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Overview

The BBC is part of the UK’s cultural landscape. Throughout its history it has
supported, reflected and helped shape the rich diversity of the UK’s culture and the
creativity of its people. Its programmes have coloured our lives and our common
cultural experience.

The BBC'’s contribution to culture is broad, its impact not limited to the content of its
“cultural” programmes. Rather this impact stems from the entirety of the BBC'’s
activities in pursuit of its public service remit.

This submission attempts to capture and exemplify the range and scale of the BBC’s
cultural impact, focusing in turn upon the BBC's role in:

» developing the culture of broadcasting — radio and television are themselves
significant cultural forms which touch the lives of millions every day, and which in
their turn have helped define UK popular culture. Over the last eighty years the
BBC has arguably played the biggest single role in shaping the development of
broadcasting media, and the culture which flows from it, in the UK and beyond
(Section 1.3.1).

» providing universal access to culture — the BBC aims through its cultural
programmes’ to give everyone access to a wide range of cultural experiences.
The BBC invests over £500million a year on such content, ranging across most of
its public services. BBC programmes aim to reflect the richness of cultural
diversity — popular and high, historic and contemporary, and the cultural heritage
of different countries and communities, including minority cultures of the UK.
They also aim to serve the needs of different audiences — those who are already
have a broad and deep cultural awareness and wish to pursue and deepen their
interests, to those with little previous engagement, ensuring that cultural
enrichment is not the preserve of an intellectual elite. (Section 1.3.2)

» creating new works — the BBC is one of the UK’s most significant
commissioners, supporters and presenters of new cultural works. Without the
BBC, the UK would be the poorer culturally. Over 85% of the BBC’s television
output, including cultural programming, is commissioned by the BBC rather than
acquired. Radio 3 is the biggest commissioner of new music in the world,
commissioning 250 composers over the last five years. The BBC Proms are the
largest classical music festival in the world, and have featured many BBC
commissions since 1927. Radio 4 is the home of original writing for radio,
commissioning 350 new plays last year alone. The BBC funds six orchestras and
the UK’s only full-time professional choir. Even through commissioning iconic
buildings of their time, like London’s Broadcasting House, the BBC has striven to
be a catalyst for defining moments in our cultural life. (Section 1.3.3)

! Since broadcasting itself is a cultural medium, almost any programming could in theory be defined as
“cultural”. However, it was agreed with DCMS that for the purposes of this submission, the BBC would adopt a
narrower definition of cultural programming which embraces all types of music, dance, drama and theatre,
literature and poetry, visual arts, design, architecture and the built heritage, film and comedy. See section 1.3.2.



supporting, promoting and encouraging creative talent — the BBC provides a
medium in which creative talent can grow. Its role has been not merely to follow
cultural fashions but to allow our most creative minds to shape British culture —
whether by providing a platform for writers or directors who hold up a mirror to
society — as in Cathy Come Home, Abigail’s Party or The Buddha of Suburbia —
or by nurturing actors or new voices which challenge our view of something as
fundamental as British comedy — from ITMA to Monty Python and from The Office
to The Kumars. It has a special role in identifying new talent and providing
opportunities for its development. It has the greatest commitment to new writing
of any organisation in the UK, and runs competitions, awards, workshops and
masterclasses for writers, performers and composers. (Section 1.3.4)

investing in the creative industries — the BBC is an important player in the UK
creative industries, employing more creative artists than any other UK
organisation. It invests over £1billion a year outside its own walls, working with
10,000 freelancers in all disciplines and 230 external producers in television and
radio. It makes a significant investment in UK film, supporting 13 films in the last
18 months alone. The broadcasting, production, theatre and film sectors are built
in part around people who have worked in or for the BBC at some time. The
investment of the licence fee underpins the UK'’s enviable position as having the
world’s highest level of spending per head on original content, and has a direct
and secondary economic impact across the whole UK. (Section 1.3.5)

training the industry — the BBC is the UK’s biggest investor in broadcast
training. It spends more than £54million a year on training and developing its staff
— many of whom subsequently move to other parts of the industry — and providing
over 37,000 training days for 22,000 people and 55,000 hours of online learning
for 25,000 people, both in and outside the BBC. It provides grant funding to a
range of external industry training bodies. All this plays a vital role in ensuring
high standards in UK production and broadcasting. (Section 1.3.6)

facilitating cultural events across the UK — the BBC helps ensure that people
have access to live cultural experiences wherever they are. It funds its own music
groups and their activities across the UK. It participates in events such as the
National Eisteddfod and Edinburgh International Festival. It stages its own events
such as The Proms, the largest classical music festival in the world, Music Live, a
two-week festival of around 500 concerts and events, Proms in the Park and
Making Tracks concerts for children up and down the UK. It promotes
competitions like the BBC Singer of the World in Cardiff, the Choir of the Year
and the Radio 2 Folk Awards. And it has formed creative partnerships with
organisations across the UK, both cultural and commercial, to underpin the
success of events such as Glastonbury and The Big Read. (Section 1.3.7)

promoting UK culture overseas — the BBC is one of the most famous, trusted
and respected brands in the world, with the World Service and, increasingly,
channels such as BBC World and BBC America, acting as international platforms
for British voices and creativity, and projecting the UK’s rich and diverse cultural
identity overseas. The BBC also accounts for over half of all UK programme
exports and has launched a global network of television channels, showcasing
and making household names of UK talent around the world, informing the
world’s view of a changing, multicultural, creative UK and creating a cultural
bridgehead for others. (Section 1.3.8)



The current Charter period has seen many important developments which have
enhanced the delivery of the BBC’s cultural purpose — the launch of new services to
reach audiences previously underserved with cultural content; the strengthening of
areas of cultural programming which the Board of Governors identified had become
relatively weak, including arts programming and drama; the refocusing of services
like Radio 1 to ensure that they play a distinctive cultural role in the marketplace; and
the development of cultural formats which appeal to a mass audience.

Other challenges remain. The BBC'’s cultural role will remain central to its mission in
the next Charter period. Building public value identifies the creation of “cultural and
creative value” as one of the five manifestations of the BBC's public purposes, and
outlines ways in which the BBC will seek to maximise this value going forward.

The BBC faces increasing challenges as it moves forward, including:

» reflecting the changing cultural face of the UK — the BBC must constantly
strive to connect with audiences and innovate to ensure that its programmes and
services keep step with changes in society and culture, and act as a national,
regional and local forum for cultural development.

» serving all audiences — the BBC must build on its recent attempts to broaden
the range of cultural programming and appeal to a wider audience. In particular it
must sustain and build upon the start which the new digital services have made in
meeting the cultural needs of different audiences.

» stimulating the wider creative industries — other broadcasters are being forced
to reconsider the scale and range of their investment in original content. The BBC
must ensure it properly balances what it invests in and sources internally with the
support it provides to and the talent it brings in from outside, in order to best
deliver its cultural purposes and help sustain the wider creative sector. The
current reviews of programme supply, of strategy in relation to UK film, and of the
BBC'’s presence in different parts of the UK, will all help inform the decisions on
where the proper balance lies.

* harnessing the creative contribution of the BBC — the BBC needs to ensure
that it prioritises its activities as effectively as possible. The recent formation of a
Creative Board and appointment of a Creative Director present an opportunity to
bring more focus to the BBC’s activities and maximise overall cultural value.

* unlocking the power of partnerships — the BBC must become a creative and
cultural resource for the whole UK, open, accessible and responsive. By forming
more, lasting strategic partnerships with bodies that have complementary goals,
the BBC can strengthen its connections with cultural communities and audiences
and realise the full editorial potential of its cultural programmes and projects.

* ensuring value for money — the BBC must develop new ways of assessing the
value of its investment in cultural programming, including the long term, enduring
value and any ‘multiplier effects’ which enhance the value of the original
investment, both for the BBC and for the organisations it partners. This should be
based on the principles of the public value test set out in Building public value,
and must inform its cultural strategies going forward.



Chapter 1 The BBC'’s cultural contribution

1.1 The BBC’s cultural obligations

The BBC’s formal cultural obligations are derived from its Royal Charter and its
Agreement with the Secretary of State for Culture, Media and Sport. The BBC'’s
overall remit in the UK is to provide programmes and services of information,
education and entertainment (Royal Charter, Article 3(a)).

The BBC Agreement places more detailed requirements on the BBC’s UK public

services. Of the eight requirements, the second is that they should:

» “Stimulate, support and reflect, in drama, comedy, music and the visual and
performing arts, the diversity of cultural activity in the United Kingdom”
(Agreement, Paragraph 3.2(b))

There are also requirements that the BBC provide programmes which serve the
tastes and needs of different audiences, including children and young people, and
reflect the lives of both local and national audiences.

During the passage of the Communications Act 2003, this requirement on the BBC'’s
public services was further developed to become one of the aspects of television
provision which Ofcom must consider when reporting periodically on how well the UK
public service television broadcasters generally have fulfilled the purposes of public
service television. In the words of the Act, public service television services as a
whole should ensure:

» that cultural activity in the United Kingdom, and its diversity, are reflected,
supported and stimulated by the representation in those services (taken together)
of drama, comedy and music, by the inclusion of feature films in those services
and by the treatment of other visual and performing arts. (Communications Act
2003, s.264(6)(b))

In Building public value, the BBC argues that its purposes should be considered in
terms of the public value created. One of its five specific purposes is to create--

» “Cultural and creative value: the BBC enriches the UK’s cultural life by bringing
talent and audiences together to break new ground, to celebrate our cultural
heritage, to broaden the national conversation.” (p.8)

1.2 The BBC’s cultural strategies

This section considers how in broad terms the BBC develops strategies to meet its
cultural purpose and audience needs, how approaches have been developed to
improve the BBC's cultural impact over the Charter period, and what further
developments are likely in the future.



1.2.1 The BBC'’s strategies for delivering its cultural purpose

The BBC’s overall strategies for delivering its public service remit are formulated by
the BBC’s management following appropriate audience research, then reviewed,
approved and monitored by the Board of Governors. A long-range financial model is
prepared and updated in line with changes in strategy. This costs strategies and
assesses their affordability.

The BBC does not have a single, overarching cultural strategy. Rather, strategies
are developed for the delivery of specific cultural aims through individual services,
programmes, cultural genres and other activities, guided by the core cultural purpose
set out in Building public value and quoted at Section 1.2 above. Taken together,
these strategies ensure that the BBC provides meaningful cultural outputs across a
broad range of its services, programmes and other activities, delivering something
for every licence payer.

As set out in section 2.2 below, an understanding of audiences’ views, interests and
needs is vital in framing these individual strategies.

The Board sets the management a series of annual, or in some cases biannual,
objectives which typically cover a mixture of financial targets and output-related
targets and other commitments. They are published, alongside detailed accounts of
the contribution each of the public services will make towards meeting the BBC’s
purposes, in the BBC Statements of Programme Policy. The commitments include
several quantifiable targets for cultural content (for example, the commitment to at
least 45 hours of arts programming on BBC One for 2004 or Radio 1’s commitment
to a relatively high proportion of new UK music). Performance against these
commitments is subsequently reported in the BBC Annual Report.

The next section explores specific strategic initiatives that have been developed to
strengthen the BBC’s impact on culture.

1.2.2 How the BBC'’s strategy has developed

Over the current Charter period there have been a number of important
developments in the ways in which the BBC seeks to deliver its cultural purpose.
These include:

(a) Strengthening particular types of cultural output with new investment

(b) Expanding cultural formats and genres

(c) Exploiting new media and multimedia capabilities

(d) Launching new services with a strong cultural focus

(e) Entering into partnerships to take cultural impact “beyond the broadcast”

Each of these is considered below.



(a) Strengthening output

The Charter requires the Board of Governors to ensure that the BBC keeps its output
under constant review. The Governors have a rolling programme of such reviews,
focussing in turn on different parts of the BBC’s output. Such reviews from time to
time identify relative weaknesses in output which need to be addressed.

Three examples of areas of cultural programming which needed to be tackled during
the current Charter period were arts programming on television, Radio 1’s music
policy, and television drama.

Television arts

In reviewing television arts programming, the Board of Governors considered that
the level of output was insufficient, and that at times there had been a lack of depth
and distinctiveness. Three public meetings were arranged for interested licence
payers and arts professionals in Bristol, Birmingham and Manchester. These
meetings were attended by Governors, allowing them to hear directly what people
thought about the BBC’s arts output and what was missing from the mix. The
meetings were backed up by focus groups in eight locations around the UK.

The insights provided by discussion in these forums underpinned the Governors’
consideration of the new arts strategy. The response has been a significant
strengthening of mainstream arts output, with more hours overall and a significant
presence in peak time. In particular, BBC One now contains in addition to landmark
arts programming such as Leonardo and Michelangelo, a regular arts strand,
Imagine, as well as accessible programmes like Star Portraits, Rolf on Art and the
forthcoming Picture of Britain. Recently, BBC Two has made important new
commissions such as Private Life of a Masterpiece, Eroica and The Genius of
Mozart, while £8million has been earmarked for an ambitious new programme, The
Culture Show. This new investment is separate to that dedicated to BBC Four.

Radio 1

Some 200 commercial radio stations are targeted at a similar audience to Radio 1,
and to some extent offer similar music. This has posed a particularly tough challenge
for Radio 1 during the Charter period: to maintain its distinctiveness while providing
this audience with content which they want and which they value. In the early 1990s,
the quest for a distinctive position alienated many listeners and led to a 30% drop in
audience. More recently, the pendulum may be seen to have swung back, and the
station faced criticism for not being distinctive enough. In the light of this, the Board
of Governors asked for a new strategy to be developed. Extensive research was
carried out amongst young people on behalf of the BBC. This informed the framing
of the new strategy, which was approved by the Board of Governors in May 2003. It
involved commitments for Radio 1 to sharpen its focus on new music generally and
new UK music in particular, and to strengthen its output of live music, documentaries
and social action.

Television drama

In 2000, a review of drama on television revealed that there was too little in the
schedules, and audience research suggested that what was broadcast was not
engaging the public sufficiently. The Governors therefore approved a new drama



strategy along with two vital changes: an additional £100m was invested in drama
productions, and a new commissioning structure was established. Central to the
strategy was the strengthening of drama content on BBC One.

The new drama strategy has delivered a number of important outputs:

» Thirty new drama series were launched on BBC One, with a showcase for new
titles at 9pm — including State of Play, Spooks, Judge John Deed and Waking the
Dead.

» BBC One showed the two UK dramas with the highest level of audience
appreciation in 2003 — Messiah 2 and Stephen Poliakoff's The Lost Prince.

* Audiences said that BBC drama was too London-focused: 15 new dramas were
based outside the south-east of England.

« The BBC invested in new talent: Burn It on BBC Three came from first-time
writer, Matt Greenhalgh, and starred Chris Loghill, who was new to television.

(b) Expanding cultural formats and genres

Over the last charter period, the BBC has explored a wide range of cultural formats,
genres and approaches as well as developing new ones. Recent examples of
successful projects and programmes include:

» Accessible programmes focussed on audiences which would normally avoid arts
programming. Examples are given in section 2.3.2

* Programmes which challenge conventional genre and cultural boundaries

o] The BBC has increasingly used drama to bring other television output,
including cultural subjects, to life for audiences. The Prix Italia-winning
Eroica® was followed by programmes bringing to the screen the lives of
Philip Larkin, George Orwell, Salvador Dali and Kenneth Tynan.

o] In 1999 the BBC launched Late Junction on Radio 3, helping break down
barriers between musical genres. The programme provides the chance to
hear a variety of music from medieval chant to electronics to world music.

* Black History month, supported with a range of innovative programming,
including dramas that revealed hidden tales of black people shaping history.

* Projects which help local communities create their own content, from Blast! to
Voices

* Radio 1’s new One Click programming every weekday night has a strong cultural
focus, bringing together cutting edge comedy, music, interviews and
documentaries.

* A new production of Under Milk Wood on Radio 4, using Richard Burton’s original
narration but with a new, all-Welsh cast and new music

» Canterbury Tales on BBC One, which illustrated how an innovative modern take
on a classic piece of literature is able to break through in a crowded marketplace.

2 This account of Beethoven’s life won the Performing Arts Programme Award at the 2004 festival.



(c) New media and multimedia

New media and digital technologies have allowed the BBC to create greater cultural
value, by allowing users to explore, enjoy and interact with digital cultural content.
The BBC provides users with clear paths to cultural content of which they might
otherwise be unaware, through two types of online ‘gateway’:

» Specific applications such as the BBC Radio Player

» Category-based portals such as bbc.co.uk/music or bbc.co.uk/arts

The Radio Player provides on-demand access to BBC radio (see box). Going
forward, the BBC will supply its content via a wide range of new technologies and

platforms, including the Interactive Media Player, which will deliver for video content
the same flexibility as the Radio Player.

Case study: Radio Player

The BBC’s award-winning Radio Player provides on-demand access to a massive
range of the BBC’s radio output — around 500 shows at any one time — providing
additional opportunities for audiences to hear them up to one week after their original
broadcast. Its cultural significance goes beyond mere convenience. By aggregating
radio content around category or musical genre as well as around the original
service brand, the Player introduces listeners to shows and presenters relevant to
their tastes but perhaps unknown to them because of they come from an unfamiliar
service. Thus a jazz aficionado who is largely a Radio 2 listener might be introduced
to the hours of weekly jazz programming on Radio 3, or a world music fan might be
exposed to relevant shows on networks as diverse as Radio 1, Radio 2 and 1Xtra.

Category-based portal sites such as bbc.co.uk/music, bbc.co.uk/arts or
bbc.co.uk/films provide an outlet for BBC content as well as a guide to other relevant
material, whether from elsewhere in the BBC or from outside. For example, the film
website provides information about films offered by the BBC, documentaries and
supporting programmes; news and information on the UK film industry; information
and links to film courses and organisations; showcasing and support for new film
talent; comment on all movies on release in the UK; and user-created web spaces
and weblogs, online conversations, feedback, user reviews and message boards.

It is hoped that in future bbc.co.uk/film will become a home for professional short
films in the UK. Short films are viewed by many as the creative starting point for the
film industry but one which traditionally struggles for exposure. The site already
promotes awareness of short films through The Film Network, which showcases
short films from around the UK and profiles emerging talent and industry news, and
through the One Minute Movies initiative (see below).

The new digital environment is not a one-way street. In perhaps no sphere is
genuine ‘interactivity’ more important than in the cultural one. BBC audiences can
now contribute to online debates (including via SMS) concerning the nation’s cultural




life — from Radio 3’s lively message boards to Collective’s underground arts
community to the thousands of comments posted on bbc.co.uk/music.

Interactive technologies provide the capacity not only for commentary but also for
content exploration, manipulation or creation by users. Digital Storytelling in Wales is
a good example — see case study in Appendix C — as in future will be the proposed
Creative Archive (see box on page 14). Other examples are:

» CBeebies Me, which lets very young children create their own CBeebies cartoon
character, choosing their eye and skin colour, their clothes and hairstyle, while
the Arts section at CBBC online lets older children explore their artistic passions
and introduces them to new art forms

» The film site’s One Minute Movies, which challenges the public to make their own
one minute movies and show it to the community online

» Thunder Road by John Godber, the world’s first interactive television drama,
developed for the Hull Broadband project. Set in real locations in Hull, this award-
winning project allowed viewers to view storylines from different perspectives and
explore the world of Thunder Road through documentary footage

Aside from freestanding BBC websites, broadcast cultural output is now often
enhanced with interactive content. For example:

* Programme notes were provided online for every televised Prom in 2004.
Similarly, viewers to the live performances of Measure for Measure and Richard Il
from Shakespeare’s Globe Theatre could access contextual information including
scripts and director’s notes

» A ground breaking ‘graphic score’ accompanied Mozart Uncovered on BBC Four,
allowing audiences to delve into the complex construction of Mozart’'s music.

Such enhancements — whether educational or designed to enhance the audience’s
experience or enjoyment — help create even greater public value.

(d) New services

Extending the diversity and depth of the BBC’s cultural output is a strong focus of
several of the new digital television and radio services. The most significant
development has been the launch of BBC Four, which aims to be television’s most
culturally enriching channel (see box on next page). In addition, other new digital
services are playing an important role in bringing cultural content to different
audiences. A description of the role played by each within the BBC’s cultural offering
is set out at section 2.3 below. In summary:

 BBC Three, aimed at young adults, includes new British drama, comedy, music
and arts programming and has a vital role in nurturing new talent

» CBeebies and CBBC offer within their programming mix a way into culture for
young children, including original UK drama and comedy

» 1Xtra focuses on the full range of contemporary black music for a young
audience, promoting UK talent in an area traditionally dominated by the US
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* 6 Music plays British and international artists not generally heard elsewhere, and
putting popular music from the 1970s, '80s, '90s and today into context

» BBC 7 broadcasts programmes from the BBC's speech archive, including
comedy, readings and dramatisations, both classic and contemporary

» BBC Asian Network covers Asian music and film and includes a daily drama
series focussing on Asian life in the UK today

Case study: BBC Four

BBC Four brings the best arts events to television, capturing the diversity of British
performing life, with ballet, opera and music recitals from all over the UK, as well as
topical coverage, cultural documentaries and debate. It covers festivals such as
WOMAD, Brecon Jazz, the Belfast Festival and the London Jazz Festival. Intelligent
home-grown comedy from unusual talents is encouraged, illustrated by The Mark
Steel Lectures on thinkers from Aristotle to Freud, and the unique approach to
debate in Rich Hall’s Fishing Show. The channel is building on the recent success of
home-grown drama and entertainment such as The Alan Clark Diaries by increasing
investment in theatrical relays and adaptations and pieces authored for television.

BBC Four makes an active contribution to make to the UK’s artistic life. It sponsors
the Samuel Johnson Prize for Non-Fiction. This year the channel has launched three
major initiatives concentrating on the UK’s contribution to jazz, the theatre and 1960s
art — the latter accompanied by a major exhibition at Tate Britain. Key moments in
the UK cultural calendar are given prominence, such as the opening of the
Millennium Centre in Cardiff, and exhibitions and events around the UK receive
coverage in the regular Arts Reports strand. In music, the service gives exposure to
the nation’s best emerging musicians with the BBC Young Musician of the Year.

As well as reflecting UK cultural life, BBC Four showcases the best creative culture
from around the world. Through Saturday Cinema, the BBC aims to be the home of
the best in international film. BBC Four has also developed a strand of films which
tap into an active literary and theatrical world, with film adaptations of renowned
plays like Michael Frayn's Copenhagen, John Osborne's Hotel in Amsterdam or Joe
Penhall's award winning Blue/Orange; relays of theatre like Richard Eyre's Vincent in
Brixton, Michael Blakemore's version of Chekov's Three Sisters, Peter Brook's
acclaimed Hamlet with Adrian Lester, A Day in the Death of Joe Egg with Eddie
|zzard, and live theatre from The Globe — both Richard Il and Measure for Measure;
film adaptations of contemporary literary works like The Lives of Animals by JM
Coetzee, The Dwarfs by Harold Pinter or Home by JG Ballard; and original
dramatisations of significant figures from the world of the Arts — for example,
Surrealissimo — The Trial of Salvador Dali, or Kenneth Tynan: In Praise of Hardcore

Cultural documentaries have included Arena: The Life and Times of Count Luchino
Visconti, the winner of this year’s Prix Italia for Best Cultural and General Interest
Documentary prize. Overseas cultural documentary makers are also represented, for
example in The Blues, a collection of documentaries with contributions from Wim
Wenders and Martin Scorsese.
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(e) Partnerships

Increasingly, the BBC has sought to form partnerships with other cultural bodies, to
enhance the impact of its programming, encourage greater participation, underpin
audience appreciation and maximise the public value of cultural activity.

For example, recent partnerships include:

* Radio 3, the Association of British Orchestras and Making Music joining together
to celebrate orchestral music in the Listen Up initiative

* The London Jazz Festival, sustained by a partnership with the event’'s producer

» The work of the BBC orchestras’ Learning Managers with schools and community
groups around the UK

» A four-year media partnership with the Royal Opera House

* Roots, a collaboration with Arts Council England, which brought the culture of
immigrant communities to wider audiences through local radio and regional
television

* Links between BBC programmes and exhibitions at the major art galleries

e Co-productions with theatres

These and other examples, and the role played by partnerships, are explored in
more detail in Section 2.4 below.

1.2.3 How the strategy will develop further

The BBC says in Building public value that it aims to develop further the delivery of
its cultural purpose, by:

- dedicating all of the BBC'’s services to originality and excellence; eliminating
derivative programmes and ideas from the schedules; finding and then trusting
the best creative talent and teams

« maintaining the creative revival of drama across radio and television, focused on
originality and challenge, with greater opportunities for single and event drama

+ developing comedy as a unique class- and generation-spanning BBC strength;
increasing investment in it; building more opportunities for cross-platform
development and collaboration

- focusing on innovation and the discovery of new talent and ideas in popular
entertainment and sport

- defying standard programme categories to open up challenging subjects to large
audiences — from arts and history to science, religion and music; seeking out the
next generation of exceptional, inspiring presenters in each of these disciplines

« securing the BBC’s commitment to our collective cultural heritage by maintaining
investment in music-making, arts and documentary coverage on Radios 1, 2 and

12



3; increasing investment in BBC Four; guaranteeing a more prominent place for
culture on BBC One and BBC Two; showcasing the glories of our national culture
in mainstream settings

 stimulating the creativity of our audiences, giving them a chance to tell their
stories and make their own programmes; using the BBC’s educational, new
media and local resources to build skills in the arts and creative industries,
particularly among young people

Beyond these commitments specifically in relation to its cultural purpose, Building
public value identifies other areas for development which are within the scope of this
submission, including:

» arange of proposals to ensure that the BBC plays a leading role in building digital
Britain, including achieving digital switchover and promoting the uptake of
broadband

* making BBC content available to audiences when and where they want it —
making the BBC truly on-demand — with the launch of the Interactive Media
Player and the Creative Archive (see box on next page)

» using the most popular programmes and services to connect hard-to-reach
audiences to educational opportunities, including access to cultural content

» taking a lead in media literacy

* launching specific campaigns in partnership with others to encourage grass roots
participation in sport and music, including Music For All, a multimedia project
connecting schools and broadband-enabled homes to the full range of the BBC'’s
performance and learning resources to enhance appreciation and understanding
of music

» strengthening core services and creating new local services within Scotland,
Wales and Northern Ireland, extending the opportunities of national cultural
expression especially in mainstream programme forms

* reinforcing the BBC’s commitment to the UK’s indigenous languages

* in network services on television and radio, fostering greater audience
understanding of cultural differences across the UK population

* ensuring that as an employer and partner with the UK’s creative community, the
BBC is open to talent from every group in society

» creating a fully level playing field for in-house and independent programme
makers, and ensuring that independents can benefit from their risk-taking and
investment in line with a new Code of Practice and terms of trade

» ensuring that the BBC always exceeds the statutory 25% television independent
production quota and continues to exceed the current voluntary target of 10% of
network radio production, and establishing new voluntary quotas for nations’
radio, internet and broadband production

» unlocking the power of partnerships, underpinned by a partnership contract,
creating new doorways into the BBC for potential partners, and encouraging them
to see the BBC as an open creative resource
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* moving a significant number of services and production department from London
to Manchester, building the BBC’s centre there into a major multimedia broadcast
and production centre for the future

» ensuring that opportunities for programme makers in the nations and regions,
both in-house and independent, continue to grow

» ensuring that by the end of the next Charter period, half of all the BBC'’s public
service staff will be based outside London, and the BBC will spend more than
£1bn a year on programmes outside London, over a third more than today

* making special efforts to connect with the UK’s ethnic, disabled and other
minorities and to encourage members of these minorities to offer their talent and
energy to BBC programmes and services

Case study: Creative Archive

The Creative Archive would offer public access to archive television and radio
content over the internet. Some 53% of internet users already download content for
their own compilations. For the first time, the BBC will open up its programmes to the
public and make its content available to individuals and to families for learning,
creativity and pleasure, in partnership with other major public and commercial audio-
visual collections in the UK.

The Archive will establish a pool of high-quality content which can be legally drawn
on by collectors, enthusiasts, artists, musicians, students, teachers and others.
Users would be able to search for, view and listen to content — from clips to full
programmes — then download and manipulate content to create their own “derived”
products. Where exciting new works and products are made by users of this
material, the BBC will showcase them on its services. This facility will therefore
change the relationship between the BBC and its audience — from “passive”
watchers/listeners to “active” participants/co-creators.

1.3 The BBC'’s cultural outputs, activities and initiatives

The BBC’s cultural impact is felt across a number of fronts, through its role in:
» developing the culture of broadcasting

» providing universal access to culture

» creating new works

* supporting, promoting and encouraging creative talent

* investing in the creative industries

* training the broadcasting industry

» facilitating cultural events across the UK

» promoting UK culture overseas
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Examples of the BBC's activities in each of these areas are considered in the
sections which follow.

1.3.1 Developing the culture of broadcasting

Broadcasting is the dominant popular culture of our time, growing rapidly in its
significance over the last eighty years. The BBC has played a primary role in shaping
it as a cultural medium. It has been at the forefront of virtually every major
development in broadcasting in the UK — both technically and creatively.

For decades, radio was the BBC alone, and even now, with huge competition, the
BBC accounts for over half of all radio listening and the bulk of the diversity in the
marketplace. The BBC launched television in the UK and developed it alone for two
decades, latterly enjoying a healthy and beneficial competition for high quality
television with ITV and subsequently Channel 4 and Five. Later it pioneered the
development of colour television, nicam stereo and digital terrestrial television, just
as it did FM and stereo radio and now digital audio broadcasting.

In creative terms, the BBC has innovated throughout its history to help shape the
broadcasting media and the culture which flows from them. Programmes such as Till
Death Us Do Part and Absolutely Fabulous, and others without an explicit cultural
role, like Walking with Dinosaurs or The Blue Planet, and innovative children’s
programmes like Teletubbies, Tweenies and Fimbles have spread the boundaries
and possibilities of broadcasting, not only for the UK but for the world, and so had a
cultural impact. In many parts of the world, the BBC provides through the World
Service types of broadcast output which are still not otherwise available, including (in
addition to impartial news and current affairs) music, drama, arts and education.

Popular culture both encompasses broadcasting and is shaped by it. What appears
on the screen or through the radio becomes the topic of conversation in homes,
schools and workplaces everywhere. People feel they have a personal relationship
with iconic characters such as Del Boy and Basil Fawlty. They identify with dramas
which reflect the diversity of life across the UK — whether EastEnders, The Archers,
Grease Monkeys or Pobol y Cwm. They share in great sporting moments, such as
the FA Cup Final, Wimbledon and the Six Nations Rugby. And they adopt its
language and its trends, whether for garden decking on Groundforce or radiator
covers on Changing Rooms.

The history of broadcasting in the UK is to a large part the cultural history of our time,
and the BBC'’s role has been central and unmatched. For example, without the BBC,
The Hitchhiker’s Guide to the Galaxy would not have been commissioned and
become Britain’s third most popular piece of literature (according to the BBC'’s The
Big Read); UK audiences would not have been exposed to the music of Stockhausen
and his contemporaries; Dennis Potter would not be on the curricula for school
pupils; Meera Syal’s work would not be featured on Broadway; Richard Curtis would
not have given us Four Weddings and a Funeral.
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Broadcasting also helps shape and create other popular cultural forms. In particular,
popular music and comedy as we know them today can be seen as creatures of the
broadcast media, albeit with roots in other cultural forms and vehicles like traditional
song and the music hall. Whole new types of music, genres and forms of comedy
have been introduced by the BBC on radio and television, and countless stars have
had their first break or exposure through the BBC.

1.3.2 Providing universal access to culture

The BBC'’s cultural programming comprises a range of programme genres. Since
broadcasting itself is a cultural medium, almost any programming could in theory be
defined as “cultural”’. However, for the purposes of this submission, the BBC has
taken a narrower definition of programming with a distinctive cultural purpose or
impact. This embraces:

) music

) dance

) drama and theatre

) literature and poetry

) visual arts

) design, architecture and the built heritage

g) film

h) comedy

(a
(b
(c
(d
(e
(f
(
(

A detailed inventory of such cultural output is introduced at section 3.1 and attached
at Appendix A. The following is a summary only of the range of such output.
In each case the BBC aims, in the ways outlined, to:

» provide breadth and diversity of output, appealing to a range of audiences, and in
particular to attract new audiences to cultural content

» provide depth of coverage and output, providing access to the full richness of
world cultures and helping people make cultural journeys of discovery

» represent different cultures, traditions and languages around the UK, and minority
as well as majority communities of interest

» promote talent, in particular new UK talent

* make a distinctive contribution to the cultural marketplace, going further than
other broadcasters and complementing what others provide

(a) Music

The BBC showcases and supports the widest range of music of any broadcaster. Its
output includes:

» contemporary popular music, from Radio 1 to Top of the Pops

* iconic popular music on 6 Music

+ content from and for ethnic minorities on 1Xtra and BBC Asian Network
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» classical, jazz and world music on Radio 3
» television events such as Die Fledermaus from Glyndebourne

* music from around the UK, showcased on local and nations’ radio

Radios 1 and 2 operate in a highly competitive market for popular music. However,
they are clearly distinct from the rest of the market in several key respects:

» Both play a broader spectrum of music than other stations:

0 47% of Radio 1’s playlist features UK artists, 44% of its output is specialist
music, and it plays a more even mix of genres than competitors, including
Rap, RnB, Drum&Bass, Reggae, Asian, Indy, Metal, Nu Punk among others

o In arecent sampled week, over 1400 songs were played on Radio 2, about
three times as many as Capital, Heart 106 and Virgin FM. Two-thirds of Radio
2’s output was not played on any of six other sampled stations. It plays a huge
range of genres, from gospel to jazz, pop, blues, folk and rock and roll.

* Radio 1 is committed to supporting new music, and much of the music it plays is
pre-release. When a recording ceases to become unique to the Radio 1 playlist
the number of airplays declines.

* Live music is a central and regular feature of both networks:

0 In 2003, Radio 1 played 130 hours of live or specially recorded music and 285
of outside broadcasts including the Glastonbury Festival, One Live and The
Essential Mix tour.

o During the last sampled week, Radio 2 played 73 live tracks, while six of its
competitors played only 15 between them. The Live and Exclusive concerts
feature great artists performing in small venues to an invited audience. REM
gave one recent performance, while another highlight was Van Morrison
performing in a small hall in Wiltshire .

0 Radio 2 broadcasts live from a number of music festivals around the UK — for
instance, the Cheltenham Jazz Festival, the North Sea Jazz Festival,
Montreux, the Cambridge Folk Festival and the Sidmouth Festival.

The BBC’s coverage of and support for classical music is quite simply unrivalled.
There is no commercial equivalent to Radio 3. The only commercial classical music
station, Classic FM, plays popular hits from a limited playlist and invests little in new
or live music, broadcasting no more than three concerts a year. By contrast 50% of
the music broadcast on Radio 3 is live or specially recorded, featured daily in
programmes like Afternoon Performance, The Lunchtime Concert and Performance
on 3. The station commissions more new works than any other body in the world,
from 250 composers in the last five years alone, and these commissions figure
prominently in its output. Over 300 orchestral concerts will feature in the output in the
coming year as well as 150 chamber concerts and live opera performances from the
Royal Opera House, Glyndebourne and the Metropolitan Opera in New York. Radio
3 will also broadcast from festivals across the UK, including Aldeburgh, Cheltenham,
Bath and Edinburgh.
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BBC Local Radio can play an important role in promoting local musicians. For
example, BBC WM has a Saturday night slot, The Talent Factory, which showcases
new musical talent from across the West Midlands. This programme boasts a
number of success stories where artists have secured recording contracts directly as
a result of being featured on the show.

Radio in the nations plays a key role in supporting local musical genres. A distinctive
feature of Radio Scotland’s music output is its commitment to reflecting Scotland’s
own musical traditions, discovering and showcasing emerging Scottish talent and
establishing both Scotland’s musical heritage and its current scene within a global
context, including a weekly piping programme that includes specially recorded
material from the World Pipe Band Championships.

The BBC also broadcasts a range of music programmes on television, including The
BBC Proms, Later...with Jools Holland, a regular BBC Two slot featuring live
performances, BBC Three’s coverage of Glastonbury and its music documentaries
like Blood on the Turntable (the story of The Stone Roses), and world music and a
mix of live performances on BBC Four. BBC Three is also playing a part in bringing
new audiences to classical music: Flashmob — The Opera recently struck a chord
with the public by involving rush-hour London commuters in an opera performance.

(b) Dance

The BBC commissions and broadcasts a range of dance programming — from
documentaries about the young dancer/choreographer Akram Khan to performances
by leading French ballerina Sylvie Guillem. Representing diversity is a key aim. The
last dance season on BBC highlighted the work of young European choreographers,
the Paul Taylor company from New York and Tai-Chi from the Cloud Gate Dance
Theatre of Taiwan, alongside great classical ballets by The Royal Ballet, The Kirov
and other major international companies.

The BBC aims to make dance as accessible as possible — the finale of the recent
Strictly Come Dancing drew an audience of 9 million by bringing together celebrities
and bona fide ballroom experts. Transmissions such as Swan Lake and Cinderella
have used narration to engage with children but also appeal to the cognoscenti.
Other programmes help demystify and explore dance, such as The Dancer's Body
and Dance Film Academy, which follows a team of dancers, film-directors, musicians
and choreographers as they make a dance film for television.

The BBC is also playing a part in the development of new productions. In a recent
initiative it plans to co-commission a major new ballet with The Royal Ballet which
will premiere on BBC Two. The BBC’s commitment to commissioning and developing
contemporary dance through long-running successes like Dance for the Camera,
has supported the development of contemporary dance in this country over the past
15 years, and helped it to reach new audiences.
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(c) Drama and theatre

The BBC'’s strategy for television drama is to offer a distinct mix across different
channels, find new stories which resonate with audiences, look for new ways to tell
stories, and nurture on and off-screen talent.

The BBC offers a wide range and depth of dramatic television output — from
contemporary settings such as the RTS Award-winning This Little Life and Spooks,
through costume dramas which show aspects of UK society in history, such as He
Knew He Was Right, or reinterpreting the messages of our greatest historic literature
for the modern age, as in Canterbury Tales. Across all types of dramatic output, the
BBC aims to make a distinctive mark — whether through the fresh approach of
Waking The Dead, the social and contemporary topics covered in Holby and
EastEnders, a bold approach to a period drama such as Charles I, or the ambition
and courage to tell stories such as Holy Cross, England Expects and The Dirty War.

Drama is a powerful tool for connecting local audiences across the nations of the
UK, as well as offering important opportunities to writers and actors — for example
River City, a peak-time popular drama format for Scotland. Among the considerable
proportion of S4C’s 38 welsh-language hours produced by BBC Wales is its highest
rated series, the drama Pobol y Cwm. BBC Wales also produces Belonging — a
contemporary long-running drama set in South Wales.

Audience appreciation for television drama continues to rise. Audience research
shows the results of new investment in BBC One drama since 1991 (see 1.3.2).
While in 2000 BARB data showed that BBC One broadcast just one out of the 20
most popular dramas on UK television, in 2003 it was responsible for five of them.
Additionally, research® shows that in early 2002 BBC One overtook ITV1 as the
channel considered by the public to be the best for drama.

Television broadcasting of stage drama includes jewels in the UK’s cultural crown
such as BBC Four’s broadcasting of Richard Il from Shakespeare’s Globe Theatre,
and coverage of the Edinburgh Festival.

This year, CBBC will produce some 650 hours of original drama programming,
providing 6-12 year olds with content which is relevant and accessible to them,
including The Story of Tracey Beaker and Shoe Box Zoo, while CBeebies has
introduced Balamory, the first true drama for children under six.

The BBC’s commitment to radio drama is truly unique, and quite literally keeps this
genre alive. Radio 4’s The Archers is by a long way its most popular drama,
achieving a total audience across the week of 4.5 million. But beyond this, every
year it broadcasts over 1000 hours of drama, including a different play every
afternoon, of which at least a quarter are from writers new to radio. Shelagh
Delaney, Wole Soyinka, Lynn Truss, Alan Plater, John Banvill, Corin Redgrave,
Charlotte Jones and Mark Haddon are just some of the celebrated writers to
contribute Afternoon Plays.

3 Pan-BBC Tracking Survey
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Radio 3 has a unique commitment to broadcasting longer form drama including
original commissions, adaptations, contemporary stage plays and full-length
productions of the classic. It not only commissions substantial new works from
established writers like John Arden and Howard Barker but also gives emerging
writers the chance to develop dramas on a more ambitious scale. Among
adaptations for radio, M, adapted by Peter Straughan from the original Fritz Lang
screenplay, won the Best Adapted Drama prize at the 2004 Priz Italia.

New productions of modern and classic stage plays showcase the whole history of
the theatre from established classics such as Volpone to lesser well known pieces
such as the first English murder thriller Arden Faversham to modern landmarks like
Edward Albee’s Who'’s Afraid of Virginia Woolf? Over the last 5 years Radio 3 has
also broadcast 19 new productions of Shakespeare.

Radio versions of contemporary stage productions are an important part of the
network’s rich mix of drama, when radio production teams work with the same cast
and often with the original director. Recent examples include Crime and Punishment
in Dalston from Arcola theatre in Hackney, EImina’s Kitchen and The Permanent
Way, originally produced at the National, and Nathan the Wise from Chichester
Festival theatre. In this way Radio 3 showcases to a UK audience some of the most
significant new theatre productions of any year.

The relationship between radio drama and the stage is not one way. Not only do
many writers move between the different forms but a number of plays originally
commissioned for radio have later had a life on the stage. Last year, for example,
David Greig’s Outlying Islands was produced at the Traverse Theatre in Edinburgh
after its origination on Radio 3.

Alongside this commitment to longer form drama, Radio 3 also commissions more
challenging shorter works in its monthly series, The Wire. This enables writers to
develop their creative voices and experiment in form or theme.

In the nations, Radio Scotland, Radio Wales and Radio Ulster carry their own drama
series, and the nations also supply radio drama to Radios 3 and 4.

(d) Literature and poetry

Radio 4 plays an important role in promoting literature, poetry and reading:

» It broadcasts a regular stream of book adaptations, including over 280 hours of
readings alongside dramatisations. Between 1999 and 2005, more than 420
books have been presented.

» Daily programmes include The Afternoon Play, Book at Bedtime and Woman’s
Hour, with weekly programmes such as The Classic Serial and Saturday Play. As
well as popularising the works of living authors, these programmes preserve and
promote the UK’s literary heritage.

* In an innovative move, on Boxing Day 2000, Radio 4 FM devoted eight hours to
Stephen Fry’s reading of Harry Potter and the Philosopher’s Stone. This brought
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in three million listeners, of whom over half were children, and 11% stayed tuned
in for the entire reading.

» Regular programmes which bring literature and poetry to the public include
Poetry Please, A Good Read, where books are discussed by a studio panel,
Open Book, a magazine programme, and Book Club, which brings together a
group of listeners as a virtual book club to discuss a book with its author.

In addition to Radio 4’s output, readings and dramatisations from the BBC’s archives
are featured on BBC 7. The Verb on Radio 3 celebrates the creative use of language
across forms of writing and performance, and Radio 3 has appointed a Poet in
residence, Mario Petrucci, who will appear on air, online and at public events to offer
insight into performances from a fresh perspective.

The only other national radio station in the UK to showcase literature is the
commercial digital station Oneword, built largely around the broadcast of
commercially-available recorded book readings and stories for children.

Whine Gums is an innovative poetry programme aimed at young adults on BBC
Three, in which poets read their own works in various locations.

The Big Read programmes, which invited viewers to choose the UK’s favourite book,
were broadcast on BBC Two on nine consecutive Saturday evenings in a primetime
slot, 9pm to 10.30pm (see box).

Dramatisations of classic literature on both television and radio play a big role in
building public interest in them. Dramas such as Middlemarch and Pride and
Prejudice have consistently stimulated a significant increase in sales of the book.

Case study — The Big Read

Alongside the BBC Two programmes, the BBC worked with the National Literacy
Trust (NLT), The Reading Agency and Booktrust and commercial book retailers to
greatly extend the reach and impact of this project. The NLT helped connect the
project to formal education — 45,000 teacher’s packs were downloaded from the Big
Read website. The Reading Agency ensured that all of the UK’s 4,200 public
libraries signed up to support the project. The Little Guide to Big Reading, developed
with Booktrust and providing practical advice on setting up a book group, was
downloaded by 110,000 people.

The project encouraged many thousands of people throughout the UK to explore
literature. Among the direct effects of the initiative was the first ever national
database of reading groups, with over 2,000 groups registered; the creation of
readers-in-residence with a number of new groups, including commuters on the
Newcastle Metro, diners and staff at a Bradford curry house and a group of
homeless people in Belfast; as well as events in schools, colleges, learning centres,
libraries, prisons and clubs. Library borrowings of the top 21 books soared and sales
increased by an average of over 500%.
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(e) Visual arts

The BBC'’s strategy is to make the broadest possible range of programmes about the
visual arts, from both an art historical and contemporary perspective, available to the
widest possible audience and given prominence in the schedules. Programmes are
often made in conjunction with off-air initiatives in order to encourage engagement
with the visual arts beyond the life of the programme.

On television, different channels play different roles. BBC One aims to attract
viewers who may have had no or little previous contact with painting by using
popular enthusiasts such as Rolf Harris to present family-orientated programmes like
Rolf on Art and Star Portraits. Landmark programmes offer accessible narratives to
introduce art history to a broad audience, such as Leonardo or Michelangelo.

More discursive or authored work offering a range of debate for a more informed
audience is available on BBC Two and BBC Four. Here the voices of world-class
authorities such as Robert Hughes and Simon Schama can be found as well as
authors with significant critical profiles such as Andrew Graham-Dixon.

Contemporary art is represented across all channels, either as part of BBC One’s
strand Imagine (The Saatchi Phenomenon), as authored programming on BBC Two
or BBC Four — Robert Hughes’ New Shock of the New or Ben Lewis’s Art Safari — or
as a direct commission from a leading contemporary artist on BBC Three, as in
Tracey Emin’s feature film Top Spot.

The BBC is able to give space to a wider range and greater depth of arts
programming than other broadcasters. BBC Two alone broadcasts a greater volume
of visual arts programming than any terrestrial commercial channel, much of it in
peak time. Whilst BBC One’s Imagine strand and BBC Two series offer the kind of
specialist approaches to visual arts also found on C4’s The Art Show and ITV1’s The
South Bank Show, the BBC is also able to give prominence in the schedule to
mainstream treatments or the visual arts in order to introduce new audiences to the
subject, eg Rolf on Art, Star Portraits and Leonardo. Among other public service
channels, Five has also recently achieved success with a similarly mainstream
approach to visual arts subjects, though necessarily to a smaller audience.

On Radio, Radio 3 has a long tradition of broadcasting in-depth documentaries on
the visual arts. Recent examples include Sunday Features on Titian, Dali, Brancusi
and Donald Judd. Local and nations radio plays an important role in keeping local
audiences up to date with cultural events like exhibitions, from Radio Scotland's Arts
Show on every weeknight to Radio Ulster's Arts Extra.

(f) Design, architecture and the built heritage

The BBC aims to provide coverage of design, architecture and built heritage in order
to raise public awareness of the built environment both in the UK and abroad. This
includes programmes about architectural history, approached either via biography,
such as BBC One’s Wren, or via building analysis, as in BBC Two’s Britain’s Best
Buildings.
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The BBC is also committed to coverage of conventional and alternative
contemporary design with magazine programmes such as Dream Spaces and series
such as Guerrilla Spaces, which looks at housing alternatives for young and poor,
both on BBC Three.

The BBC employs a range of voices to engage different audience groups with this
wide programming offer from Robert Hughes to Dan Cruikshank, Jonathan Meades
and Charlie Luxton.

In 2003, Radio 3 launched a new focus on architecture and the built environment,
with Architecture on 3. This continuing season has included documentary profiles
and extended interviews with major living architects such as | M Pei, Renzo Piano
and Oscar Niemeyer, public debates on the value of architecture and the impact of
Prince Charles’s views, and interactive engagement with listeners’ architectural
passions and opinions on air and online. The broadcasts are supported by a website
including an archive of programmes and features.

The BBC'’s portfolio of channels and stations plus substantial interactive and online
support means it has uniquely been able to mount campaigns such as Restoration.
No other broadcaster has been able to support a campaign such as this on so many
platforms and at both a national and local level.

No other public service broadcaster dedicates the volume of programming to this
genre and thanks to our range of services the BBC is able to offer a wider variety of
programme approaches than other broadcasters.

(g) Film

The BBC produces, acquires and broadcasts a wide range of films and film
programmes across its TV, radio and internet platforms.

The BBC has a continuing, substantial and serious commitment to the British film
industry. Nurturing UK film talent and supporting the film industry, alongside
including film among the mix available to licence fee payers, makes a significant
contribution to the BBC’s public value goals.

The BBC invests in films which reflect UK culture and BBC Films has a record of
critical and box office success: Recent highlights include Billy Elliot (2000), Iris
(2001), Dirty Pretty Things (2002), In This World (2002), Sylvia (2003) and Hanif
Kureishi’'s The Mother in 2004. This investment has continued while other
broadcasters have retreated from supporting UK film.

The BBC also acquires and broadcasts films which complement BBC's drama output

and bring range to the schedule, whether the high production values of US movies,
home-grown UK films or the cultural diversity of world cinema on BBC Four.
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Audience research shows that film continues to be one of the most highly valued of
all genres on television®.

Seasons such as those featured on BBC Four’s World Cinema and Discoveries
brands provide audiences in the UK with the best in foreign feature films. Without
this broadcast space and investment, many of these films would never be seen by
UK audiences and are an important window into other cultures.

Programmes like Film 2004 (BBC One), DVD Collection (BBC Four), Back Row
(R4) and The Green Room (R2) are good examples of programmes that review
film and provide features on directors, actors and other aspects of the film
industry, while bbc.co.uk/film remains a valuable resource of information and
insight into film for UK audiences. From next year, short films will find a new
home via the website, with the launch of The Film Network, a project developed
in partnership with the UK Film Council.

As part of the Charter Review process, and in the light of what is happening in
the rest of the media marketplace, the BBC is taking a deep and wide ranging
look at its film strategy, covering film acquisition and funding for film production
as well as its overall approach to supporting UK film. The BBC will seek to apply
the public value test framework to decision on film acquisitions, so ensuring that
the wider public value of showcasing UK film is properly assessed. The UK Film
Council will continue to be a close partner as the BBC develops its strategies.

(h) Comedy

The BBC is committed to creating new comedy programmes that encapsulate the
spirit of the British people as is the BBC. The recent success of both Absolutely
Fabulous and The Office domestically and on the international stage is well known,
but they are just two of a host of comedy programmes in recent years that have been
distinctive and brought writing and performing talent to the fore — other examples are
The League of Gentlemen, Marion and Geoff, Nighty Night and Grass.

The BBC's role, both on radio and television, is particularly important in sustaining
UK investment, promoting new writing and supporting a pool of talent. The evidence
suggests that other broadcasters are wary of investing significantly in domestically
produced comedy. Comedy is perceived as risky and expensive, with the result that
commercial incentives tend to push other broadcasters to invest in safer and less
risky programming.

On radio, Radio 4 is the creative incubator for new comedy talent in the country, with
a half-hour programme each evening providing many up-and-coming comics with the
chance to refine their talents and experiment with new comic formats. The network
provided over 300 hours of original comedy during 2003/04, including The Now
Show, The Sunday Format and The Mighty Boosh.

* OFCOM’s Phase 1 Report on Public Service Television Broadcasting (2004)
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Many programmes that subsequently go on to achieve success on television cut
their teeth on Radio 4. This is a long tradition, involving programmes such as
Hancock’s Half Hour and The Goon Show, but recent examples include Dead
Ringers, Little Britain, Absolute Power and 15 Storeys High. Radio 4 is the network
that gave the nation Alan Partridge. Investment in breeding grounds like the
Edinburgh Festival and clubs and comedy festivals around the country means that
many new comic talents are given a chance to broadcast nationally.

The BBC believes that it is important to help comedy talent develop across different
media platforms, nurturing and growing both talent and formats. Alongside Radio 4’s
important role, BBC Three has also recently provided a space for innovation, with the
development of Monkey Dust and 3 Non-Blondes among other programmes.

Radio services in the nations and local radio in England showcase new comedy,
develop new formats and nurture new talent, with some of this talent transferring to
both regional and network television. For example, on weeknights, BBC GMR airs a
live showcase of Manchester comedians.

On television, while there is some outstanding comedy on channels such as Channel
4 and ITV1, they screen far less UK-originated comedy than the BBC. Over the past
three years, Channel 4 has shown the highest number of hours of comedy among
terrestrial broadcasters, but approximately 83% of this was acquired from US
broadcasters. Of the combined 350 hours of BBC comedy programming, less than
19% is imported material.

Importantly, the UK television audience overwhelmingly chooses the BBC and UK
comedy when given the choice. Friday night is a good example of this trend, when
Channel 4 plays mainly acquired US programming. While there is a cult following for
US comedy, the most popular comedy is UK-made and shown on BBC One.

Top Comedy Titles in The Friday Night
Comedy Zone 2003 (ranked by millions)

My Family BBC1 8.3 35
Absolutely Fabulous BBC1 6.6 28
My Hero BBC1 6.4 29
All About Me BBC1 5.8 25
The Big Impression BBC1 5.7 25
Lenny Henry in Pieces BBC1 5.2 22
Eyes Down BBC1 4.3 20
Friends Ch4 3.9 16
Trevor's World Of Sport BBC1 3.1 15
Sex and the City Ch4 27 14
Will and Grace Ch4 2.5 11
Scrubs Ch4 19 10
The Book Group Ch4 1.8 8

Audiences say that BBC One is the best channel for British situation comedy and
alternative comedy and sitcoms®. Every decade has had its defining comedy from
the BBC. The most popular contemporary comedy is My Family, which regularly

> Pan-BBC Tracking Survey data
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achieves over 9 million viewers®, and which appears in the top 20 most memorable
programmes on any channel for 2003’

Comedy also plays an important part in the BBC’s television offerings in the nations,
where programmes such as Chewin’ the Fat and Still Game in Scotland and Give My
Head Peace in Northern Ireland are among the most popular BBC programmes.

Entering its fourth season on CBBC, the situation comedy Kerching! continues to be
a firm favourite among a young audience, following the life and times of a black
family living in London.

1.3.3 Creating new works

Throughout its history, the BBC has aimed to make a cultural impact by providing
practical support, stimulation and patronage for creative people and to sustain and
promote UK culture in all its forms. Had the BBC not existed, the UK would have
been the poorer culturally:

* Over 85% of the BBC'’s television output, including cultural programming, is
commissioned by the BBC rather than acquired.

* From Dylan Thomas to Alan Ayckbourn and Timberlake Wertenberger, from
Elgar to Franz Ferdinand, generations of artists have been supported in their
early years by the BBC.

» Radio 3 is the biggest commissioner of new music in the world, commissioning
250 different composers over the last five years. See case study in Appendix C.
The BBC also commissions new music for drama and other output.

» Without the BBC, the UK’s tradition of original writing for radio would long since
have died. Last year alone, Radio 4 commissioned 350 new plays and 300 hours
of original comedy.

* Under Milk Wood, Shadowlands, Truly Madly Deeply and Pennies from Heaven,
all started life as BBC commissions.

» The BBC funds six musical performing groups of its own (see box on next page)

» The BBC took over responsibility for The Proms in 1927, continuing to promote
Sir Henry Wood’s ideals in giving the UK the world’s largest festival of classical
music. Some 73 orchestral concerts and eight chamber concerts have been
presented over an eight-week period this year. See case study in Appendix C.

Through its very existence as a significant national institution, the BBC has sought to
leave a cultural mark on its surroundings. London’s Broadcasting House was
commissioned in 1928 as the first purpose-built radio production centre. Opened in
1932 it became an iconic building of its time, decorated with sculptures by Eric Gill.
The equally iconic and instantly recognisable Television Centre in West London
includes a giant foyer mural by John Piper.

® BARB, 2004
" Ipsos Quest
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After leaner years in terms of the cultural impact of its buildings, the BBC has
recently reaffirmed its obligation to commission good architecture. The BBC aims
through its property strategy to enhance the environment and stimulate creativity and
interaction. Examples include its redevelopment of Broadcasting House, the erection
of new landmark headquarters in Glasgow, Cardiff and Birmingham, and the creation
of the Media Village, an award-winning and publicly accessible development at
London’s White City. Alongside these developments, the BBC continues to pursue
its tradition of commissioning public art: the Media Village includes a mural by
Japanese artist Yuko Shiraishi, an art wall by Simon Patterson and an innovative text
and landscape project on which Poet Laureate Andrew Motion and graphic designer
John Morgan collaborated.

Case study: BBC music groups

The BBC’s funding of six music groups contributes to the accessibility of symphonic
and choral music around the UK.

The BBC National Orchestra of Wales is the only symphony orchestra in Wales. The
BBC Scottish Symphony Orchestra performs in venues across Scotland, including
Stirling and Ayr. Both it and the BBC Philharmonic have recently performed in
concerts on the Isles of Orkney. Alongside the BBC Concert Orchestra’s role in
taking accessible symphonic music to more local venues, the BBC Symphony
Orchestra’s diverse range of venues last year included the Brixton Academy.

The BBC also part-funds the Ulster Orchestra to the tune of £600,000 a year. In
return the orchestra not only fulfils concert and broadcasting functions for the BBC,
but also helps coach aspiring young musicians.

Together with the BBC Singers, these groups employ over 420 performing musicians
and they will be undertaking a total of 415 concerts in the course of the coming year.

Each of the BBC’s groups employs education officers who are engaged in bringing
new audiences to live music. This has led to connections being made with cultural
groups not normally drawn to classical music, such as the Chinese community in
Manchester and the Somali community in London’s Bethnal Green, and new music
being created with them. In another BBC orchestra scheme, Supermarket Symphony
had shoppers involved in live music-making in the aisles of a supermarket. In all in
2003/04, the BBC’s music groups, together with The Proms, ran 350 educational
events attended by 27,000 children, teenagers and adults.
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1.3.4 Supporting, promoting and encouraging creative talent

The BBC has a special responsibility to identify new talent, and to nurture and
support the best creative talent.

This responsibility encompasses:

* Nurturing writers, artists and performers

o

The BBC has the greatest commitment to new writing of any organisation in
the UK. Every year the BBC writersroom initiative invests £700,000 in the
development of new writers — see case study in Appendix C.

Radio 4 is the major commissioner of new writing in the UK, from new as well
as established writers. Across both drama and comedy it aims to develop new
performers and help established ones develop their careers. Many Radio 4
comedy formats and writers subsequently transfer to television.

Between April 1998 and June 2004, Radio 4 commissioned 1,562 Afternoon
Plays from 827 writers. These included 247 writers who had never received a
radio drama commission before. Of these, just under half received a second
commission and 18 subsequently worked on other Radio 4 drama projects.

With the Royal Philharmonic Society, Radio 3 is responsible for Encore, a
season of works that have not been played since their first performance.

The new digital radio services 1Xtra and 6Music both focus on artists and
bands currently receiving little or no support elsewhere. 1Xtra has been
credited by music professionals with transforming the contemporary black
music scene by its support of UK artists.

Long-running BBC drama series like EastEnders and Doctors provide
valuable opportunities for a range of new, emerging writers and directors to
gain experience.

The BBC’s investment in CBeebies and CBBC provides opportunities for
creative talent to continue a strong UK tradition of children’s programming
across a wide range of genres including pre-school storytelling and drama and
arts for older children.

The Asian Network has recently launched the first Asian soap, which is
providing an important new outlet for Asian actors and writers.

» Supporting young musicians and emerging musical talent

o Fame Academy provided on-screen encouragement of a few young artists,

but off the back of the programme the Fame Academy bursary scheme has so
far raised £2.7m for purchasing musical instruments and establishing
educational awards for young people throughout the UK. See case study in
Appendix C.

In recent years Radio 1 helped launch the careers of artists such as Coldplay
and Ms Dynamite. Mercury Award-winning band Franz Ferdinand received
their first radio play on BBC Radio Scotland and performed their first session
on the station. At the Awards, the band gave an exclusive interview to
presenter Vic Galloway, saying that the station had “made it possible”.

28



o Radio 1 offers a comprehensive online advice and information service, One
Music — see case study in Appendix C — and operates One on the Road, a
mobile interactive forum in cafés in towns and cities across the UK.

0 Radio 3 runs the New Generation Artists Scheme, helping young musicians in
their early career. Twelve artists or groups are currently on the scheme.

0 British composers such as James MacMillan and Mark-Anthony Turnage
received support from the BBC in the early stages of their career that was
crucial to their success.

Providing broadcast opportunities for stage actors / writers

o By employing performing artists and writers on broadcast projects, the BBC is
providing valuable support in their professional lives. Without such
employment, many would not be able to afford to work on the stage or in the
concert hall for their rest of their working year.

o BBC radio drama production in the nations, for both network and the nations’
own radio stations, is a particularly important outlet for actors and writers in
Scotland, Wales and Northern Ireland.

Supporting competitions, awards, workshops and masterclasses

o Radio 2 runs Sold on Song, an on-air and online initiative designed to help
new and aspiring songwriters develop their craft, supported by workshops
across the country. A recent competition attracted some 17,000 entries, all
new songs written by fledgling songwriters across the UK.

o Radio 2 has had a policy of promoting under-exposed or neglected genres in
particular, through periods when they have been virtually ignored by other
broadcasters:

* The Radio 2 Folk Awards and the Young Folk Awards are a weekend
event involving masterclasses and tuition as well as awards. Folk music
has long been outside the commercial mainstream, and these celebratory
events bring together artists and recording companies, renewing
confidence and raising the profile of the genre at a time when others shun
it.

*  The network also supports the Young Chorister of the Year and the
Young Brass Player of the Year.

o Radio 3 is the broadcast sponsor of the British Composer Awards in
partnership with the Performing Rights Society.

o BBC Wales created and continues to run the BBC Singer of the World.

o In February 2004, Radio 4 held four workshops in Leeds, Liverpool,
Manchester and Birmingham, bringing together new performance poets to
create spoken word pieces for radio. One writer from these workshops has
now been commissioned to create a full length work.

o The Music Live Festival in Northern Ireland in 2004 (see section 1.3.7)
included community music projects and education initiatives, as well as
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masterclasses in rock and pop, jazz and traditional and classical music, and a
new talent initiative.

* Promoting media skills

o The BBC works with 35 media organisations around the UK and is helping
over 500 young people to fulfil their potential by offering them training and
mentoring in media skills, often with staff working on attachment to share their
skills with others — for example, Television for Young People (TVYP), the
educational arm of the Media Guardian Edinburgh International TV Festival,
with which the BBC has worked closely for several years, now supporting a
new TVYP At Work scheme offering young people 6 month trainee
placements in the industry; and Youth Culture Television (YCTV), a charitable
organisation open to young people between the ages of 11 and 20.

o In the nations and regions, BBC Open Centres and Buses have provided
many people with their first hands-on experience of media technology.

o Overseas, one of the aims of the BBC World Service Trust is to help build
media expertise within developing countries, developing the capacity of local
and national media and providing training in media skills, both in journalism
and in technical disciplines.

1.3.5 Investing in the creative industries

The BBC makes a major direct investment in the creative life of the UK. It aims to be
the most creative organisation in the world, promoting creative excellence and

innovation. It sits at the centre of the UK creative industries, employing more actors,
directors and writers and other creative artists than any other organisation in the UK.

The unique level of investment in new programming which the licence fee allows
raises the bar for creativity in broadcasting and online throughout the UK. As a direct
result of this, the UK has the highest spending per head on new programming of any
country in the world. The BBC supports the UK creative industries through sustained
investment across all genres of programming, and innovates to create new genres —
investing in writers, actors, performers, entertainers, directors, composers, designers
and people in all other creative media disciplines.

The BBC can take creative risks in ways which other broadcasters will not, whether
with new talent or with new forms of programming. The scale of the BBC’s support
for the UK creative industries and its ability to form powerful partnerships with others
sustains particular types of programmes which simply would not otherwise be made
in the UK — major natural history programmes on the scale of Walking with
Dinosaurs, events such as Dunkirk or cultural coverage such as the John Cage
weekend at the Barbican on BBC Four and Radio 3.
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Beyond its own walls, the BBC seeks to ensure that its output reflects the very best
of creative talent, wherever it can be found, promoting the wider creative industries:

* Alarge proportion of the licence fee goes to support creativity outside the BBC, in
all parts of the UK, amounting to nearly a billion pounds in 2002/03:

o In the last financial year the BBC worked with more than 230 external
producers in television and radio, increasing its investment by £62m to a
record total of £319m.

o Freelancers also make a vital contribution to the BBC’s content production,
the BBC working with up to 10,000 writers, directors, actors and other
creative artists.

o0 Radio 4 alone last year provided employment for 1,500 actors, while half of
the total spend on providing Radio 3’s output total budget goes directly to
musicians, composers, actors, writers, performing groups, concert venues
and festivals — some £26m a year in total — and much of the rest is indirectly
spent outside the BBC.

» The BBC aims to spread its investment in cultural content widely. For example, of
around 200 new Afternoon Plays commissioned by Radio 4 in 2003/04, only a
third were produced by the BBC in London, the rest coming from independent
producers and from nations and regions beyond the M25.

 The BBC continues to invest in UK films. In the past 18 months alone BBC Films
has invested in 13 films, all of which will be seen by a wide audience on BBC
Television. The BBC pursues a strategy for uncovering and developing film-
making talent and has provided big-screen directorial debuts for, among others,
Lynne Ramsey, Dominic Savage, Francesca Joseph and Pawel Pawlikowski.

« BBC Worldwide’'s commercial activities also benefit UK creative talent. Over the
past five years its payments to writers, musicians, actors and other talent has
totalled £337m, half of which relates to activities overseas.

The BBC'’s role in nurturing and investing in creative talent has both a creative and
economic benefit beyond the BBC or its programmes. Actors, writers and directors
who started their working life with the BBC move into theatre and film, and often
spend the rest of their careers working across the boundaries of these media. For
example:

» Paul Abbott and Lee Hall both began their broadcasting careers as drama writers
for Radio 4.

* Ridley Scott started out as a set designer for the BBC before moving into
direction, and worked on programmes such as Z Cars.

The economic impact of the BBC’s cultural investment is felt in all parts of the UK —
see box on next page.
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Case study: Economic impact around the UK

A study of BBC Wales carried out by the Glamorgan Business School in October
2003 revealed it as a major player in the Welsh economy. With permanent broadcast
centres in Aberystwyth, Bangor, Carmarthen, Mold, Swansea and Wrexham, as well
as Cardiff, it is a significant purchaser of labour, goods and services as well as the
provider of broadcast output. BBC Wales is estimated to have spent over £117m in
2002/03, generating a further indirect spend of £45m in Wales. At the same time the
BBC directly employed 1,299 people, and the associated spending created or
supported more than a thousand further jobs in Wales, spread across all sectors of
the economy.

Using a different methodology, a study conducted by EKOS on BBC Scotland
underlined the fact that the doubling of its income over the past five years resulted in
an output of £177m to the wider Scottish economy. Since 1998 direct BBC
employment has increased by 44% to 1,442 — generating the equivalent of 3,500 full-
time jobs in a wide range of companies across Scotland’s creative and programme-
making sector.

1.3.6 Training the industry

The BBC has a vital and continuing role to play in helping to train the UK’s future
media talent and ensure excellence in media production. It is the UK’s biggest
investor in broadcast training.

» Last year BBC Training & Development delivered 37,858 training days for 22,000
people both within and outside the BBC, in a total of 3,814 separate courses.
Much of this training was customised to meet the specific needs of the client.

» The BBC supported 400 trainees in over 70 schemes across the whole range of
BBC operations. Over 2,000 people applied for each production traineeship that
the BBC was able to offer, as these are seen as the gold standard for production
training in the UK.

» Some 25,000 people accessed the BBC’s online learning modules during 2003
and consumed over 55,000 hours of learning. In the last year, the BBC honoured
a commitment to the industry by providing free online learning for freelancers as
the first stage of the development of a learning portal for the broadcast industry.

» The BBC gives a core grant to the National Film and Television School of
£450,000 a year, and a further £425,000 to Skillset, the sector Skills Council for
the audiovisual industries. Eight smaller organisations ranging from the Actors’
Centre to Yorkshire Media Training also receive vital cash support from the BBC.

For further detail, see case study in Appendix C.
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1.3.7 Facilitating cultural events around the UK

The BBC stages or supports cultural events across the UK. Although often given
wider exposure through the BBC’s broadcast services, they go “beyond the
broadcast”, providing for many people a rare opportunity for diverse cultural
experiences at first hand. For example:

» The BBC'’s five orchestras and the BBC Singers support the continuing tradition
of symphonic music throughout the UK. See box on page 28.

 BBC Wales is heavily involved in the staging of the annual National Eisteddfod,
with wall-to-wall coverage broadcast on BBC Radio Cymru and other services.
BBC Scotland plays an important part in supporting Hogmanay celebrations.
Radio 4 regularly participates in and broadcasts from festivals around the UK —
including the Belfast Festival, literary festivals in Oxford, Cheltenham and Hay-
on-Wye, and the Edinburgh Festival.

» The BBC Proms concerts attract a broad audience, by ensuring the greatest
possible variety of programmes across more than 70 concerts, maintaining an
informal setting and keeping the cost as low as possible: the price of a standing
ticket is only £4 — see case study at Appendix C.

» Access to classical music around the UK is encouraged through Proms in the
Park, while Music Live takes a major music festival to a different part of the UK
each year (see box). Both Making Tracks and Discovering Music on Radio 3 are
now supported by live concerts given by the BBC’s performing groups across the
UK, designed to introduce new young audiences to live music.

* One Big Weekend is a two-day BBC event staged in a different part of the UK
each year. This year held in Perry Park, Birmingham in September, it brings
together world class DJs, live acts and bands.

Case study: BBC music events — Proms in the Park and Music Live

Proms in the Park were initially conceived to meet the huge demand for tickets to the
Last Night. In 1996 around 15,000 people attended the first BBC Proms in the Park
concert in Hyde Park. This has grown into a UK wide celebration of popular classical
music. By 2003,100,000 people attended five concerts across England, Scotland,
Wales and Northern Ireland. More than 20 hours of these concerts were broadcast
on over ten BBC services, with performances involving more than one thousand
musicians. Concerts are either free or priced in a way which makes them as
accessible as possible.

There have been eight BBC Music Live Festivals in recent years, the most recent in
Northern Ireland in April/May 2004. The Festivals celebrates all forms and genres of
live music and encourage musical exploration for musicians and audiences alike.
The Northern Ireland Festival involved some 500 different concerts and other events
over 11 days. The BBC broadcast from over 80 of the events, generating over 200
hours of special broadcasts. Two thirds of the Northern Ireland population engaged
with the festival via broadcasts or live and around one tenth of the whole population
attended an event in person.
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1.3.8 Promoting UK culture overseas

The BBC plays an important role in projecting the UK’s cultural identity overseas, in
showcasing the BBC’s and the UK’s creativity to the rest of the world, and providing
a cultural bridgehead for others:

» BBC World Service aims to provide a forum for the exchange of ideas across
cultural, linguistic and national boundaries — this reinforces the UK's values of
trustworthiness, openness, fair-dealing, creativity and enterprise.

» World Service programmes in English offer a showcase for UK talent across the
world. Its dramas feature the best in UK acting talent. A new arts programme,
The Ticket, showcases some of the biggest names on the UK arts scene. World
Book Club promotes discussion between book readers around the globe and UK
authors. Classical music, UK jazz, modern rock and the diversity of UK musical
culture have a strong place in the schedule, highlighted in programmes hosted by
names such as John Peel, Charlie Gillet and jazz trumpeter Guy Barker.

» The World Service also facilitates global cultural collaboration. Highlights of the
past year include the drama Water, produced in partnership with the Royal Court
Theatre and eleven writers from around the world, writing together from each
country via the internet. The Aids season in November 2003 — described by Kofi
Annan as "an enormous contribution to raising awareness, understanding and
debate (that) has brought great credit to the BBC" — featured a concert, hosted by
Sir lan McKellen, which brought together artists from China, Mali, Russia, and
New Zealand to highlight various aspects of the disease. The concert was
broadcast across all 43 language services.

* During this Charter period, the commercial subsidiary BBC Worldwide has
successfully promoted the UK'’s creativity around the world. Awarded the Queen’s
Award for Enterprise 2002 in recognition of its export achievements, it sold
40,000 hours of programming in 2002/03 (54% of all UK television exports). It has
built a global network of television channels reaching more than 550 million
homes®, including BBC Prime and BBC America. BBC America is now seen in 40
million homes and is the second fastest growing cable channel in the US, where it
has made household names of UK talent. For example, the exposure and
promotion it gave to The Office, turned down by other US broadcasters, helped
earn Ricky Gervais and the series two Golden Globe awards.

» Radio 3 directly represents the cultural life of the UK throughout the European
Broadcasting Union (EBU), offering a rich selection of UK musical life from the
Proms, Royal Opera House and maijor festivals. Across the EBU members over
3,000 transmissions of music were derived from concerts produced by Radio 3
during 2003; in addition, Prom concerts were broadcast by 45 EBU organisations
and were heard in the USA on 50 stations.

» BBC-supported films for cinema release like the Academy Award winning /ris and
Billy Elliot introduce international audiences to uniquely UK themes and cultural
settings and build greater audiences for UK cultural content.

¥ This includes BBC World which is now part of the BBC’s Global News Division
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Chapter 2 Audiences and stakeholders

This Chapter looks at how the BBC aims to engage the range of its audiences with
cultural output and to involve people in cultural activity. It considers the role which
others play — including cultural partners and other broadcasters — and looks at how
the BBC’s own role has developed in recent years.

21 Changing audiences in a changing world

The challenge for the BBC is ensuring that its cultural output and activities serve
different audiences, including people of different ages, with different tastes, cultural
or ethnic backgrounds, interests and experiences. Its programmes and services
must also keep in step with changes in the marketplace, in technology and in
consumer behaviour.

In terms of demographics, the make-up and media consumption habits of audiences
have also changed significantly over the last 10 years. Television audiences appear
to be getting older, while younger generations spend more time online, playing
games and listening to the radio. People increasingly want to access content when
and where they want it, not when broadcasters want to deliver it, and to create “my
service”, not repackaged linear channels.

Another key trend is that the UK is becoming a mature multicultural nation. Between
1991 and 2001, the ethnic population of the UK grew by 54%, compared with 4% for
the total UK population; ethnic minorities now represent just under 8% of the overall
population and are projected to grow as rapidly over the next decade, particularly in
urban areas. UK society is becoming increasingly plural and diverse. Cultural
differences between the generations are particularly pronounced, and research
shows that people generally, and young people in particular, have less respect for
traditional national institutions.

Since 1996, the media landscape has arguably changed more radically and rapidly
than ever before. This has posed tough challenges, but the BBC has adapted
relatively well. Its share and reach with audiences have held up better than most
predicted, and it continues to play a key role in promoting take-up of digital
television, digital radio and the internet through its new range of high-quality public
services and by playing a leading role in Freeview.

A major change over the last Charter period has been the move away from
traditional analogue broadcasting into a digital and online environment:

* Multichannel television now has the majority of viewing over analogue, though
BBC One remains the highest rated channel in terms of share at 36%

» Digital television penetration in the UK stands at 53% of all households

» Sales of digital radio sets doubled in 2003, with the number in use expected to
reach 1 million by the end of this year

* Internet penetration has grown from under 5% in 1996 to over 50% in 2004.
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2.2 Serving different audiences

In this changing world, the BBC has had to deliver new types of content and services
that match and reflect Britain’s evolving culture and the changing needs of its
audiences.

The main recent developments in the BBC’s approaches to cultural output are
outlined in Section 1.2.2. The BBC has attempted to reflect in these developments
the underlying changes in society, in particular by:

» Launching new services, targeting particular sections of the audience which were
becoming underserved with cultural content — particularly younger audiences and
ethnic minorities. The cultural role of each of the new services, alongside those of
existing channels and radio stations, is considered at Section 2.3 below.

* Ensuring that those services not only uphold and celebrate the best of the UK’s
cultural and creative tradition — especially BBC Four, BBC 7, CBBC and
CBeebies — but also provide space to explore more diverse and developing
cultures — such as new comedy talent on BBC Three, black popular music on
1Xtra and the culture of the Asian subcontinent on the Asian Network.

* Providing a broad range of cultural programmes of each type, designed to
connect with the widest possible audience. Section 1.4.2 above provides an
account of this plurality in each cultural genre. For example, the BBC took care to
ensure that the extra investment in arts and drama since 2000 included the
funding of accessible programming such as Rolf on Art, targeting audiences not
normally attracted to arts programming, and dramas such as Grease Monkeys
and Babyfather, which resonate with the lives of different ethnic sections of the
audience and provide a modern reflection of UK culture today.

An understanding of audience needs has been vital. The BBC employs consultation
and a range of audience research tools to ensure that audiences themselves are the
inspiration for many programmes and services, to feed into specific decisions — for
example, to develop plans for new services or changes to existing services or
programmes — and to track audience opinions over time and identify emerging trends
or indications of areas where the BBC may need to change its approach.

In recent years, the BBC has commissioned a wide range of ad-hoc qualitative and
qguantitative research and consultation into cultural issues, covering subjects as
diverse as the relaunch of Top of the Pops; an in-depth understanding of ethnic
minority audiences; attitudes towards costume dramas; the development of the new
television arts strategy (see section 1.3.2(a)); and the launch of new services.

Before putting forward proposals for a new service, the BBC is required to carry out
a formal process of public consultation. The results of the consultation are used in
two key ways — to shape final proposals which meet the requirements of audiences
and to assess the public value which the proposals would deliver, so underpinning
the case for approval which is put to the Secretary of State.
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However, in addition to this formal process, the BBC uses both audience research
and formal consultation to inform and guide strategic decision-making. For example,
in developing the original notion of the mix of genres on BBC Four — namely
documentaries, discussion, performance and world cinema — the BBC recruited a
panel of licence payers who were all interested in at least one of these types of
programmes, plus representatives of other interests and backgrounds, such as
science fans, business experts and ethnic minorities. They were shown five video
tapes which illustrated the potential extreme positioning of the channel (very
traditional or very cutting edge, for example). In large part, their responses
determined the final positioning of the channel and defined its core values.

2.3 The role of individual services

Different BBC services perform different roles and serve different audiences. In
terms of the BBC's cultural purposes, its Statements of Programme Policy for
2004/05 identify roles for the following services®. Examples of programmes in key
genres are given in each case.

BBC One aims to be the UK’s most valued television channel, committed to
widening the appeal of all genres to a broad audience. It intends to reflect the best of
the UK’s diverse culture with the broadest range of British programming, taking risks
and innovating, particularly in comedy and drama. It strives to make serious subjects
such as the arts and music relevant to a wide audience through the range of
programming and coverage of cultural events. It accounts for the bulk of the BBC’s
spend on cultural television programming — some £236m of the £371m spent.
Examples of cultural programming include:

* Music — Top of the Pops, Last Night of the Proms

» Features — Imagine, Rolf on Art, Brilliantly British

* Drama — He Knew He Was Right, Spooks, Waking the Dead

» Comedy — My Family, Carrie and Barry

BBC Two combines serious factual subjects, including arts output, with original
comedy and drama to bring challenging, intelligent television to a broad audience.
Ambition and innovation are key values. The channel aims to reflect and contribute
to the UK’s cultural life and to showcase new talent, often working in collaboration
with BBC Three. It covers many of the UK’s big cultural events, while aiming also to
bring the cream of the world’s creative culture to UK audiences. It is committed to
deliver at least 200 hours of arts and music programming in 2004/05.

» Features — The Culture Show, Arena

* Music — The Proms, The Turn of the Screw, Later....with Jools Holland

» Drama — The Grid, The Long Firm

» Literature — Big Read

o Comedy — Little Britain, Coupling, Dead Ringers

» Design, Architecture and Heritage — Restoration, Peter Ackroyd’s London

%In addition, the role of online and interactive services in delivering cultural value has already been
considered in section 1.3.2(c).

37



BBC Three is unique in offering an ambitious mix of programmes reflecting the lives
and culture of young adults. Its highly diverse schedule includes new British drama,
comedy, music and arts programming, and new UK animation. It has a vital role in
nurturing new talent

* Music — Glastonbury,

* Drama — Bumn It, Grease Monkeys

* Poetry — Shakespeare season, Poetry Slam

» Comedy — 3 Non-Blondes, Nighty Night, Little Britain

* Animation — Monkey Dust

e Architecture — Dream Spaces

BBC Four (described in detail in section 1.3.2(d)) is for audiences in search of even
greater depth and range in their cultural viewing. It aims to capture the energy of the
UK's creative and cultural life and to contribute to it — across performance, literature,
and the visual arts. It also showcases international film, with a commitment to
premiere at least 20 films a year.

» Features — Arts Report

* Music — The Proms, The BBC Young Musician of the Year, Sidmouth Folk

Festival, WOMAD, Brecon Jazz Festival, BBC Four Sessions

e Drama — The Alan Clark Diaries

» Literature — Samuel Johnson Prize for Non-Fiction

» Visual arts — Painting Flowers

* Film — Saturday Cinema

CBeebies is aimed at pre-school children, and offers a range of programming,
mostly UK-produced. CBeebies created the first ever pre-school drama: Balamory
introduces very young children to the concept of a diverse community (it includes
disabled and ethnic minority actors in its cast), helping them to learn social and
interactive skills they will need in life.

The CBBC Channel aims to help children aged 6-12 to pursue their interests and
develop new ones, promoting self-expression and creativity. Drama and comedy are
strong components of the programming mix.

* Drama — Shoebox Zoo, The Story of Tracy Beaker
Literature — The Blue Peter Book Awards
Comedy — Kerching!
Music — The Blue Peter Prom

Television in the nations and English regions aims to celebrate the diversity of
culture and reflect contemporary life throughout the UK. Each of the nations invests
in a range of cultural programmes, including drama and comedy for its own audience
and documentaries and features which represent the diversity of its cultural traditions
and tongues. Some of them are subsequently transferred to UK-wide audiences on
BBC Two. Television in the nations also provide coverage of festivals and other
events, such as the BBC’s own Music Live, which reached two-thirds of the
population of Northern Ireland when it was staged there.

» Features — The Story of Welsh, Musical Traditions (N Ireland)

* Drama — River City (Scotland), Belonging (Wales)
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» Comedy — Still Game, Chewin’ the Fat (Scotland), High Hopes (Wales), Give
My Head Peace (N Ireland)

Radio 1 offers a young audience the best in new popular music, across every major
youth music genre. Specialist music programming is given prominence alongside
mainstream genres — with a commitment to at least 40% specialist music in the mix.
Live music is key to what the station delivers, with a comprehensive range of
broadcasts of live sessions, concerts and festivals. It gives strong support to new UK
talent and brings undiscovered artists to a national audience, having a commitment
that at least 40% of mainstream output should be UK in origin, and at least 40%
either unreleased or released for less than one month.

* Outside broadcasts — Glastonbury, One Live, Robbie Williams, Essential Mix

» Studio sessions — Jamelia, The Streets, 50 Cent

» Specialist music output — Pet Tong, Zane Low

e Other cultural programming — One Click, Kurt and Me, Albion Rovers

1Xtra focuses on the full range of contemporary black music for a young audience.
Its distinctive contribution in the marketplace is in promoting UK talent in an area
traditionally dominated by American artists, supporting and showcasing artists like
UK garage vocalist Gemma Fox and Dizzee Rascal, as well as unsigned artists. In
2003, Dizzee Rascal became the first rapper to win the prestigious Mercury Music
Prize. Over 50% of the music played on 1Xtra is British, and the station is committed
to play at least 65% music which is less than one month from UK release and to
broadcast over 50 live events during 2004/05.

Radio 2 brings to its large audience an unrivalled range of popular and specialist
music, with particular support for new and established British artists. Live music —
both concerts and studio sessions — play a large part, and the station promotes
original song-writing. Speech output includes original comedy, arts features and
cultural documentaries.

» Features — British Music Debates, Neneh Cherry’s World of Music

* Music festivals — Cambridge Folk Festival, GuilFest, London Jazz Festival

» Specialist genres — big band, light classical, brass band, reggae, organ music,

jazz, soul, folk, country, blues, sacred music
» Comedy — The Day the Music Died, Jammin’
* Film — The Green Room

Radio 3 provides a broad spectrum of classical music, jazz, world music, drama and
arts discussions. It focuses on presenting live and specially recorded music from
across the UK and beyond, including contributions from the BBC’s own performing
groups: at least 50% of its output is of this kind. It is particularly committed to
promoting access to classical music for a range of listeners, through programming
such as Composer of the Week, Discovering Music and Making Tracks (for children),
and through off-air activities and events. It is also the home of radio long-form
drama.

» Features — Night Waves, Music Matters, lebrecht.live

» Music festivals — The Proms, WOMAD

 Drama — The Wire, Measure for Measure

» Literature/poetry — The Verb
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Radio 4 seeks to engage and inspire its audiences with a rich mix of factual
programmes, drama, readings and comedy. It has a unique commitment to
supporting new writing, with a different new play every day and a commitment to at
least 760 hours of original drama and readings this year.

» Features — Front Row, Saturday Review

* Drama — The Archers, The Afternoon Play, The Odyssey

» Literature and poetry — Book Club, Open Book, Poetry Please

» Comedy — The Now Show, The Sunday Format, Dead Ringers

* Film — Back Row

6 Music extends the range of BBC Radio’s music programming, supporting British
and international artists not generally heard elsewhere — such as Tinderstick, Arab
Strap, Border Crossing and The Buzzcocks — and putting popular music from the
1970s, '80s, '90s and today into context. It is also an opportunity to give audiences a
chance to hear again some of the rich archive of unique sessions recorded in BBC
studios over the past 30 years. The station aims to give a social and cultural context
for the music played, through music news, documentaries and debate.

* Music news — Hourly bulletin on weekdays

* Features — The Music Week, The Rebel Playlist

* Music festivals — Summer Sundae (Leicester), Lamacq in the City

* Archive music — Dream Ticket from Hendricks to U2

BBC 7 broadcasts programmes from the BBC'’s speech archive, including comedy,
readings and dramatisations, both classic and contemporary. Increasingly it is
commissioning original drama and comedy to complement the mix. It also aims to be
the home of children’s speech radio, with daily live programming for youngsters.

* Archive drama — Anthony Mighella’s Cigarettes and Chocolate, Tom

Stoppard’s Artist Descending a Staircase

» Original drama — Forsyte Chronicles, Two Minute Tales

» Archive comedy — The Goon Show, Hancock’s Half-Hour, Dead Ringers

» Original comedy — Spanking New on 7.

» Children’s literature - The Little Toe Radio Show, The Big Toe Radio Show

BBC Asian Network offers, among its programme mix for British Asians,
programmes showcasing Asian traditional and contemporary musical genres, film
news and interviews, and the UK’s first Asian soap, a daily drama series reflecting
Asian life in the UK today. It broadcasts primarily in English but also in a range of
other languages.

* Music — new Asian talent such as Hunterz, Jay Sean, Jag, Jindy Sandhu

» Drama — Silver Street

» Festival coverage — Ramadan, Navrati, Vaisakhi, Festival of Lights

Local and national radio services support local cultural activity and broadcast a
range of cultural output. All promote local talent, providing airtime for performers and
writers, and promote local cultural events, as with Radio Ulster’s daily Arts Extra and
Radio Scotland’s Arts Show. The nations’ services are the sole broadcast outlet for
some traditional music, such as piping in Scotland. The stations showcase new local
music (such as Radio Scotland’s championing of Mercury Award winners Franz
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Ferdinand) and comedy and support new writing, with English local radio stations
broadcasting dramas ranging from pantomimes to plays, often performed to live
audiences in local theatres. They celebrate the UK’s rich and diverse cultures, in
particular seeking out voices which are seldom heard — through projects like Voices
and Digital Storytelling (see case study in Appendix C). Twenty-three of the local
radio stations in England carry over 67 hours of specialist language programming
each week, including Bengali, Cantonese, Cornish, Guernsey French, Gujarati,
Hindi, Mandarin, Mirpuri, Polish, Portuguese, Punjabi, Somali and Urdu.

2.4 Encouraging cultural involvement

The BBC believes that cultural involvement should not be a privilege of an elite few.
There are many actual or perceived barriers to people having cultural experiences —
including their social background, location, finance, level of knowledge. The BBC,
operating media which are available to virtually everyone no matter what their
location or means, has the opportunity and the duty to ensure that cultural
experiences expand the horizons and enrich the lives of every viewer and listener.

It is not sufficient for the BBC merely to serve passive audiences what they expect
and know. Its cultural purposes mean that it must challenge, lead and inspire people
onwards through to greater cultural engagement and fulfiiment, and so build public
value in terms of the nation’s store of cultural capital.

Two specific ways in which the BBC seeks to provide this opportunity for cultural
enhancement are:

* by encouraging active participation in culture (see 2.4.1 below)

* by building new audiences for and increasing access to cultural output (see 2.4.2
below)

2.41 Encouraging active participation in culture

The BBC supports a wide range of cultural activity across the UK, staging events
which provide a cultural “call to action”. The BBC can provide a forum for such
activity, encourage people to become involved, and support and promote their
talents, so enriching the cultural life of the nation and of individuals:

» The Get Writing project to encourage new writers complemented BBC One’s
Canterbury Tales dramas (six contemporary interpretations of Chaucer’s Tales).
Get Writing challenged people to write a short story inspired by Canterbury Tales.
It offered advice and motivation online and a series of events across the country.
Among the 4,000 entries were ones from an African-Caribbean community group
in Manchester and a group of Big Issue sellers in Brighton. Five winning entries
were selected for broadcast on Radio 4 in February.

» End of Story from BBC Three challenged viewers to complete stories whose
openings have been contributed by a range of best-selling contemporary authors.
Writing workshops held throughout the UK to encourage people to try their hand
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have been heavily oversubscribed, over 25,000 copies of the End of Story book
were downloaded and hard copies traded on eBay.

Sports Shorts was a writing competition which gave listeners the opportunity to
have their drama scripts commissioned and broadcast on Five Live, on the theme
of “Sport from a fan’s perspective”. It attracted 1,120 entries, more than any other
BBC competition of its kind. Entries came all over the country, from new and
unknown writers aged from 8 to 89, on subjects as diverse as a father and son
bonding experience to a woman in labour during a big match.

Pitch Perfect is a partnership between the BBC Singers, BBC Sport, Radio 3,
schools, football clubs and a local authority, which will launch next year. A writer,
a composer and drama animateur will run workshops for schoolchildren and other
groups to create a new football anthem to be performed at grounds up and down
the UK, spreading appreciation of choral music.

BBC Radio Bristol’s Returners Orchestra was launched in 2000. On-air appeals
attracted 65 people who had at some time in the past played in an orchestra to
come back to music to perform in Music Live. The Orchestra stayed together
after the event and now has over 80 members. Last year it played to an audience
of 6,000 during local celebrations for The Queen’s Golden Jubilee.

Listen Up is a six-week celebration of live orchestral music taking place across
the UK this autumn with Radio 3 in partnership with the Association of British
Orchestras and the organisation which supports amateur music groups, Making
Music. Amateur and professional orchestras are taking part in a range of events,
seeking to reach new audiences, and Radio 3 is broadcasting live concerts every
evening. The festival culminates in a concerts at the Royal Festival Hall feature
one of the three new pieces of music commissioned by Radio 3 especially for the
festival, each of which is designed to be played by amateur and professional
orchestras together.

Other examples include Restoration and Digital Storytelling in Wales, which are
the subject of case studies attached at Appendix C, and The Big Read.

The BBC is increasingly using interactive online services to involve those traditionally
facing barriers to cultural activity. A good example is Make Music with Max. This
online game from CBeebies was specifically designed for visually-impaired and blind
children. By using simple keyboard controls and following recorded spoken
instructions, children choose from groups of different instruments to “orchestrate”
specially composed music and listen to the results.

2.4.2 Building new audiences

The BBC aims to bring as wide an audience as possible to its cultural output, and to
build new audiences and so increase access to the best of the UK’s culture. Some of
the ways in which it does so are:

Through launching new services, targeted on particular audiences

0 As set outin section 1.2.2(d), several of the BBC’s new digital services have a
strong cultural element, including:
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* A breadth and depth of cultural output on BBC Four, launched with an
uncompromising remit to be television’s most culturally enriching channel

* A unique mix of original UK drama, comedy, music and arts programming
for young adults on BBC Three

*  Unequalled provision of UK drama and other original landmark content
for children on CBeebies and CBBC

*  Archive comedy, readings and dramatisations for underserved fans of
speech radio on BBC 7

» Distinctive music output for varied audiences on 1Xtra, 6Music and the
Asian Network

* By making culture accessible

o Popular programming such as Rolf on Art and Star Portraits has brought in
new audiences — more people saw the first series of Rolf on Art than visited
arts galleries in the UK in that year. A recent survey showed that half of the
Rolf on Art viewers claimed that they would not normally watch programmes
about art or artists, while 40% of viewers agreed that it made them more likely
to try other arts programming in the future™.

o Stephen Fry’s reading of Harry Potter on Boxing Day 2000 attracted an
audience of 3 million, of which 400,000 were adults who had not previously
listened to Radio 4 and were experiencing cultural speech broadcasting for
the first time.

o Ways in which the BBC’s coverage of dance is made accessible are listed in
section 1.3.2(b), but include Strictly Come Dancing, using narration to make
Swan Lake and Cinderella more accessible to children and others, and lifting
the curtain on the dance world through the series The Dancer's Body and
Dance Film Academy.

0 Making Tracks is a Radio 3 programme for children between 7 and 11
broadcast every afternoon. It offers them an introduction to a broad musical
menu, from early music, jazz, world music, chamber and symphonic orchestra
and other genres, to extend their music world beyond contemporary popular
music. The programmes are backed up by a website with composing tools
and musical games, and by a series of live concerts for children across the
UK.

* By creating a cultural journey from one programme to other content from the BBC
or elsewhere

o The online Radio Player guides on-demand listeners to other programmes
which might interest them, but which might not be on a service they usually
listen to (see section 1.2.2(c)).

0 Jazz programmes on Radio 2 and Radio 3 are cross-promoted, so that a fan
can be taken from Mike Harding’s show on Radio 2 to Late Junction or Andy
Kershaw on Radio 3.

1 Ipsos Quest 2003
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0 The Genius of Mozart in Spring 2004 spanned television, radio, online and
interactive services, to explore Mozart’'s work. Each part of a three part series
on BBC Two was followed immediately on BBC Four by Mozart Uncovered,
with performances of works featured in the earlier programme. An interactive
service allowed viewers to explore the structure of these works, while Radio 3
broadcast a wider range of Mozart’s compositions as a backdrop. The content
was carefully pitched to appeal both to those with some prior knowledge and
to newcomers to classical music, as some of the comments received from
audiences showed.

Case study — The Genius of Mozart

“10/10 First Class! What a great way to de-myth the universality of ‘classical music’
and introduce youngsters to The Genius of Mozart — it worked a treat with my
GCSE music students.”

“An excellent start to the 3 part series — intelligently presented with enough factual
material to keep the non-classicalist and classicalist alike interested. More of the
same please!!”

“I thought that this first part of the programme was brilliant; | loved the use of
letters. The music of Mozart is mind-blowing. | used to ignore classical music since
I loved rock music that much, but this genius wrote the rule book. No one riffs like
Mozart!”

Selection of comments posted on the messageboard

By cross-promoting and showcasing cultural content across its media platforms

o BBC Two showcases about 100 hours a year of selected output from BBC
Four on a specially created zone broadcast during the week after Newsnight.
Some programmes are co-commissioned by the two channels. In addition
BBC Two runs trails for other cultural programmes on Four to attract their
audience to the new digital channel.

o0 Several of the BBC'’s websites act as “portals”, which among other things
point users to cultural content across the BBC's services. For example, the
film website provides licence fee payers with information on the BBC’s film
offering and on documentaries and supporting programmes

o The Listen Up festival on Radio 3 has been promoted in features on Woman’s
Hour and Today on Radio 4.
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» By signposting cultural programming in other output

o Even fictional characters can help promote involvement in culture. For
example, the recent Restoration programme and campaigns were discussed
and prepared for by characters in The Archers, raising awareness ahead of
the event itself and so encouraging greater participation.

» By showecasing the best of world culture, throughout our history

o Performing or broadcasting UK premieres of new music from around the world
(see box)

o Presenting themes within its cultural output and activities, which encourage
audiences to explore particular areas of global culture, as with The Proms’
Czech theme in 2004.

o The exposure given by Radio 3’'s Late Junction as well as the BBC’s support
for WOMAD, the Radio 3 Awards for World Music, Andy Kershaw and World
Routes have combined to introduce world music to a large audience across
the UK.

Case study: BBC premieres

The BBC has stimulated UK cultural life by consistently bringing UK audiences new
music from around the world. This tradition is well established: the BBC Symphony

Orchestra gave first UK performances of works by Schoenberg, Hindemith, Strauss,
Kodaly, Webern, Poulenc and Sibelius — and that was in 1931 alone.

During the following decades listeners became aware of new works by Stravinsky,
Messian, Bartok, Shostakovich, performed for the first time in the UK. In recent times
BBC orchestras have given the UK and world premieres of works by Berio, Adams,
Tan Dun, Cage, Philip Glass, Arvo Part.

Having access to such new, often groundbreaking works before they have been
recorded has an impact on the UK’s own creative artists. Talking about this impact,
Sir Michael Tippett said that 'Without Radio 3 British musical life could never have
become so rich or so thriving'.

2.5 The developing role of partnerships

The BBC'’s role in the digital world depends more and more on a network of
successful partnerships. Because digital technology can open up content and assets
to be shared more widely by other organisations, the multiplier benefit of the BBC in
the wider community is growing.
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Since its inception the BBC has played a maijor role in Britain’s artistic and cultural
life both as patron and partner. Recent examples show how powerful partnership
involving the BBC can be in delivering cultural value. For example, the BBC’s
partnership with heritage bodies to create the BBC Two series Restoration inspired
huge new interest in historic buildings at risk (see case study in Appendix C), while
its collaboration with the Royal Opera House is bringing world-class opera to
audiences on BBC Two, BBC Four and Radio 3 on a regular basis.

The main strengths that the BBC has to offer potential partners are its local and
community relationships, its power to engage large audiences on television and
radio, and, perhaps most valued of all, the BBC’s trusted brand.

From the BBC’s point of view, partnerships have shown the great potential to create
initiatives of real public value by combining the BBC'’s strengths and resources with

those of organisations offering complementary strengths and resources, enhancing

the BBC'’s creativity and the cultural richness of its content, and allowing it to reach

new audiences.

A few examples illustrate the shared benefits and added value which partnerships
can create in musical activities:

» The BBC’s Music Live Festivals involve a complex range of partnerships with
venues, promoters, agents, local authorities, schools and educational institutions,
to bring all kinds of live music to people across the UK. No one party could have
the same sort of impact alone.

» Similarly the London Jazz Festival and the World Music awards are sustained by
a partnership with the producer of both events, Serious. Small festivals like
GuilFest in Guildford and the Sidmouth Festival are supported by Radio 2 with
the broadcasts from those concert halls and festivals extending the potential
audiences from thousands to millions.

* A partnership between the BBC Singers and Lancashire Music Service will result
in the performance of a new commission, “Weaving the Future”, in Preston
Guildhall this November. The new piece has been written as a result of
workshops around the county. It reflects both the history of the region and its new
diverse communities, and its performance will feature 500 young choral singers
from across the county, a newly formed adult choir and an orchestra of young
soloists who have been mentored by the BBC Philharmonic Orchestra based in
Manchester.

The BBC can be a particularly effective partner for other creative and cultural
organisations, such as theatres and art galleries:

* For the past two years the BBC has supported Northern Exposure, working with a
total of 14 different partner organisations including the West Yorkshire Playhouse
in Leeds, Live Theatre in Newcastle and the Playhouse and Everyman theatres in
Liverpool. All have their own commitment to new writing but the partnership has
enabled them to open up opportunities of new kinds, nurturing new talent through
workshops, mentoring schemes and the performance and broadcast of new work.
A total of 5000 writers have attended BBC events, workshops and masterclasses
since the project began.
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* Radio 3 has developed a number of closer partnerships and co-productions with
theatres. In September 2004 it broadcast an innovative play devised by Radio
drama writer-in-residence Georgia Fitch in collaboration with Shakespeare’s
Globe Theatre and teenagers from Southwark schools. It told the story of a
remarkable day at The Globe when more than 200 young people came together
in a single performance. Romeo and Juliet in Southwark builds on that event by
interweaving the story of the day with Shakespeare extracts and the experiences
of two inner city teenagers, in a bold contemporary drama.

* The three-part series Art & the Sixties on BBC Four and BBC Two accompanied
a major exhibition at Tate Britain and Painting the Weather and Painting Flowers
were a major initiative in conjunction with the National Gallery on BBC Four. BBC
One’s Imagine often links with exhibitions and the recent broadcast of an Edward
Hopper film coincided with a significantly increase in attendance of that exhibition
at Tate Modern, the gallery recording its second biggest draw ever.

Partnerships are playing an important role in delivering the BBC’s commitment to
dance. The BBC has a four-year media partnership with The Royal Opera House,
which has at its heart a creative relationship with The Royal Ballet. Last year BBC
Four was the media partner of the internationally respected Dance Umbrella Festival
of Contemporary Dance.

The Big Read (see box on page 21) forged a partnership with The Reading Agency
involving all 4,200 public libraries in the UK. The project team also worked with
organisations including the National Literacy Trust, Booktrust and learndirect to
increase the off-screen impact of the series.

Partnerships can also help cross cultural boundaries and break down barriers to
access and participation. For example, Roots is an 18 month partnership between
Arts Council England and the BBC's operations in the English regions. Its aim is to
support African, Asian, Caribbean and Chinese cultural activity, events and
expression and to encourage new talent from across those communities.

On the international stage, the British Council is an important partner for the BBC
World Service in several countries, and projects by each party in particular countries
are often designed to complement each other. A new Memorandum of
Understanding was signed in 2002, which identified arts as one of the areas on
which collaboration would continue to be pursued.

Despite the benefits which partnerships have delivered, the BBC has not maximised
their potential in the past. Going forward, the BBC will be more ambitious about
creating new strategic, long-term partnerships which will deliver lasting and
demonstrable public value. It will complement this ambition with improving the way it
works on partnerships. Building public value therefore commits the BBC to:

* publish a partnership contract setting out the principles and standards which the
BBC will bring to any partnership; what any potential partner can expect from the
BBC, and how the BBC will measure partnership performance

» post a partner’s guide to the BBC on the web, creating new doorways into the
organisation, establishing clear points of contact for potential partners, and
encouraging them to see the BBC as an open creative resource
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» share more fully its capability for cross-media programming and marketing, seen
to such great effect in projects like The Big Read, with partners who can
collaborate with it to fulfil both parties’ cultural purposes

» explore new models of partnership with both public and private sectors. |deas
include the creation of joint venture public interest companies and the creation of
media villages around the UK, where the BBC provides space and infrastructure
for independent production companies

In these and other ways, the BBC will work to ensure it is partnering in the fairest
and most effective ways possible in order to drive greater value for the licence fee,
deliver its cultural purpose more effectively and ambitiously, and promote a more
approachable and transparent BBC.

48



Chapter 3 Cultural activities

This Chapter introduces detailed inventories of the BBC’s cultural programming and
indicative lists of other cultural activities carried out or supported by the BBC.

3.1 Cultural programming

Attached in Appendix A is a comprehensive list of those parts of the BBC’s output
which can arguably be described as “cultural programming”. Starting with the broad
genres set out in section 1.4.2, we have excluded for these purposes soaps, certain
mainstream film genres, entertainment (other than scripted comedy and sketch
shows) and lifestyle programming. However, it should be stressed that as “culture”
itself is not a clearly definable proposition, any data analysis will naturally include a
subjective element.

For television, the following information is provided:
(a) Programme Title
(b) Genre (using standard BBC sub-genres)
(c) Duration
(d) Audience share (average for each title)
(e) Aggregated cost per sub-genre

For Radio, the following data has been provided:
(a) Programme Titles (except for Music output, which is summarised)
(b) Genre (using standard BBC sub-genres)
(c) Duration
(d) Audience share and reach (where applicable)
(e) Aggregated cost per genre

Online services fulfil a different role to television and radio cultural output. Some
simply support individual cultural programmes (such as the Film 2004 website) and
these are not therefore listed separately in the Appendix. The Appendix does provide
lists of:

e Destination Genre Sites

» Aggregated Costs

» User Statistics

3.2 Other cultural activities and projects

Given the difficulty in categorically defining “cultural activity”, and the range and
scope of such activity by the BBC, it is impossible to provide a comprehensive list of
all such activities. This submission has given a large number of examples, and these
and others are itemised in the table at Appendix B. This is no more than an indicative
list of the types of activity the BBC undertakes. Where readily available, information
is given about the level of investment in the activity, and any measurable outcomes.
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Chapter 4 Costs and benefits

This chapter looks at the scale of the BBC’s investment in cultural programming and
other activities, looks at how the BBC adds value through this investment, and
considers through a number of case studies how the impact of its cultural activities,
including any multiplier effects, might be assessed.

4.1 Levels of investment

The BBC invests more in UK culture than any other organisation except Arts Council
England. As outlined above, this includes spending on cultural programming and on
other cultural activities and initiatives.

4.1.1 Investment in cultural programming

From the inventory of cultural programming attached at Appendix A, these headlines
of the BBC’s investment in cultural programming in 2003/04 can be drawn:

* Intotal, it is estimated that the BBC spent over £500million on cultural
programming.

» Of this, approximately £370million" was spent on cultural television
programming:

0 The largest element is drama (£200million), either serials, singles or series
o £78million was spent on scripted comedy or sketch shows

0 Arts and cultural programming (including educational programmes)
represented £50million of the total which was fairly evenly spread across
tributes and biographies, visual and performing arts (other than music),
literature and design

o Over £22million was spent on music-related programming with more than
a third of this allocated to classical content

o0 £21million was spent on film

» expenditure on cultural radio output on the UK-wide stations was almost
£100million:

o0 Music or music-related programming accounted for the bulk of this — some
£72million

o Over £13million was spent on drama, £7.4million on comedy and
£5.8million on other cultural output

! This expenditure relates only to the money spent in a year on originations and repeats. It does not include the money
invested in marketing this output to bring it to as wide an audience as possible.
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» Estimating the cost of cultural investment through the radio services for Scotland,
Wales and Northern Ireland, and on local radio in England, is difficult and
unreliable. Much of their output is a mix of speech (approximately 60%), recorded
music and other content. The total cost of these services is £133m, including
rights and production costs. The costs attributable to music and other cultural
output (both direct costs like payments for record-play rights and pro-rata shares
of programme production costs) might conservatively be estimated for these
purposes at around £30million.

» Expenditure on online cultural content is estimated at around £5million

4.1.2 Investment in other cultural activity

As set out at section 3.2 above, it is not possible to capture all of the BBC’s non-
programming cultural activity. The list attached at Appendix B is no more than an
indicative account of the types of activity, collating the various examples given in this
submission, with an indication where readily available of its cost to the licence fee.

While it is not possible in many cases to distinguish these elements of expenditure
from programming expenditure already accounted for above, some areas of
expenditure — such as investment in independent production and in training — add
some hundreds of millions of pounds to the BBC’s overall investment in UK culture
and creativity.

4.2 How the BBC adds value

Building public value argues that the BBC creates public value by serving its
audiences not just as consumers, but as members of a wider society, with
programmes and services which inform, educate, entertain and enrich people’s lives.
It does this through a broad public service remit and a range of diverse purposes.
These purposes cover the creation of different types of value not just to the
individual, but to the market, to society and to the UK as a whole. Cultural and
creative value is one of these.

In order to assess the value created by the BBC, it is necessary to look not only at
the individual performance of the BBC’s programmes and services but to a more
thorough test of public value. The BBC is currently developing such a public value
test which will analyse services in terms of reach, quality, impact and value for
money, as proposed in Building public value. A standard methodology and research
tools have not yet been developed and agreed to by the Board of Governors, but
from what can readily be said about the BBC's cultural activities, the following
sections aim to make a brief assessment of the BBC'’s performance in each regard.

4.21 Reach

BBC cultural programmes are amongst those with the widest reach of any BBC
output. Drama programmes on television reach the largest audiences. The average
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weekly reach of BBC soap operas is 40% of households, and only a slightly smaller
proportion tune into another BBC drama series or serials.

The reach of individual programmes can be very high indeed. Since January 2003,
no less than 97% of households have come into contact with EastEnders at least
once. The average weekly reach of the programme is 48%. But even beyond the
popular, continuing series, BBC drama can attract big audiences. The modern
interpretations of Canterbury Tales were sampled by no less than 43%, and the
highly regarded historical drama The Lost Prince by over 39%, in both cases helped
by prominent marketing of these landmark programmes. Charles Il — The Power and
the Glory reached 29% and the costume drama He Knew He Was Right 25%.

UK comedy also scores highly, with the BBC’s original situation comedies on
television as a whole reaching 22% each week. Some 86% have experienced the
BBC’s most popular situation comedy, My Family, at some time, while the more
unconventional recent hit sketch show, Little Britain, has drawn in 31%.

Dramas and comedies for the nations are particularly effective at reaching audiences
in those nations. Belonging in Wales has been experienced by 74%, Give My Head
Peace in Northern Ireland by 72%, while the Scottish soap River City has reached
70%.

Each week, about 22% of households sample a feature film on the BBC. Individual
UK films attract an impressive audience — for example, over 37% of households
tuned into Billy Elliot.

On average, arts programmes reach a smaller audience. The average weekly reach
of all arts programmes is under 4%. But individual programmes, particularly
landmark programmes broadcast in peak time, can attract a large audience. Imagine
(51%), Rolf on Art (31%), Leonardo (27%), and The Divine Michelangelo (21%),
demonstrate that the BBC's policy of giving prominent place to both accessible and
more challenging cultural content seems to be having an impact in terms of the
exposure audiences have to them. Their performance is all the more impressive
when considering the competition for audiences they face and the share they
achieve (see section 4.2.3).

BBC programmes linked to major campaigns can have a particularly strong reach.
Half of all households had some experience of Restoration and 38% saw some of
The Big Read.

At the popular end, individual high-reach programmes on BBC television include Top
of the Pops (77%) and the recent Strictly Come Dancing (51%).

On radio'?, Radio 2’s broad mix of music and other cultural output has the highest
reach. Over a quarter of people aged 15 or over sampled at least 15 minutes of its
programmes during 2003/04, and each week the network attracts 12.8million
listeners. About one-fifth sampled each of Radio 1, Radio 4 and BBC radio in the

12 All radio network percentage reach figures taken from the 2003/04 Annual Report, table on p.35
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nations and local radio in England. Radio 3’s audience is understandably smaller,
though, with 2.1million listeners its 2003/04 reach of 4.5% has grown year on year.

In total, over 25million people tune in to BBC cultural radio programming each week.
Music programming has the biggest audiences, with 8.5million listeners. Comedy
and drama each reach about 6.5million listeners, and other arts programming over
5million. Other than popular music programming, the most popular individual regular
programmes are Radio 4’s daily programmes Just a Minute (3million listeners a
week), The Archers (2.7million for its evening transmission), The Afternoon Play
(2.4million), Front Row (2.2million), and the 7.45pm drama slot (1.5million), and
Radio 2's comedy slot at Saturday lunchtime (1.5million).

4.2.2 Quality

According to a survey carried out by TNS in June 2003, the BBC is judged to have
the best quality television programmes (compared to other terrestrial broadcasters
and Sky One) in 17 out of 22 genres, including arts, UK comedy, drama, period
drama and soaps. In none of the programme areas covered by this submission is
any broadcaster considered to have higher quality programmes than the BBC.

By the end of 2003, the Pan-BBC Tracking Survey showed that the BBC was
responsible for three of the four best regarded television channels for the arts
generally. Among audiences, BBC Two remained the clear favourite in cultural
output, with BBC Four gaining recognition as providing a heavyweight addition to
what the BBC offers — to the extent that it had overtaken ITV1 in reputation, and had
narrowed the gap on Channel 4 (see Figure below).
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One measure of the quality of a programme is the level of audience appreciation.
Appreciation Indices (Als) are derived from audience research, and appear to
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indicate a relatively high regard for cultural content on the BBC. While an Al of 70
(out of 100) might be considered an reasonable benchmark for BBC content as a
whole, taking a random sample of programmes mentioned in this submission
showed virtually all of them with Als well into the 70s, with particularly high scorers
being The Proms on radio and television (83), He Knew He Was Right (79), Wren
(79) and Little Britain (78).

4.2.3 Impact

People recognise the overall cultural impact of the BBC. Around 40% of people
believe that the BBC is highly important to UK culture, with slightly fewer saying it is
of moderate importance and only one in five saying it is of low importance.

One measure of the impact of individual programmes is the share of the audience
they attract. The cultural programmes which perform best in terms of share are
clearly those at the popular culture end of the scale.

Taking the mass audience BBC One as the simplest example, the best performing
cultural programmes (other than soaps) in terms of their share of the available
audience are in the areas of contemporary music (the Eurovision Song Contest
attracting a 38% share), popular drama (Dalziel and Pascoe with 36%), Hollywood
film (Burglar with 36%), UK film (Billy Elliot with 30%), drama series (Silent Witness
with 28%) and popular factual (The Sitcom Story with 26%).

However, the channel’s policy of showcasing serious cultural programming
prominently in the schedule is delivering a creditable audience share to such
programmes, despite competition from more popular output on other channels.
Strong performers include In Search of the Brontes (22%), Cirque du Soleil (21%)
and Leonardo (18%), while Rolf on Art, by introducing a serious subject in an
approachable way, managed to achieve a peak-time share of nearly 20%, a
substantial achievement for a series of programmes about great classical artists.

Aside from popular music, in the highly competitive radio market, The Archers leads
the way among cultural programmes which gain a sizeable share. 19.7% of the radio
audience tune into The Archers’ weekday evening broadcast.

Elsewhere on Radio 4, comedy figures strongly. Just a Minute takes a 17.4% share,
its comedy slots at 11pm on Saturday and on Tuesday-Thursday 16.2% and 14.1%
respectively, Loose Ends 12.6% early on Saturday evening, and The Now Show
12.2% at lunchtime on Saturday. Following immediately on from The Now Show,
Radio 2’'s weekly comedy slot takes a 13.8% share.

Among other types of cultural programming, all on Radio 4, the poetry strand on late
Saturday evening is a very strong performer, gaining a 16.5% share. Front Row on
weekday early evenings takes 12.5% and Back Row slightly later on Saturdays
11.1%. Book of the Week takes 11.5% in the late evening, the Classic Serial on
Sunday afternoon 9.8%, the daily early evening drama 9.8% and The Friday Play at
9pm 9.5%.
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When considering the impact of BBC activities, it is important to capture the
secondary impact that the BBC’s investment is having at a wider societal level —
what might be viewed as the “multiplier effect” of the BBC’s investment. It is
impossible to measure this for the BBC's cultural activities as a whole. Section 4.3
introduces case studies which illustrate the range of ways in which this multiplier
effect can be seen.

4.2.4 Value for money

Two simple, if crude, benchmarks of relative value for money of different types of
output are their cost per hour'®, and their cost per user hour. They are crude
because different types of content vary in cost for perfectly good reasons, and that
the public value of certain content might exceed the value to an individual user.

Overall, on average, the BBC's services cost 4.7 pence for every hour each
household uses them. By comparison, Sky’s family package in 2003/04 cost the
consumer 38.5 pence and all pay television 21.9 pence per household viewing hour.
Other types of media consumption can be more expensive still: video hire costs an
average 76 pence per hour of viewing.

Radio programmes are relatively cheap to produce, particularly if they rely on archive
material. Radio 4 costs the BBC £11,000 an hour and the remaining networks with
significant cultural content between just £500 (6Music) and £4,400 (BBC7) an hour.
English local radio and radio in the nations costs about £600 an hour on average.

On this basis, the value for money achieved from the culturally-dominated analogue
radio networks' is very great. Radios 1, 2 and 4 all cost just 1 pence per listener per
hour. Even with its smaller audience and the relatively high cost of its investment
(£4,200 an hour), Radio 3 costs only around 8 pence per listener hour.

The cost of television is much higher in absolute terms. Among the BBC services
containing significant cultural content, BBC One costs over £150,000 an hour on
average, BBC Three £124,000, BBC Two £100,000, BBC Four £56,000, CBeebies
£60,000 and CBBC £38,000.

Cultural output is also relatively expensive compared to other television

programmes. Drama in particular costs over £500,000 an hour on analogue
television. Making or acquiring feature films for the analogue channels costs the BBC
£280,000 and all entertainment programmes (which include comedy) on those
channels around £200,000 an hour. Only sport, among non-cultural output, comes
close to these levels of investment (£162,000 an hour on analogue channels).

But such output also gains a relatively large audience. Allowing for this, the cost per
viewer hour of drama across on BBC One is just 6 pence, and across all BBC

channels less than 7 pence. Films provide even better value for money, at less than
2.5 pence per viewer hour. Comedy, being high-investment and high risk in terms of

1 All cost per hour figures are 2003/04 and taken from that year’s Annual Report (Tables 14 and 15)
' Reliable cost per user hour figures for digital radio services are not yet available
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the audience it can expect to attract, is relatively more expensive — 8.6 pence per
viewer hour overall (6.6 pence for BBC One comedy).

Arts and music programmes on television are less expensive to produce, at about
£145,000 an hour for the BBC’s analogue channels and just under half that cost on
digital-only channels. But with generally smaller audiences for arts programmes, the
cost per viewer hour reaches almost 12 pence (8.5 pence on BBC One). Music
output costs 6.2 pence (4.6 pence on BBC One).

4.3 The value of the BBC’s cultural activities: case studies

The eleven case studies at Appendix C provide varied examples of the BBC’s
cultural activities. A formal public value test has not yet been established and
approved by the Board of Governors, but in the meantime each case study has been
subjected to a methodology which aims to assess the positive multiplier effects of the
BBC'’s investment and involvement, in a three-stage process:

i.  Mapping all the potential cultural impacts, in three categories:

a. Impact on the individual (the impact on specific, identifiable people who
experienced the BBC activity directly)

b. Impact on society (the spillover impact on local, regional or national life
over and above those who experienced the BBC activity directly)

c. Economic impact (the economic impact of the BBC activity, for example
through contributions to job or wealth creation).

ii. Identifying relevant sources of information and data for each of the potential
impacts. This included:

a. audience behaviour and other data from within the BBC

b. information from partners or other stakeholders that may have
collaborated with the BBC in delivering the assessed activity

c. evidence from relevant cultural organisations and other relevant
organisations including government and commercial sources.

iii.  Collating the information and estimating the degree of causality between a
wide range of individual, societal and economic impacts and the BBC activity
being assessed. Impacts or effects that were merely coincidental, or only
loosely attributable to the BBC activity, were omitted from the analysis.

Across the case studies, the value created by the activity — including the multiplier
effect — is captured in a number of broad ways:
» Audience data. Levels of participation, attendance, viewing and listening.

* Related activities. ‘Behind the scenes’ projects and partnerships which
broaden the direct reach of the activity and bring it to new audiences.

* Measurable outcomes. What did people do or experience as a result of the
activity?
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Indicative and anecdotal evidence. Commonly expressed via the opinions of
key figures within the relevant cultural sector.

Wider cultural context. While clearly linked to the BBC activity, specifying the
precise nature of the relationship, and the causality involved is estimated
rather than measured.

Some of the comparisons and impacts identified within the case studies are
indicative only, or are simply logical correlations between the BBC’s activities and
observable outcomes. The BBC would not claim that all the benefits identified flowed
directly or solely from its own activities — certainly, where applicable, the contribution
of the BBC’s partners was crucial to maximising these benefits.

The full results of this analysis are attached at Appendix C. The key impacts are
summarised below:

Restoration — drawing attention to historic buildings in need of repair.
Telephone voting for Restoration raised nearly £1m to be used for conservation
work on important buildings in urgent need of repair. According to Simon
Thurley, Chief Executive of English Heritage, the programme has sparked
increased interest and local activism around our heritage, and created a more
responsive attitude to the plight of endangered buildings on the part of
government, local authorities and the media.

BBC Proms — the world’s biggest festival of classical music. The BBC Proms
reach a live audience of over a quarter of a million people across the season,
with the cheapest tickets starting at £4. This September, the Last Night of the
Proms album sat at the top of the itunes classical downloads chart and Virgin
Megastore reported increased interest in a number of Proms-featured
composers including Messiaen and John Adams.

Fame Academy Bursary — a £2.7m fund for young musicians. Only 8% of
children currently receive instrumental or vocal tuition through their school and
many LEAs’ Music Services complain of under-funding. The Fame Academy
Bursary has awarded instruments to 310 11-15 year olds and provides a bursary
scheme for promising young musicians.

Capture Wales: Digital Storytelling — enabling people to tell their own stories
in their own way. Capture Wales: Digital Storytelling has so far given 350 people
the opportunity to tell their own stories, and in the process taught them entirely
new skills in digital media production. 95% of those who participated rated the
experience 5/5 and many have seen their stories broadcast on Wales Today
and BBC Radio Wales. New IT skills gained via the project have the potential to
make a valuable contribution to the Welsh Assembly Government’s focus on
promoting information and communication technology in Wales.

Writers Room — finding, developing and promoting new writers. The Writers
Room project is helping 3,500 would-be writers a year and has read around
10,000 unsolicited scripts to date. Its most striking outcome so far has been the
Friday night BBC1 sitcom Eyes Down, created by new writer Angie Clarke.
Writers Room has also prompted the establishment of grassroots writing
schemes among groups as diverse as police cadets and Asian elders.
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Welsh, Gaelic and Irish Languages — providing cultural programming for the
speakers of the UK’s indigenous languages. BBC provision has been regarded
by many as a crucial lifeline in the struggle for survival of the Welsh, Gaelic and
Irish languages over the last eighty years. Welsh and Gaelic are both now
showing the green shoots of recovery and in recent years a far greater
emphasis has been put on the potential economic contribution of these
indigenous languages.

OneMusic — Radio 1’s website for aspiring musicians. Music lovers in the UK
have a healthy appetite for new music and Radio 1 has played a central role in
bringing acts like Coldplay and Ms Dynamite to public attention. OneMusic
provides a wealth of information and advice to young artists, features unsigned
demos on its website and conducts seminars and workshops around the
country. One act that made it onto the Radio 1 unsigned playlist via OneMusic
has now signed a five album deal with Sony.

Training — the BBC'’s role in developing the UK broadcasting industry. The
BBC's training services make a key contribution to the exceptional skill base
within the UK’s broadcasting industry. Last year, 22,000 people from in and
outside the BBC benefited from BBC training courses. Many freelancers who
train at the BBC then go on to work in the independent sector. It is estimated
that 75% of those who work in commercial radio have at some stage worked
with or for the BBC.

WOMAD - the UK’s major festival of World Music. BBC Radio 3 is the only
national radio station playing world music, contributing to the diversity of music
available within the UK. Radio 3’s World Music Awards are acknowledged to
have a decisive impact on the careers of the winning artists. The sponsorship of
WOMAD ensures that the festival is brought to a wider audience via Radio 3
and BBC Four.

Composition — commissioning new classical music. The BBC is the most
significant commissioner of new classical composition in the world. Some 250
composers have received commissions from the BBC in the last five years,
ranging from established names to relatively untried young composers.
Important contributions to the repertoire include John Taverner’s The Protecting
Veil, which was commissioned for the BBC Proms.

BBC Films — promoting British film. BBC Films spends £10m a year on the
production of British films, working with a wide range of UK producers. It has
carved out a reputation for nurturing creative but commercially problematic ideas
and offbeat success stories have included Iris and Billy Elliott. The BBC is also
one of the major supporters of Britain’s creative and technical talent and a
contributor to the UK'’s success in attracting high budget American film
productions.
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Chapter 5 The future

This submission has argued that the BBC plays a central role in UK culture and that
through a wide range of its activities it has a positive and beneficial cultural impact. It
has faced challenges in recent years and has sought to address them so as to
maximise the cultural value of its investment of the licence fee.

Going forward, the BBC has set out its cultural mission in the Building public value
proposals listed at Section 1.2.3. As it pursues this mission in the next Charter
period, the BBC will face particular challenges which it must rise to if it is to succeed.
These key challenges include:

reflecting the changing cultural face of the UK — the BBC must constantly
strive to connect with audiences and innovate to ensure that its programmes and
services keep step with changes in society and culture, and act as a national,
regional and local forum for cultural development. Constant audience research
and regular consultation will underpin this.

serving all audiences — the BBC has to serve a very wide audience, with
different needs, expectations, knowledge and cultural backgrounds. Its cultural
obligations are to the whole UK population, not to a cultural elite. While continuing
to provide the highest quality of serious cultural output, it must therefore build on
its recent attempts to broaden the range of cultural programming and appeal to a
wider audience. In particular it must sustain and build upon the start which the
new digital services have made in meeting the cultural needs of different
audiences which the BBC has traditionally underserved.

stimulating the wider creative industries — as other broadcasters are forced to
reconsider the scale and range of their investment in original content, the BBC
must ensure it properly balances what it invests in and sources internally with the
support it provides to and the talent it brings in from outside, to best deliver its
cultural purposes and do its part to sustain the wider creative sector.

The BBC has launched reviews in a number of areas which are relevant to its
cultural and creative purposes — including a review of programme supply, of
strategy in relation to UK film, and of the BBC’s presence in different parts of the
UK. All these will help inform the decisions on where the proper balance lies.

harnessing the creative contribution of the BBC — Bearing in mind the BBC'’s
historic cultural role and its impact on the cultural life of the UK, the BBC needs to
ensure that it prioritises its activities as effectively as possible. To this end a
Creative Board was formed in 2004, bringing together the Directors of the service
and production divisions (including Television, Radio & Music, Drama,
Entertainment & Children’s and Factual & Learning). Simultaneously Alan Yentob
was appointed the BBC’s Creative Director to take a creative overview that spans
the different divisions and services and to become the BBC'’s key link with the
creative community outside. These developments present an opportunity to bring
more focus to the BBC’s activities and maximise overall cultural value.
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unlocking the power of partnerships — the BBC has long been a partner of
other cultural bodies. However, at times the BBC has appeared to be an
unapproachable organisation and an unwilling collaborator, more likely to “go it
alone”. The BBC is determined to be seen increasingly as a creative and cultural
resource for the whole UK. It must be open, accessible and responsive. By
forming more, lasting strategic partnerships with bodies that have complementary
goals, the BBC can strengthen its connections with cultural communities and
audiences and realise the full editorial potential of its cultural programmes and
projects.

ensuring value for money — currently, there is no clear framework for assessing
what value for money the BBC achieves in pursuit of its cultural objectives. The
BBC must therefore develop new ways of assessing the value of its investment in
cultural programming, including the long term, enduring value and any ‘multiplier
effects’ which enhance the value of the original investment, both for the BBC and
for the organisations it partners. This should be based on the principles of the
public value test set out in Building public value, and must inform its cultural
strategies going forward.

By rising to these challenges, the BBC will ensure that it creates the cultural value
which the UK expects of it over the next Charter period.
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