other sports tending to be shown on BBC Two. 
Comedy is split between both channels with established talents appearing on BBC One and newer 
programming originating on BBC Two.   
 
In Wales, there has been more factual output scheduled in peak on BBC One over the past year, 
leading to an increase in reach. Distinctive drama and high end entertainment appears on BBC One, 
with traditional landscape, history and arts content scheduled on Two. BBC Two is also the home 
for most Welsh sport.  
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In Northern Ireland, the BBC One schedule is mixed genre. BBC One carries the majority of factual 
programming and all major events in Northern Ireland, alongside more mainstream comedy and 
sports documentary programmes. The BBC Two opt portfolio is focussed around sport, language 
and politics. Occasionally innovative new formats in other genre (drama, comedy) are also tested on 
BBC Two.  
 
Landmark factual series are scheduled on BBC One in the three devolved nations.  
 


