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BBC’s response to the Department of Culture, 

Media and Sport’s Green Paper:  

BBC Charter Review 

Audience appendix 
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The BBC and its audiences 

Over this Charter period, usage of the BBC has remained high: almost all of the UK 

uses the BBC each week, for around 18 hours on average 
1. Usage of BBC services 

This is directly connected to the public’s high appreciation of the quality of BBC 
content  2. Views on BBC content 

This is also because of the extent of the distinctive impact that BBC content makes in 

informing, educating and entertaining the public 
3. Views on the BBC’s impact 

However, extraordinary change in the media landscape poses challenges for the BBC 
and all UK broadcasters, especially in delivering to young audiences. Plus, an evolving 
UK means a greater need to reflect and represent all areas of the country      

6. Challenges the BBC faces 

Likewise, while no form of taxation is universally popular, there has also been an 

increase in public backing for the licence fee as the means of funding the BBC and 

willingness to pay for the BBC is strong 
5. Views on the licence fee 

The time people spend with the BBC, coupled with their appreciation of the content 

and its impact, has meant that support for the BBC has risen over this Charter 

period 
4. Views on the BBC overall 
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• 99% of UK households use the BBC each week 

• And over the last six years almost all of UK adults (97% of UK adults) have used the BBC on a weekly 

basis, with these audiences spending a considerable amount of time with BBC services (over 18 hours 

per week, on average) 

• The public consumes the BBC across multiple platforms: 

 Over 80% of the TV set-owning population watch BBC TV overall each week 

 Two-thirds of all adults listen to BBC Radio each week 

 Half of all adults use BBC Online each week (61% of online adults), and it is the only UK-owned 

website in the top five most-used websites in the UK 

• There are millions of different BBCs: each viewer, listener and user makes up their own BBC from 

the variety of services on offer 

 

The public’s usage of BBC services 

Over this Charter period, usage of the BBC has stayed strong despite increasing media 

choice 
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In the UK the BBC reaches 99% of households each week 

Kantar Media for the BBC, 1,038 UK households, July-August 2015 
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And continues to reach almost all of the adult population on a weekly basis 

97% 97% 96% 96% 96% 97% 

18:44 19:08 18:48 19:26 
18:31 18:17 

00:00

02:00

04:00

06:00

08:00

10:00

12:00

14:00

16:00

18:00

20:00

22:00

24:00

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

2009/10 2010/11 2011/12 2012/13 2013/14 2014/15

T
im

e
 s

p
e
n
t 

p
e
r 

w
e
e
k
 h

h
:m

m
 

A
ve

ra
ge

 w
e
e
k
ly

 r
e
ac

h
 

Average weekly reach % Time spent per user per week hh:mm
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GfK for the BBC, Cross-Media Insight Survey, c6,000 UK adults per quarter, overall BBC average weekly reach 15 mins or more claimed 
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BBC TV reaches over eight out of 

ten people in the UK each week 
 

82% 

70% 

62% 

43% 

42% 

The BBC brings high quality content to a broad range of people across platforms:  

Via TV 

BARB, 4+, working TV set homes, 2014/15, average weekly reach 15+ mins consecutive; most-watched portfolio: BARB, based on share of viewing through platform 

44% 

31% 

26% 

40% 

33% 

24% 

22% 

18% 

25% 

22% 

12% 

10% 

8% 

13% 

11% 

7% 

6% 

4% 

7% 

6% 

2% 

9% 

14% 

3% 

8% 

Freesat platform

Virgin platform

Sky platform

Freeview platform

All individuals

BBC TV is the most watched portfolio across all platforms 

80% 

88% 

71% 

78% 

90% 
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BBC Radio and Commercial Radio have a similar 

reach though BBC Radio is listened to more 

15:39 
12:56 

Average 

weekly reach 

% 

Commercial Radio 

Time per week 

per listener  

hh:mm 

The most listened-

to UK-wide radio 

station 

The first digital-

only radio station 

to reach 2m 

weekly listeners 

The most listened-to radio stations in 

the UK come from the BBC 

65% 64% 

The BBC brings high quality content to a broad range of people across platforms:  

Via Radio 

RAJAR, 15+ average weekly reach and time spent per listener per week FY 14/15, Q1 2015, 12-month weight 
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BBC Online reach per week 

GfK for the BBC, Cross-Media Insight Survey, c. 6,000 UK adults per quarter, average weekly reach 3 mins or more claimed 

The BBC brings high quality content to a broad range of people across platforms:  

Via Online – half of all UK adults and 61% of online adults use BBC Online each week 

37.0% 
40.7% 41.5% 

47.4% 48.6% 50.2% 

53.5% 
56.2% 55.9% 

59.5% 59.9% 60.5% 

2009/10 2010/11 2011/12 2012/13 2013/14 2014/15

Adults 16+ Online Adults 16+
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The BBC brings high quality content to a broad range of people across platforms:  

Via Online 

iStats Digital Analytix; BBC Digital Analytix; 1. comScore MMX Multiplatform, UK, Average Unique Visitors, [P] BBC Sites, [P] Google Sites, [P] Facebook, [P] Amazon Sites, [P] Microsoft Sites, Jan-June 2015;  

2 . comScore MMX Multi-Platform, UK, Average Total Minutes, [P] BBC Sites, [P] Facebook, [M] Google, [M] YouTube, [P] Microsoft Sites, Jan-June 2015 

1. 
 
 

3. 
 
 

2. 

4. 
 
 

BBC Online is the only British-

owned website in the top five 

most-visited sites in the UK1 

The BBC both keeps pace with and 

leads audience behaviour 

90m  BBC apps downloads since launch 

That said, BBC Online has a 

very small share of time spent 

online in the UK2 

66 
121 162 191 

272 315 343 

BBC iPlayer TV and radio requests (millions) 

Jan 14 Jan 15 Jan 11 Jan 13 Jan 09 Jan 10 Jan 12 

20% 

9% 

5% 

3% 

3% 5. 
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People’s usage of the BBC across platforms means that the BBC is central to day-to-day life in 

the UK 

12.5m  

start the day with 

BBC Radio 

07:45 

500,000  

browsers check the 

BBC Weather site 

08:00 

2.0m  
browsers access BBC 

Online 

09:00 

3.8m  

watch BBC 

Breakfast 

08:15 

4.8m  
listen to BBC 

Radio 2 

09:15-12:00 

2.2m browsers access 

BBC Online  

3.4m watch the BBC One 

o’clock News 

13:00 

15:45 

On weekday afternoons:  

300,000 children watch CBBC 

On Saturday pm in the football season: 

Z3.1m listen to 5Live or BBC Local Radio; 

2.8m browsers check BBC Sport site 

7.0m  
listen to BBC 

Radio  

Drivetime 

17:00 

3.4m  

watch Pointless on 

BBC One 

17:15 

300,000 
under 7s get ready for 

bed with CBeebies 

Bedtime Hour 

18:45 

6.6m  

watch BBC Regional 

News 

18:30 

6.0m  

watch the BBC Six 

o’clock News 

18:00 

19:00 23:00 19:30-22:00 22:00 

1.2m  

tune into The Archers on Radio 4 

500,000 
BBC iPlayer requests 

6.1m  

watch the BBC Ten o’clock News 

16.4m  

turn on to BBC TV 
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And offers something different for every household 

Kantar Media for the BBC, 1,038 UK households, July-August 2015 

From a sample of 1,038 households, Kantar Media counted 

825 different combinations of BBC services used in a week 

791 households 

used their own 

unique combination 

that no other 

household in the 

sample used 

No more than 3% of households used 

the same combination of BBC services 
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Almost every household uses a different group of services 

Households of 

 16-29s 

Households with  

children aged 0-5 

Households of 

65+ 

 

On social media/ 
YouTube 

On social media/ 
YouTube 

Kantar Media for the BBC, 1,038 UK households, July-August 2015; BARB, 2014/15; RAJAR, 2014/15  
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Eight out of ten UK adults consume BBC News each week but how they access BBC News 

across the range of output is very different 

Kantar Media for the BBC, Q1 2015 

different combinations of 

BBC News output used 

in a week 

BBC News consumers 

used their own unique 

combination that no-

one else in the sample 

used 

No more than 

 

 

 

of BBC News consumers 

used the same 

combination of BBC 

News output. 
 

The most common 

combination was BBC Six 

o’clock News and BBC 

Regional News at 18:30 

From a sample of 2,395 BBC News consumers, Kantar Media counted… 

1,384 1,183 3% 
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The BBC and its audiences in the UK 

Over this Charter period, usage of the BBC has remained high: almost all of the UK 

uses the BBC each week, for around 18 hours on average 
1. Usage of BBC services 
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content  2. Views on BBC content 
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3. Views on the BBC’s impact 

However, extraordinary change in the media landscape poses challenges for the BBC 
and all UK broadcasters, especially in delivering to young audiences. Plus, an evolving 
UK means a greater need to reflect and represent all areas of the country      
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• The BBC emerges as a global leader on quality – in an international survey of 14 countries, BBC One 

was rated highest out of 66 major TV channels 

• Perceptions of the quality of BBC content have improved over the Charter period 

• And views on the distinctiveness of BBC content have also increased 

• In particular, BBC One’s scores for showing fresh and new TV programmes have been rising 

consistently: from 65% in 2010/11 to 72% in 2014/15 

• Ofcom data shows that BBC One or BBC Two come top for delivering all but one of the public 

service broadcasting (PSB) purposes and characteristics – including overall quality and distinctiveness 

The public’s views on BBC content 

The public’s high usage of the BBC is directly connected to their high appreciation of the 

quality and distinctiveness of BBC content 
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79% 

71% 
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Out of 66 channels, BBC One received the highest quality score of all – 

with 79% of UK adults rating it as good quality. BBC Two came third 

Perceptions of TV channel quality rated by respondents in the country 

% Very / fairly good quality 

Dark blue = Publicly funded channel 

Light blue = Commercial channel 

Populus for the BBC, 14 countries (500 adults per country), Oct 2013 

To what extent do you think the quality of programmes on the following television channels in [INSERT COUNTRY NAME] is good or poor?  

International research shows that the UK is a leader on overall TV quality, with BBC One 

receiving the highest quality score 



18 

78.5 78.9 80.9 80.2 

BBC TV

appreciation

BBC Radio

appreciation

2007/08 2014/15

Perceptions of the quality and distinctiveness of BBC content have increased over the Charter 

period  

6.3 
7.0 

BBC maintains high standards of

quality

2007/08 2014/15

55% 
62% 

BBC has lots of fresh and new

ideas

2008 2014

Average appreciation score (AI) 

/100 

Mean /10 
1 = strongly disagree; 10 = strongly agree 

Agree % 

Appreciation Index (AIs): Pulse by GfK for BBC; Quality: Kantar Media for the BBC, Pan-BBC Tracking Study and BBC Brand and Reputation Tracker, UK adults, 2007/08 10,312, 2014/15; 12,073;  

Fresh and new: Purpose Remit Survey for BBC Trust: 2008 BMRB; 1,117 UK adults; 2014 NatCen 2,298 UK adults 
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BBC One’s scores for showing fresh and new TV programmes have been rising consistently   

Audience ratings on whether they feel individual 

programmes offer something fresh and new:  
% of responses agree 

Appreciation Index (AIs): Pulse by GfK for BBC, panel of c20,000 UK adults 

81.2 81.8 

72.3 

76.9 

74.1 74.5 

64.7 

71.6 

2010/11 2011/12 2012/13 2013/14 2014/15

13.6% 

47.3% 

18.4% 

73.3% 

Average 

weekly reach 

+1% 

+6% 

+1% 

+11% 

% change 

2014/15 vs. 

2010/11 



20 

81 
70 

62 62 64 63 
80 

64 59 57 52 55 

73 
62 52 57 55 52 

67 
55 57 58 

46 53 57 
44 41 42 35 38 

Shows well-made,

high-quality programmes

Shows new programmes,

made in UK

The style of the programmes

is different to what I'd

expect to see on other channels

Shows programmes with

new ideas/different approaches

It shows different parts of

the UK, including England,

Northern Ireland, Scotland,

Wales

Shows different kinds

of cultures within UK

When viewers rate the channel overall, BBC One leads on distinctiveness BBC One leads on showing different cultures 

Ofcom data shows that BBC One or BBC Two come top for delivering virtually all of the PSB 

purposes and characteristics – including overall quality and distinctiveness 

79 79 74 
61 61 57 

67 71 68 

45 

74 

47 48 

75 
62 69 59 

42 49 
74 

60 56 
39 

52 49 52 48 44 34 33 30 
42 

News programmes are

trustworthy

Helps me understand

what's going on in world

Regional news programmes

provide good quality news

Portrays my region/nation

fairly to rest of UK

Interesting programmes

about history/ science/arts

It shows high quality-comedy

made in the UK

High-quality soaps/dramas

made in UK

Public perceptions of the delivery of PSB purposes and characteristics 
% of regular viewers to the channel overall rating 7, 8, 9 or10 out of 10 for delivery 

Ofcom, PSB Annual Report 2015. Sample size: BBC One: 1,570, BBC Two: 539, ITV: 1,071, Channel 4: 534, Channel 5: 360 

BBC One leads for informing people The BBC leads on factual and comedy but comes 

just behind ITV for soaps/drama 
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The BBC and its audiences in the UK 

Over this Charter period, usage of the BBC has remained high: almost all of the UK 

uses the BBC each week, for around 18 hours on average 
1. Usage of BBC services 

This is directly connected to the public’s high appreciation of the quality of BBC 
content  2. Views on BBC content 

This is also because of the extent of the distinctive impact that BBC content makes in 

informing, educating and entertaining the public 
3. Views on the BBC’s impact 

However, extraordinary change in the media landscape poses challenges for the BBC 
and all UK broadcasters, especially in delivering to young audiences. Plus, an evolving 
UK means a greater need to reflect and represent all areas of the country      

6. Challenges the BBC faces 

Likewise, while no form of taxation is universally popular, there has also been an 

increase in public backing for the licence fee as the means of funding the BBC and 

willingness to pay for the BBC is strong 
5. Views on the licence fee 

The time people spend with the BBC, coupled with their appreciation of the content 

and its impact, has meant that support for the BBC has risen over this Charter 

period 
4. Views on the BBC overall 



22 

• Evidence indicates that the impact of the BBC for the UK public is special compared with what publicly 

funded broadcasters in other countries and the commercial PSBs in the UK deliver 

• In international studies where audiences rate the main publicly funded and commercial channels in 

their country, BBC One emerges highest for helping people to learn new things and joint highest for 

helping people understand what is happening in the world and their country today 

• Further, BBC television has greater impact than commercial PSBs with more BBC One viewers and 

BBC Two viewers reporting that they have learned something new as result of watching the channel 

compared with ITV viewers and Channel 4 viewers respectively 

The public’s views on the BBC’s impact 

The BBC has a considerable impact across all parts of its mission to Inform, Educate and 

Entertain 



23 Populus for the BBC, 2,064 UK adults, 12-13 May 2015 Populus for the BBC, 1,054 UK adults 18+, 19 Jan 2015; 1,075 UK adults 18+, 21 Jan 2015 

Inform: The BBC helps people to understand democracy and builds citizenship 

BBC News helps citizens understand big issues 

Democracy Day on the BBC marked the 750th 

anniversary of England’s first Parliament. BBC content 

helped awareness almost double overnight 

82% of those aware the day after heard about it 

from the BBC 

The day before Democracy Day 
Monday, 19 January 

were aware of the 

anniversary 

The day after Democracy Day 
Wednesday, 21 January 

were aware of the 

anniversary 

60% 

8% 8% 

Please name ONE of these channels / stations / newspapers / 

websites from the following list that you think is BEST for news 

coverage of the UK General Election campaign? 

 

BBC News is ahead of competitors for the best 

election coverage  

19% 34% 
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The UK is a leader in providing TV programmes that help people to understand what is 

happening in their country and in the world today – coming second out of 14 countries 

Populus for the BBC, 14 countries (500 adults per country), May 2015 

To what extent do you feel that television overall in [your country] provides programmes that help you to understand what is going on in [your country] today? 

To what extent do you feel that television overall in [your country] provides programmes that help you to understand what is going on in the world today? 

 

 To what extent do you feel that television overall in [your 

country] provides programmes that help you to understand 

what is going on in the world today? 

% Very / fairly helpful 

62% 

62% 

65% 

68% 

68% 

70% 

70% 

72% 

72% 

73% 

83% 

83% 

84% 

89% 

Japan

Spain

Portugal

Sweden

Italy

USA

France

Denmark

Germany

Australia

UAE

Brazil

UK

Netherlands

 To what extent do you feel that television overall in [your 

country] provides programmes that help you to understand 

what is going on in [your country] today? 

% Very / fairly helpful 

61% 

66% 

67% 

69% 

71% 

72% 

72% 

73% 

73% 

77% 

79% 

82% 

86% 

87% 

  Spain

  Italy

  Japan

  Sweden

  France

 Germany

  USA

 Denmark

 Portugal

 Australia

  UAE

  Brazil

  UK

 Netherlands
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To what extent do you think the programmes on the following television channels in [your country] help 

you to understand what is going on in [your country] today? % Very / fairly helpful 

85% 

71% 
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Dark blue = Publicly funded channel 

Light blue = Commercial channel 

Populus for the BBC, 14 countries (500 adults per country), May 2015 

To what extent do you think the programmes on the following television channels in [your country] help you to understand what is going on in [your country] today? 

Perceptions of the extent to which TV channels help people understand what is 

happening in their country rated by respondents in the country 

The BBC is instrumental in this – out of 61 channels, BBC One received the joint highest 

score for helping people understand what is happening in their country 
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 To what extent do you think the programmes on the following television channels in [your country] 

help you to understand what is going on in the world today? % Very / fairly helpful 
84% 

69% 
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Dark blue = Publicly funded channel 

Light blue = Commercial channel 

Populus for the BBC, 14 countries (500 adults per country), May 2015 

To what extent do you think the programmes on the following television channels in [your country] help you to understand what is going on in the world today? 

Perceptions of the extent to which TV channels help people understand what is 

happening in the world today rated by respondents in the country 

And BBC One is also the joint highest channel for helping people understand what is 

happening in the world today 
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234 238 241 
225 

239 
256 265 

283 

2007/08 2008/09 2009/10 2010/11 2011/12 2012/13 2013/14 2014/15

Outside the UK, the BBC reaches nearly a third of a billion people around the world per 

week 

Global Audience Measure 

BBC Global News any platform reach per week in millions  

m
ill

io
n
s 

Inc. BBC 

Worldwide 

308 

The Global Audience Measure is the combined reach of the BBC’s international services – BBC World Service, BBC World News and bbc.com/news – across the world. Inc. BBC Worldwide from 2014/15 
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211m 

283m 

163m 

133m 

65m 

148m 

10m 

53m 

2006 2007 2008 2009 2010 2011 2012 2013 2014 2015

BBC Global News reach by platform 

BBC Global Audience Measure 2015 

BBC Global News reach is growing across TV and online 
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Educate: The BBC helps people to learn and develop skills in a range of ways 

iPlayer users say iPlayer is a 

reason they got home 

broadband 

1 in 8 
internet users said one of the 

main reasons they went online 

was because of bbc.co.uk 

1 in 10 

Ipsos MORI for the BBC, 1,034 UK adults 18+, November 2014; Pupils and Teachers Tracker, Edcoms, April 15; Pulse by GfK for BBC  

GfK for the BBC, 777 UK adults who used iPlayer on a computer in the last three months. October 2013; TNS for the BBC, 1,038 adults, December 2007 

BBC services encourage people to take up new digital skills 

BBC content helps people learn in a variety of ways 

82% of all adults say they 

have watched, listened to or 

read some of the BBC’s WW1 

centenary content 

Bitesize is used by 82% of 

secondary pupils and 62% of 

primary pupils in school 

The CBeebies Storytime app has been 

downloaded 1.3m times. Meanwhile, 

BBC Two’s Wolf Hall adaptation helped 

to double public awareness of the novel 

and increase readership by 40% 
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The UK is the global leader for broadcasting TV programmes that help people to learn 

 To what extent do you feel that television programmes overall in [your country]  

help you to learn new things? 
% Very / fairly helpful 

77% 75% 
72% 70% 69% 

66% 64% 

54% 54% 53% 51% 51% 
48% 46% 

Populus for the BBC, 14 countries (500 adults per country), May 2015 

To what extent do you feel that television programmes overall in [your country] help you to learn new things? 
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Out of 61 channels, BBC One is rated the highest for helping people to learn and BBC Two 

comes third 

74% 
70% 
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Populus for the BBC, 14 countries (500 adults per country), May 2015 

To what extent do you think the programmes on the following television channels in [your country] help you to learn new things? 

Perceptions of the extent to which TV channels help people learn new things rated 

by respondents in the country 

To what extent do you think the programmes on the following television channels in [your country] help you to learn new things? 

% Very / fairly helpful 

Dark blue = Publicly funded channel 

Light blue = Commercial channel 
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Did you feel you learnt anything from watching this programme?  

More viewers learn from watching BBC TV and because more of the UK public watches BBC 

TV, this means more people in the population overall learn 

% out of those who watched and answered question % out of UK adults 

Pulse by GfK for BBC, cumulative over 3 months, Jan-March 2015 

62% 

74% 

71% 

87% 

C5

C4

ITV

BBC

20% 

38% 

48% 

68% 

C5

C4

ITV

BBC
portfolio 

portfolio 

portfolio 

portfolio 

portfolio 

portfolio 

portfolio 

portfolio 
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This programme encouraged me to do something new  

Pulse by GfK for BBC, cumulative over 3 months, Jan-March 2015 

And more viewers are encouraged to do something new as a result of BBC TV 

26% 

36% 

35% 

53% 

C5

C4

ITV

BBC

9% 

18% 

23% 

40% 

C5

C4

ITV

BBC
portfolio 

portfolio 

portfolio 

portfolio 

portfolio 

portfolio 

% out of those who watched and answered question % out of UK adults 
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69% 
62% 

78% 
66% 

BBC One ITV BBC Two Channel 4

Pulse by GfK for BBC, out of those who answered, cumulative over 3 months, Jan-March 2015 

Did you feel you learnt anything from watching this programme? 

More BBC One viewers and BBC Two viewers say they have learned something new as a 

result of watching the channel compared with ITV viewers and Channel 4 viewers respectively 

% agree out of those who watched and answered question 
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Entertain: The BBC makes content viewers find highly engaging and brings the nation 

together 

The public chooses the BBC for national moments 

And brings audiences together for different forms of entertainment 

The 2014 World Cup Final match 

attracted 14.9m on BBC One 

BBC One coverage on Election 

Night 2015 reached over 19.3m 

18.7m watched the 2011 Royal 

Wedding ceremony on BBC One 

6.0m tuned into the Queen’s Speech 

on BBC One on Christmas Day 

Glastonbury 2015 BBC TV 

reached 18.9m people 

EastEnders-related content 

across its 30th anniversary week 

reached 23.9m people (over 

40% of the population) 

The Great British Bake Off final is 

the most popular programme of 

2015 so far – an average audience 

of 13.4m watched live 

An average audience of 11.7m  

watched 2014’s Strictly Come 

Dancing final 

BARB: Election Night : 3 min+ reach cons; World Cup Final: average audience; Royal Wedding: average audience; Queen’s speech: average audience 

BARB, 4+, working TV set homes, EastEnders: cumulative reach 3+ mins cons includes EastEnders: Backstage Live, 30 Years of Cliff Hangers, Graham Norton special. Bake-Off: average audience; Glastonbury: 

cumulative reach 3+ mins cons. Strictly: average audience 
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Inform, Educate, Entertain is imbued in all BBC content, and entertainment and drama are key 

ways in which the BBC has impact 

Did you feel you learnt anything from watching this programme? 

70% 

61% 

58% 

44% 45% 45% 
48% 

40% 

Entertainment Drama: series/serials

Pulse by GfK for BBC, out of those who answered, cumulative over 3 months, Jan-March 2015 

portfolio portfolio portfolio portfolio 

% agree out of those who watched and answered question 



37 Ipsos MORI for the BBC, 2,118 UK adults 15+, June 2013. Consumer value: Please divide these 100 points between 

the types of programmes you and your household watch on BBC TV based on the amount you value watching them 

Citizen value: Thinking about the good of society as a whole, how important do you feel it is that the 

BBC broadcasts each type of programme? (Scale: 1 = not important at all; 10 = extremely important) 

Consumer value 

Points allocated 

Respondents divided 100 

points between genres 

based on how much they 

/ their household value 

them from BBC TV 

Citizen value 

Mean score 

Respondents rated each 

genre out of 10 based on 

how much they value 

each from BBC TV for 

the benefit of society 

The UK public values a wide range of genres from the BBC 

From both a consumer and citizen perspective, people want a variety of genres on BBC TV 

12 12 
10 9 8 8 7 7 6 5 5 5 4 3 

9 
Among 

parents 

Among 

parents 

7.6 6.0 4.7 6.8 5.9 5.7 5.3 6.4 4.3 7.1 5.4 5.9 5.4 

6.7 

5.8 
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The BBC and its audiences in the UK 

Over this Charter period, usage of the BBC has remained high: almost all of the UK 

uses the BBC each week, for around 18 hours on average 
1. Usage of BBC services 

This is directly connected to the public’s high appreciation of the quality of BBC 
content  2. Views on BBC content 

This is also because of the extent of the distinctive impact that BBC content makes in 

informing, educating and entertaining the public 
3. Views on the BBC’s impact 

However, extraordinary change in the media landscape poses challenges for the BBC 
and all UK broadcasters, especially in delivering to young audiences. Plus, an evolving 
UK means a greater need to reflect and represent all areas of the country      

6. Challenges the BBC faces 

Likewise, while no form of taxation is universally popular, there has also been an 

increase in public backing for the licence fee as the means of funding the BBC and 

willingness to pay for the BBC is strong 
5. Views on the licence fee 

The time people spend with the BBC, coupled with their appreciation of the content 

and its impact, has meant that support for the BBC has risen over this Charter 

period 
4. Views on the BBC overall 
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• The public has a very positive view of the BBC overall and gives the BBC a 7 out of 10, on average. 

Despite greater media choice today, this has risen over this Charter period, and compared with 

2007/08, more people also now feel glad the BBC exists 

• New research involving all members of over 1,000 households shows that 82% of UK households feel 

that overall the BBC informs, educates and entertains them well. Even among groups that use the BBC 

less, that support does not fall below 75% 

• Despite a notable drop in trust during Savile, levels of trust have risen in the BBC and are now higher 

than they were at the start of the Charter 

• The BBC remains by far the most trusted news source in the UK and is also seen as the most 

impartial news provider 

 

The UK public’s views on the BBC overall 

The time people spend with the BBC, coupled with their appreciation of the content, has 

meant that public support for the BBC has risen over this Charter period 
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The time people spend with the BBC, coupled with their appreciation of the content, has 

meant that overall feelings towards the BBC have risen over this Charter period 

6.6 6.9 
6.5 

5.9 

7.0 
7.5 7.2 

6.3 

General impression of the

BBC

I am glad the BBC exists BBC is a great ambassador

for UK to world

BBC helps people

understand and make up

their mind on issues

2007/08 2014/15

Mean score / 10 
1 = extremely unfavourable; 10 = extremely favourable (general impression) 

1 = strongly disagree; 10 = strongly agree (other statements) 

Kantar Media for the BBC, Pan-BBC Tracking Study to Oct 2010 and BBC Brand and Reputation Tracker from Nov 2010, UK adults. Sample sizes – 2007/08: General impression: 10,312; Glad BBC exists: 10,312; 

Ambassador to world; 5,195; Understand issues: 5,195; 2014/15: General impression: 12,073; Glad BBC exists: 6,058; Ambassador to world; 6,058; Understand issues: 6,015 



41 Kantar Media for the BBC, 1,038 UK households, July-August 2015. Agree / disagree: disagree: 1-4, agree 6-10 on a ten-point scale 

New research involving over 1,000 households shows that the BBC serves UK households 

well 

20% 

16% 

13% 

13% 

10% 

13% 

67% 

71% 

73% 

77% 

78% 

82% 
How well do you think the BBC informs, educates 

and entertains your household? 

The BBC caters for a wide range of tastes 

The BBC helps people in my household 

understand what is happening in the UK and the 

world today 

The BBC has high quality programmes and services 

for my household 

The BBC has a wide range of enjoyable and 

entertaining programmes and online content for 

my household 

The BBC helps people in my household to learn 

new things 

Well Not well 

Agree Disagree 

On a scale of 1 to 10 where 1 means strongly disagree and 10 means strongly agree, please give a score for the following statements 
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Well Not well 

How well do you think the BBC informs, educates and entertains your household? 

83% 

80% 

82% 

76% 

87% 

75% 

83% 

80% 

84% 

83% 

78% 

82% 

10% 

16% 

13% 

14% 

11% 

20% 

12% 

13% 

10% 

12% 

16% 

13% 

1 person household 

2 person household 

3+ person household 

Households with children aged 0-15 

35-54 

55+ 

16-34 

C2DE 

ABC1 

BAME households 

Non-BAME households 

Kantar Media for the BBC, 1,038 UK households, July-August 2015 

Total 

82% of UK households feel that overall the BBC informs, educates and entertains them well. 

Even among groups that use the BBC less, that support does not fall below 75% 
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The public has a very positive view of the BBC, giving a score of 7 out of 10, on average – 

significantly ahead of other broadcasters 

General impression of broadcasters and organisations 

Mean Score 7.0 7.0 5.8 6.5 8.2 6.7 7.3 6.6 6.1 

15% 

2% 

28% 

6% 

33% 
26% 

11% 

28% 
18% 

3% 

10% 

7% 

10% 

10% 
14% 

9% 

17% 

18% 

4% 12% 

7% 

13% 

6% 9% 

15% 

10% 

18% 

16% 

28% 

20% 

38% 

16% 20% 

36% 

18% 
29% 62% 

48% 

36% 34% 34% 31% 29% 25% 
16% 

Google BBC YouTube ITV Apple Sky Ch4 Facebook Channel 5

High approvers (8-10)

Approvers (6-7)

Neutral (5)

Low approvers (1-4)

Don't know/ No

opinion

BBC Accountability and Reputation Tracker by Kantar Media, 2014/15, 12,073 UK adults 16+. 

General impression scale: 1 = extremely unfavourable; 10 = extremely favourable 
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Four out of five people would miss the BBC if it was no longer there 

78% 
69% 

61% 

45% 43% 

BBC ITV Ch4 Ch5 Sky

%
 A

gr
e
e
 

% who would miss each broadcaster if it no longer existed 

Purpose Remit Survey by NatCen for the BBC Trust, 2,298 UK adults, autumn 2014 
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I trust the BBC 

I trust the BBC - mean score / 10 
1 = strongly disagree; 10 = strongly agree  

General impression of the BBC - mean score / 10 
1 = extremely unfavourable; 10 = extremely favourable 

Mean score /10 Faked content/ 

competitions   

07-10/07 

London 

2012 

07-08/12 

Ross/ 

Brand 

10/08 

Putting Quality  

First/6Music 

03/10 

General 

Election 

05/10 

Royal 

Wedding 

04/11 

Jimmy 

Savile 

10/12 

General impression of BBC 

Pan-BBC Tracking Study until October 2010 and Accountability and Reputation Tracker from November 2010, both by Kantar Media, c2,100 UK adults per quarter until Oct 2010, c3,000 per quarter from Nov 2010 

6.0 

6.3 

6.6 

6.9 

Trust in the BBC has been more volatile than other perceptions but scores are higher now 

than they were at the start of the Charter 
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The BBC remains more trusted than any other news source in the UK 

5% 

2% 

5% 

1% 

1% 

1% 

1% 

1% 

1% 

2% 

3% 

9% 

11% 

57% 

Don’t know 

None 

Other 

To what extent do you trust [insert source] as a news source?  
Mean score / 10: 1 = do not trust at all; 10 = trust a great deal 

3.4 
3.5 
3.6 
3.7 
3.7 
3.9 
4.1 

4.4 
4.4 
4.5 
4.5 
4.5 
4.6 
4.7 

5.0 
5.1 

5.5 
5.7 
5.7 
5.8 
5.9 
5.9 
6.0 
6.1 
6.2 
6.4 
6.6 

7.4 

The Daily Star

Facebook

The Sun

Twitter

Buzzfeed

The People

Vice

The Mirror

MSN News

Al Jazeera

The Daily Express

Yahoo News

Huffington Post

The Daily Mail

The Metro

Google News

The i

Commercial Radio

Five News

The Daily Telegraph

The Independent

The Financial Times

The Times

The Guardian

Sky News

Channel 4 News

ITV News

BBC News

Ipsos MORI for the BBC, UK adults 15+ who follow the news (1,906), January 2015. Newspaper titles include the Sunday edition; Ipsos MORI for the BBC, UK adults 15+ who follow news (half sample answering about 

trust: 952), January 2015. Newspaper titles include the Sunday editions  

Of all the news sources (TV broadcaster, radio, newspaper, 

magazine or website), which ONE source are you most likely to 

turn to for news you trust the most? 
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The BBC is also the news source people say they turn to for impartial news coverage 

Of all the news sources (TV broadcaster, radio, newspaper, 

magazine or website), which ONE source are you most likely to 

turn to if you want impartial news coverage? 

7% 

4% 

6% 

1% 

1% 

1% 

1% 

1% 

1% 

1% 

1% 

1% 

3% 

8% 

11% 

53% 

Don’t know 

None 

Other 

How biased or impartial do you think each of the following 

news sources is? 
Mean score / 10: 1 = very biased; 10 = very impartial 

3.7 
3.9 
4.1 
4.2 
4.3 
4.3 
4.3 
4.4 

4.7 
4.9 
4.9 
4.9 
4.9 
5.0 
5.1 
5.1 
5.3 
5.3 
5.3 
5.4 
5.5 
5.6 
5.6 
5.7 
5.7 
5.9 
6.1 
6.3 

The Sun

The Daily Star

The Daily Mail

Facebook

The Mirror

The Daily Express

The People

Twitter

Buzzfeed

The Daily Telegraph

Al Jazeera

Huffington Post

Vice

MSN News

Yahoo News

The Metro

The Times

The Guardian

Google News

Commercial radio

The i

The Independent

Five News

Sky News

The Financial Times

Channel 4 News

ITV News

Ipsos MORI for the BBC, UK adults 15+ who follow the news (1,906), January 2015. Newspaper titles include the Sunday edition; Ipsos MORI for the BBC, UK adults 15+ who follow news (half sample answering about 

impartiality: 954), January 2015. Newspaper titles include the Sunday editions  

Other radio 
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BBC News comes top for eight of the ten most important qualities for news online 

84% 

82% 

82% 

71% 

66% 

61% 

59% 

47% 

40% 

22% 

Accurate

Up-to-date

Trustworthy

Easy to understand

Has interesting stories

In-depth coverage

Relevant to me

Offers expert analysis

Entertaining

Facilitates commenting

61% 64% 
59% 58% 

51% 

Accurate Up-to-date Trustworthy Easy to understand Has interesting

stories
60% 

52% 54% 

31% 
25% 

In-depth coverage Relevant to me Offers expert

analysis

Entertaining Facilitates

commenting

BBC News Facebook Sky News Daily Mail Twitter

Yahoo News Huffington Post The Guardian The Telegraph Buzzfeed

Internet users’ top priorities for 

choosing news online 

How different news providers perform on the top priorities 

% giving 8-10 for importance 

Populus, 2,073 UK adults, 25th-26th June 2014, ‘How important or not important are the following qualities to you when deciding which sites/ apps to visit for news?’ Please score them on a scale from 0 to 10, where 0 means ‘not at all 

important’ and 10 means ‘very important’. ‘Please indicate which sites/apps you associate with each of the following criteria’  
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Total     
Consistently 

Liberal 
Mostly Liberal Mixed 

Mostly 

Conservative 

Consistently 

Conservative 
The Economist                 

BBC                 

NPR                 

PBS                 

Wall Street Journal                 

ABC News                 

CBS News                 

NBC News                 

CNN                 

USA Today                 

Google News                 

The Blaze                 

New York Times                 

Washington Post                 

MSNBC                 

The Guardian                 

Bloomberg                 

The New Yorker                 

Politico                 

Yahoo News                 

Fox News                 

Mother Jones                 

Slate                 

Breitbart                 

Huffington Post                 

Colbert Report                 

ThinkProgress                 

The Daily Show                 

Drudge Report                 

Daily Kos                 

Sean Hannity Show                 

Al Jazeera America                 

Ed Schultz Show                 

Glenn Beck Program                 

Rush Limbaugh Show                 

BuzzFeed                 

The BBC is one of the few news providers trusted by people across the political spectrum in 

the USA, illustrating that its impartiality is recognised abroad 

  
More trusted than 

distrusted 

  
About equally as 

trusted as distrusted 

  
More distrusted than 

trusted 

Guide to interpretation: 

Within each ideological 

group, the source is overall 

Ideological consistency based on a scale 

of 10 political values questions. 

Grouping of outlets is determined by 

whether the % who trust each source is 

significantly different to the % who 

distrust each source. Outlets are then 

ranked by the proportion of those who 

trust more than distrust each. 

Pew Research Centre, American Trends Panel, March-April 2014 
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The BBC and its audiences in the UK 

Over this Charter period, usage of the BBC has remained high: almost all of the UK 

uses the BBC each week, for around 18 hours on average 
1. Usage of BBC services 

This is directly connected to the public’s high appreciation of the quality of BBC 
content  2. Views on BBC content 

This is also because of the extent of the distinctive impact that BBC content makes in 

informing, educating and entertaining the public 
3. Views on the BBC’s impact 

However, extraordinary change in the media landscape poses challenges for the BBC 
and all UK broadcasters, especially in delivering to young audiences. Plus, an evolving 
UK means a greater need to reflect and represent all areas of the country      

6. Challenges the BBC faces 

Likewise, while no form of taxation is universally popular, there has also been an 

increase in public backing for the licence fee as the means of funding the BBC and 

willingness to pay for the BBC is strong 
5. Views on the licence fee 

The time people spend with the BBC, coupled with their appreciation of the content 

and its impact, has meant that support for the BBC has risen over this Charter 

period 
4. Views on the BBC overall 
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• Close to half of the UK overall now back the licence fee – making it the method of funding the BBC 

with the single most support (compared with 29% for advertising and 20% for subscription) 

• Support is higher now than it was in 2004 when 31% backed the licence fee and higher than twenty 

years ago. By contrast, support for subscription has been falling over the last ten years and is now the 

least popular option 

• The BBC compares well to other media, communications and leisure payments in terms of value for 

money 

• And public willingness to pay for the BBC is high, with some 73% of households saying top-of-mind 

that they are willing to pay the current level or more – a figure which rises when households spend 

time without the BBC 

The UK public’s views on the licence fee 

While no form of taxation is universally popular, long term polling (using the same question 

in each wave) shows that there has been an increase in public backing for the licence fee 

over this Charter period and willingness to pay for the BBC is high  
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While no form of taxation is universally popular, the licence fee is the method of funding with 

the single most support 

Which of the following would you like to see as the main source of BBC funding? 

36% 30% 
21% 

25% 
22% 

17% 20% 

31% 
24% 

23% 
21% 27% 

26% 
29% 

31% 
43% 

51% 47% 47% 
53% 48% 

2004 2009 2011 2012 2013 2014 2015

Licence fee 

Advertising 

Subscription 

2004: ICM, 1,037 UK adults 18+; 2009: ICM, 1,001 GB adults 18+; 2011: ICM, 1,034 UK adults 18+; 2012: Ipsos MORI, 2,078 UK adults 15+; 2013: Ipsos MORI, 1,034 UK adults 18+; 2014: Ipsos MORI 1,015 UK adults 

15+; 2015: Ipsos MORI, 2,062 UK adults 15+. All telephone surveys expect Ipsos MORI 2012, 2014 and 2015, which were face-to-face 
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48% 

2015 1989 

28% 

2004 

31% 

Licence fee Advertising Subscription Don’t Know / other 

Which of the following would you like to see as the main source of BBC funding? 

1989: BBC Corporate Image survey; 2004: ICM, 1,037 UK adults 18+;  2015: Ipsos MORI 2,062 UK adults 15+ 

Despite far greater media choice today, support for the licence fee is also higher now than it 

was 25 years ago 

http://en.wikipedia.org/wiki/File:ITV1_logo_2004.png
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Mean score out of 10:   

1 = very poor value for money; 

 10 = very good value for money 

3.7 

4.9 

5.0 

5.1 

5.4 

5.6 

5.7 

6.1 

6.5 

Football season tickets

Cinema tickets

Virgin Media

Sky Digital

Gym membership

Netflix

Paid-for newspapers

BBC

Mobile phone

Value for money of media and leisure payments 

The public tends to give middling to low scores for the value for money of media, 

communications and leisure payments. However, the BBC compares well 

To what extent is/are the cost of  ‘X’ value for money? 

Ipsos MORI, c.1,000 UK adults, May 2015 (BASE: mobile phone n=1,024, BBC n=1,034, paid-for newspapers n=1,008, Netflix n=1,037, Gym membership n=1,020, Sky Digital n=1,055,  

Virgin Media n=1,041, Cinema tickets n=1,018, Football season tickets n-1,040) 
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73% of households say top-of-mind that they are willing to pay the current level or more – a 

figure which rises when households spend time without the BBC 

Licence fee or more Less than licence fee Nothing 

Kantar Media for the BBC, 1,038 UK households, July-August 2015. MTM Research, ‘Life without the BBC: household study’, 70 UK households, fieldwork July 2014–March 2015 and published August 2015, available at 

http://downloads.bbc.co.uk/aboutthebbc/reports/pdf/lifewithoutthebbc.pdf  

Top-of-mind opinions on what households say 

they are willing to pay for the BBC • Top-of-mind 73% of UK households say that they 

are willing to pay the licence fee or more 

• However, an experiment into the realities of life 

without the BBC indicates that people’s initial 

view of their willingness to pay for the BBC is 

most often likely to be an underestimation: 

• Research by MTM shows that two-thirds of those 

households that initially said, given the choice, they 

would not pay or would only pay less than the current 

licence fee changed their minds and became willing to 

pay the full amount after nine days without the BBC 

• Two-thirds of those who had been willing to pay the 

full amount at the start of the experiment became even 

more positive about what they would pay 

• This research shows that once households experience 

life without the BBC, the proportion that are willing to 

pay the full licence fee or more becomes much higher 

 

http://downloads.bbc.co.uk/aboutthebbc/reports/pdf/lifewithoutthebbc.pdf
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The BBC and its audiences in the UK 

Over this Charter period, usage of the BBC has remained high: almost all of the UK 

uses the BBC each week, for around 18 hours on average 
1. Usage of BBC services 

This is directly connected to the public’s high appreciation of the quality of BBC 
content  2. Views on BBC content 

This is also because of the extent of the distinctive impact that BBC content makes in 

informing, educating and entertaining the public 
3. Views on the BBC’s impact 

However, extraordinary change in the media landscape poses challenges for the BBC 
and all UK broadcasters, especially in delivering to young audiences. Plus, an evolving 
UK means a greater need to reflect and represent all areas of the country      

6. Challenges the BBC faces 

Likewise, while no form of taxation is universally popular, there has also been an 

increase in public backing for the licence fee as the means of funding the BBC and 

willingness to pay for the BBC is strong 
5. Views on the licence fee 

The time people spend with the BBC, coupled with their appreciation of the content 

and its impact, has meant that support for the BBC has risen over this Charter 

period 
4. Views on the BBC overall 
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Challenges that the BBC faces 

Challenges include: 

• Competition for time: with such rapid growth in the choice available, audiences – especially young 

people and children – are spreading their media time over a wider range of content, with less available 

time to spend on linear media 

• Competition for quality: with increased competitors, audience expectations of content are also 

beginning to change 

• Reflecting a changing UK: changes in the political landscape mean a greater need to reflect and 

represent the different Nations of the UK 

With change in how people are consuming media, with competition that is increasingly 

targeted and from global providers, and with an evolving UK, the BBC faces three broad 

challenges    



58 Tablets and smartphones: Ofcom Technology Tracker, 2015  Wave 1, 2,675 UK adults 16+; Ofcom Technology Tracker, 

2010: Wave 4, 1,580 UK adults 16+; GfK for the BBC, Cross-Media Insight Survey, c.6,000 UK adults per quarter, average 

weekly reach 3 mins or more claimed   

TV: BARB, run on BARB years, time spent per head, working TV set homes. Radio: RAJAR Q112-month 

weight, time spent per head 

With such rapid growth in the choice available, people are spreading their media time over a 

wider range of content, with less available time to spend on linear media 
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With countless media organisations vying for their time, the changes we see across the 

population are most pronounced for children, young and BAME audiences 

16-34 4:17 

30:25 
19:59 

C2DE 

BBC TV average weekly time per head on TV set indexed on 2010/11  BBC Radio average weekly time per head indexed on 2004/05  

Total TV average weekly time per head on TV set indexed on 2010/11  Total Radio average weekly time per head indexed on 2004/05 

91 

78 

84 
84 
91 

60

70

80
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10/11 11/12 12/13 13/14 14/15

88 

67 

73 
72 

86 
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04/05 05/06 06/07 07/08 08/09 09/10 10/11 11/12 12/13 13/14 14/15

4+ 

4-15 

BAME 
16-34 

15+ 

10-15 

BAME 

16-34 

15+ 

10-15 
BAME 

16-34 

87 

77 
72 

82 
82 

60

70

80

90

100

110

04/05 05/06 06/07 07/08 08/09 09/10 10/11 11/12 12/13 13/14 14/15

N.B. Exaggerated scale 

BARB, 4+; RAJAR 10+ Q1 12-month weight  

19:03 

8:55 

12:18 

14:08 

10:13 

2:35 
4:30 

5:19 

25:35 

13:28 

17:49 

Time per head 

2014/15 

Time per head 

2014/15 

Time per head 

2014/15 

4+ 

4-15 

BAME 

90 

78 
80 
86 

70 
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90

100

110

10/11 11/12 12/13 13/14 14/15

8:26 

3:24 

4:34 

Time per head 

2014/15 

C2DE 8:47 

C2DE 19:34 

C2DE 9:00 
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BBC TV share in Scotland, Wales and Northern Ireland has moved closer to the UK average 

since 2010 

+0.5 

-1.5 -1.6 

-6.8 

+0.4 +0.5 

-1.9 

-5.8 

+0.3 
+0.8 

-1.0 

-6.7 

+0.3 
+0.7 

-0.6 

-6.4 

+0.1 

+1.9 

-0.3 

-4.9 

2010/11 2011/12 2012/13 2013/14 2014/15

Wales Scotland Northern Ireland England 

Nations and regions BBC TV share compared with the UK average 

Chart shows share gap: BBC TV share in each nation/region minus BBC TV share in the UK overall 

BARB, Individuals 4+, financial years, BBC Portfolio 
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However, there are differences in BBC performance in the Nations 

Almost all adults in each Nation use the BBC each week, though the amount of time differs 

95% 

07:28 

07:51 

97% 

10:12 

12:27 

09:05 

08:34 

96% 

95% 

00:57 

00:56 

00:47 

08:17 

10:16 

01:03 

BBC TV set time 

per head per week 

BBC Radio time per 

head per week 
% 

Pan-BBC average 

weekly reach 

BBC Online time per 

head per week 

BARB, 4+, working TV set homes; RAJAR 15+ Q1 12-month weight; CMI 16+. FY2014/15   
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And perceptions also vary, especially over the last year in Scotland. An evolving UK means a 

greater need to reflect and represent all areas of the country 

6.1 6.4 

6.8 7.0 

6.5 6.7 
6.6 

7.0 

0

1

2

3

4

5

6

7

2007/08 2008/09 2009/10 2010/11 2011/12 2012/13 2013/14 2014/15

Scotland Wales Northern Ireland England

General impression of the BBC 
Mean score /10 

Kantar Media for the BBC, Pan-BBC Tracking Study to Oct 2010 and BBC Brand and Reputation Tracker from Nov 2010, UK adults. 2014/15 sample sizes:  Scotland: 1,482; Wales: 1,195; Northern Ireland: 1,073; England: 10,103  
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Despite this change and diversity, BBC One is still the broadcast channel that reaches more 

people than any other per week in terms of age, area, socio-economic or ethnic group 

41% 

53% 53% 

65% 

76% 

84% 
90% 

93% 

74% 73% 

56% 

76% 76% 78% 
74% 

69% 
74% 73% 74% 

BBC 1 ITV Ch4

Average weekly reach of the channel on the TV set among each audience group % 

BARB, average weekly reach (15+ minutes cons), FY 2014/15 

Channel totals +HD. South of England excludes London, working TV set homes 
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And while new competitors are growing, the BBC is still unrivalled in its ability to reach 

people every week, including young audiences 

03:02 
05:59 

14:10 

Total YouTube Netflix Pan-BBC

Reach and time per user among adults 16-24 

Weekly  

reach %: 60% 

15% 

94% 

Weekly time  

per user: 

GfK for the BBC, Cross-Media Insight Survey, c. 6,000 UK adults per quarter, Pan-BBC average weekly reach 15 mins or more claimed; YouTube and Netflix average weekly reach 3 mins or more claimed, Q1 2015. 

N.B. YouTube reach varies depending on source and Netflix weekly reach is not number of subscribers 
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Audiences can now access easily the best global content. Top BBC titles are performing well 

against new providers and UK PSB content is very popular, including among young audiences 

94% 

2. 

8.9 

3. 

8.7 

1. 

9.1 

Appreciation scores among those  

watching at least one full series  

The characteristics of public service broadcasting 

are just as important for young audiences 

Ipsos MORI for the BBC, June 2014; Ofcom, July 2015, PSB Annual Report 2015 

67% 

70% 

80% 

82% 

73% 

73% 

74% 

74% 

16-24

All adults

16-24

All adults

16-24

All adults

16-24

All adultsShows new 

programmes, made in 

the UK 

Show programmes with 

new ideas and different 

approaches 

Shows well-made, high 

quality programmes 

Show programmes that 

make me stop and think 

Importance of PSB characteristics 
(selected, % rating seven or more out of ten) 
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End 


