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ABOUT THE BBC

The year at a glance

In the first full year of a new Royal Charter, BBC Local Radio
celebrated its 50th birthday, BBC iPlayer recorded its best
year ever and we announced the merger of BBC Worldwide
and BBC Studios into a single commercial organisation.

We continue to bring audiences, across the UK and around
the globe, award-winning content on television, on radio
and online.

Blue Planet |

O2%

Adult reach

Percentage of UK adults
who use BBC television,
radio or online each week.
Target: 92 95%

Spectacular natural history programme
Blue Planet Il was BBC iPlayer s most
popular programme of the year, with

4.8 million requests for the first episode.
The impact of the show led to
widespread change in the public
awareness of plastic waste.

12 new services

BBC World Service

7/10

02

launched:
General impression As the World Service undergoes its — Pidgin — Marathi
ﬁ#sr':;?n Ei . biggest expansion since the 1940s, we — Afaan Oromoo —  Punjabi
(mean average). reached a record weekly global audience — Amharic — Telugu
Target: 6 7/10 of 279 million people around the world. — Tigrinya — Igbo
By this summer, our international news — Kofeaﬂ‘ — Yoruba
services will broadcast online, on TV, — Gujarati — Serbian

19:12

Total time spent

Length of time UK adult
audiences spend with the
BBC each week on average.
Target: 18:15 19:45

and on radio in more than 40 languages.

BBC Local Radio

BBC Local Radio, which includes 40 local

radio stations across England and the
Channel Islands, with more than six
million listeners a week, celebrated
its 50th anniversary.
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Three Girls

The BAFTA award-winning
drama dealt with the

true stories of victims of
grooming and sexual violence
in Rochdale. Watched by
more than eight million
people, the programme
helped highlight a petition
for Sara Rowbotham to be
recognised for her role in
bringing the scandal to light.

0 Return to contents

£ 34m

We announced our biggest

investment in children s services
in a generation — an additional

£34 million.

BBC Studios

We announced BBC Worldwide
and BBC Studios would join
forces, integrating programme
production, sales and distribution
in a single commercial
organisation, and producing
programmes such as Strictly Come
Dancing, EastEnders, Countryfile
and BBC One’s popular daytime
drama Shakespeare & Hathaway.

ABOUT THE BBC

48m

General Election

Close to 48 million UK browsers
came to the BBC website and news
app in the week of the General
Election —an all time record.

2/2m

BBC iPlayer recorded its
best year everin 2017.
With a host of box sets,
hits from the archive and
greater personalisation,
viewers streamed

on average 272 million
programmes per month.

Live sports
coverage

We announced plans to reinvent
free-to-air sports broadcasting.
Working in partnership with the
sports industry and making the

most of digital technology,

our aim is to bring more

sports to more people.

BBC Annual Report and Accounts 2017/18

03



ABOUT THE BBC

Award-winning 4

CO nte nt International

Broadcasting Awards
November 2017

We invest in award-winning programmes and
services across television, radio and online. 1 O

Broadcasting Press
Guild Awards
March 2018

BBC named Broadcaster
of the Year at the Diversity
Media Awards

o

Broadcast Digital

7 Awards
July 2017

British Academy

Scotland Awards

November 2017

18

RTS Programme
Awards
March 2018
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Grierson Awards
November 2017

6

Creative Diversity
Network Awards
June 2017

. Return to contents

ABOUT THE BBC

16

British Academy
Cymru Awards
October 2017

15

British Academy
TV Craft Awards
April 2018

3

Comedy.co.uk Awards
January 2018
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50/0

% of UK adults who say the
BBC is effective at informing,
educating and entertaining
people in the UK

(8% say ineffective)

We create
cutting edge
content...

#= Read moreon pages 02 05 and 28 37

...broadcast

across
multiple
channels...

=& Read more on pages 18 58

50/0

% of UK adults who say the
BBC is effective at informing
people in the UK

(9% say ineffective)

people in the UK
(9% say ineffective)

Documentaries that encourage change.
Blue Planet Il won the Special

Impact Award at the NTAs for its

role in raising awareness of the

deadly impact of plastic waste.

First TV programme with an all
autistic core cast. CBeebies launched
animated TV series Pablo.

Using technology to broaden the
appeal of content. As part of the
Civilisations Festival we launched a
suite of digital tools including the
Civilisations Augmented Reality app.

Television

Nine pan UK television services,
including online only youth service
BBC Three.

National and regional television
services across England, Northern
Ireland, Scotland and Wales.

ﬁ Radio

Ten pan UK radio networks and two
national radio services each in

Scotland, Wales and Northern Ireland.

40 local radio stations across England
and the Channel Islands.

20/0

% of UK adults who say the
BBC is effective at educating

70/ 0

% of UK adults who say the
BBC is effective at entertaining
people in the UK

(7% say ineffective)

Forging dynamic partnerships across
the country. From Hull City of Culture to
Super Movers with the Premier League;
from Tomorrow’s World to Opera Passion
with the Royal Opera House and the V&A.

Award winning podcasts from one of
the largest podcast producers in the
world. We create bespoke, entertaining
and revealing podcasts for a wide
audience including the new generation
who increasingly listen online.

Channel of the Year. BBC One
was named Channel of the Year
at the RTS Programme Awards.

The BBC World Service television,
radio and online in more than
40 languages.

Online

Online services including BBC News,
Sport, Weather, CBBC and CBeebies,
iPlayer and iPlayer Radio, BBC Red
Button and our vast archive via a
variety of internet connected devices
including tablets, smartphones and
connected televisions —as well

as computers.




..working
with talent
across the
UK creative
industries.

=) Read more on pages 74 83 and page 144

We deliver
our public
DUrpoSes...

#= Read moreon pages 18 58

...and ensure
value for
money for
our audiences.

=& Read more on pages 66 73 and 74 77

BBC staff

Our people are talented, diverse,
dedicated and passionate. They
make us what we are.

Partnerships

We work with organisations that
share our passion for creativity,
quality and distinctiveness.

Investment

The BBC is a major investor in the UK
creative industries, contributing hundreds
of millions of pounds to the wider sector.

To provide impartial news and
information to help people
understand and engage with the
world around them.

To support learning for people of
all ages.

To show the most creative, highest
quality and distinctive output
and services.

Knowledge sharing

BBC engineers have always been

at the forefront of technological
development. We provide a ‘centre
of excellence’, sharing advances and
best practice across the industry.

Training

We are committed to offering
opportunities to everyone. Since 2014,
1.9% of our workforce has been made up
of apprentices and last year we launched
a £1 million scheme to recruit, train and
develop journalists with disabilities.

To reflect, represent and serve the
diverse communities of all of the UK’s
nations and regions and, in doing so,
support the creative economy across
the UK.

To reflect the UK, its culture and
values to the world.

Investing as much money as possible in
delivering great content and services.

Reduction in overheads

94% of the BBC’s controllable spend
this year was focused on content
and delivery, just 6% was spent

on running the organisation.

Talent spend reduction

Our total spend on on screen and on
air talent has been reduced to 11.1%
of our internal spend on content.

Senior manager paybill

The ratio of senior managers to total
public service employees is now 1.5%
and the paybill for senior managers has
reduced by over £36 million since 2009.

Total cost savings

£160 million of annual savings were
delivered during the year, taking the
cumulative savings to £244 million. See
pages 67 and 70 for more information.




ABOUT THE BBC

A message from the Chairman

This Annual Report and Accounts covers
the year to 31 March 2018, the first
financial year in which a new unitary
Board and governance arrangements
have been in place at the BBC.

These arrangements now make a clear
distinction between governance of the
BBC, which falls to the new Board, and
external regulation of the BBC, which

lies with Ofcom. Perhaps for the first
time in the BBC’s history, they allow

the corporation to speak clearly with a
single voice, and for accountability to rest
unambiguously in a single set of hands.

During the course of the year the
Board has covered a significant range
of issues that the BBC faces, including:
building an effective relationship with
our new regulator Ofcom; internally,
working hard to ensure that the BBC
remains a fair and decent place to
work; and externally, helping the BBC
to meet the challenges it faces from a
growing set of global competitors.

I'am proud of the progress that is laid out
in this report, of the way in which our new
governance processes have embedded, and
of what the Board has achieved in its first
year. | am also, however, very conscious
that the environment around the BBC -
competitive, financial, technological - has
never been tougher. This is something we
discussed in detail in our 2018/19 Annual

Plan, published in March, and it is important

to view this Annual Report in that context.

08 BBC Annual Report and Accounts 2017/18

All Board members are acutely aware
that our first responsibility is to serve
and protect the public interest, primarily
by ensuring that the BBC meets the five
public purposes that are set out in our
Charter and that we report against here.

Some may perceive these public
purposes to be obligations imposed on
us, or consider them a kind of burden.

As Chairman of the BBC, | view them
differently. It is these public purposes
that set us apart from other broadcasters
and underline that we have a distinctive
role to play. They represent our contract
with the public, and are critically
important as our audiences’ fundamental
means of holding us to account.

Over the course of this year, | have been
impressed by the depth of commitment
our staff have shown to delivering on
these purposes. Whilst the organisation
continues to address key issues, such as
those of fairness and pay, our people have
nevertheless constantly kept the needs
of our audiences front of mind. | have also
been struck by the extent to which the
BBC’s public service mission is growing

in importance in a fast-changing world.

News is a good example. Our audiences
have long relied on the BBC to be the
place they can come to for news they can
trust and analysis they can rely upon. This
year, BBC News remained the country’s
biggest provider of news and audiences’
preferred source of trusted information.

“The value of our role
as one of the most
trusted sources of
accurate, impartial
news, both in this
country and around

the world, has not
diminished in the
digital age, but grown.”

Sir David Clementi
Chairman

0 Return to contents



Overall, BBC News reached a weekly
average of over 80% of adults in the UK.
BBC News Online continued to attract

30 million UK browsers a week on average
in 2017, while the BBC News app had an
average of 7.8 million monthly browsers.

The fact that the BBC is where the country
comes to understand what is happening

at key moments was demonstrated

once again in the week of the General
Election last June, when close to 48
million UK browsers came to the BBC

site and news app — an all-time record.

It is clear to me that the value of our

role as one of the most trusted sources
of accurate, impartial news, both in this
country and around the world, has not
diminished in the digital age, but grown.
This is because we now live in an age
when trust is at a premium, and truth and
accuracy are increasingly under assault.

‘Fake news’ has become harder to
challenge. False claims can travel the
globe in an instant. Social media echo
chambers reinforce our own views of
the world and new media channels

can speak to closed groups of people
unchallenged. It is becoming ever harder
to separate fact from falsehood, truth
from opinion, prediction from assertion.

In this landscape, the BBC'’s historic role
as a trusted guide could hardly be more
vital. It is a responsibility we take very
seriously and we have responded with
initiatives like an expanded Reality Check,
our fact-checking service designed to get
to the bottom of the various claims and
counterclaims that surround the news
agenda. This includes the introduction
of a television version, and we were
pleased to have the impact of this service
recognised recently when Reality Check
was given an ‘Award for Innovation’ by
Voice of the Listener and Viewer.

Another important area in which audiences
rely on us is original, home-grown content.
The BBC’s priority has always been

high quality, British programming and

itis part of our public mission to reflect
and represent the diverse communities

of all the UK’s nations and regions.

The report from the Director-General
emphasises how much our audiences
value programmes that speak directly to
them about their lives, or say something
significant about the country and the
society they live in. But it also highlights
the threats that are now facing original,
British content right across the industry.

0 Return to contents
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At a time when the UK is more and more
being portrayed as fragmented and
divided, the BBC must continue to be the
place that brings the country together
and helps it understand itself. This means
making sure that our creative output
portrays the full richness and breadth

of an increasingly diverse and devolved
UK, and that all its many voices are
heard. It also means reminding all our
communities what they have in common,
as well as what sets them apart.

the extent to which

mission is growing in

importance in a fast-
changing world.”

The BBC has always been the place

where the whole country comes together
to celebrate big national events, like a
Royal Wedding, Jubilee or the Olympics.
Itis also the place for shared national
moments and conversations — whether it
is audiences of all ages coming together
in their millions for Strictly, Doctor Who

or Blue Planet Il, audiences returning

year after year to shows like Just a Minute
and Desert Island Discs, or output that
commemorates important landmarks in
our history both on-screen and on-air, such
as this year’s programming on World War |
and the campaign for women’s suffrage.

This Annual Report sets out an
analysis of our performance against
our public purposes. Itis important to
underline that, as well as marking the
first year of the BBC’s new operating
arrangements, this also marks the
first year in which we see changes to
the way we measure our performance.
This means that many statistics will
look different this year and may not be
directly comparable to previous years.

As the Director-General’s report
underlines, the market around us is
becoming more global and competitive.
We face a threat to British content from
the west coast of America, and we need to
respond to the rapidly changing habits and
needs of our audiences in the digital age.
All this must be set alongside the BBC’s
tougher-than-ever financial context.

As the BBC moves towards its centenary
yearin 2022, | believe that the role it
plays for the UK grows increasingly
valuable. I am proud of the progress

set out in this report, but | am also

very aware of the challenges ahead.

P e
\f\"\/

Sir David Clementi
Chairman
21 June 2018

BBC Annual Report and Accounts 2017/18
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ABOUT THE BBC

Director-General’s statement

It’s been a remarkable year of change,
challenge and creative success for the
BBC. This year’s Annual Report sets
out -1 hope above all - a picture of

an organisation on top creative form,
driving the national conversation
with content that changes the way
people view the world. Who else but
the BBC could, for example, start a
fundamental conversation on an issue
like plastics, such as was generated
by the astonishing Blue Planet II?

But beyond this, the Report also tells the
story of an organisation which is moving at
speed to adapt to a changing environment
—both competitively and in the country
itself. We are meeting these challenges

in a wide range of ways, for example by
bringing together our production and
distribution businesses in the new BBC
Studios. Or, for that matter, by investing

in content for each of the nations; putting
£34 million into children’s content; or

by committing to reshape what we do
locally and regionally across England.

And we also tell a story of continued
reinvention — building a BBC that is able

to meet the challenges posed both by the
changing habits of young audiences and the
global shift in content production toward

a small number of US-based competitors.
Whether it be our continued focus on

great British content; our concentration on
nurturing and developing new young talent;
or continuing to reinvent the way we make
video and audio available online, | believe
this Report shows a BBC that is adapting
and changing to the benefit of all its users.

' would like to begin, though, by

paying tribute to the extraordinary

job that our news teams have done
throughout what has been an extremely
tough and challenging year; perhaps
one of the toughest in memory.

It began with the calling of a snap General
Election, which kept our political teams
on their toes just two years after the

last poll and less than one year since

the referendum on EU membership.

Aside from the political developments

of an intense election campaign, all of

us recall the series of terrible terrorist
atrocities that took place during that
period, as well as the appalling tragedy

of Grenfell Tower. Teams in London

and Manchester demonstrated great
professionalism and exceptional resilience
in reporting on these awful events,

sometimes in unimaginable circumstances.

Serving local communities

The BBC'’s coverage of national events
such as the Manchester Arena bombing,
the London attacks and Grenfell Tower
fire are absolutely core to what we do, but
itis also important to recognise here the
role of our local radio services, which each
week reach more than six million listeners.

As | have witnessed for myself during so
many visits to our local radio stations
around the country, local teams are
always there for their local communities
at the moment they are most needed,
whether for coverage of breaking news or
for information and advice that can keep
them safe during periods of freak weather

10 BBC Annual Report and Accounts 2017/18

“Never has the BBC
been more vital as
the cornerstone of the
UK’s creative and

cultural strength.”

Tony Hall

Lord Hall of Birkenhead CBE
Director General and

Editor in Chief

or flooding. And they are still there long
after the national attention has moved on.

In Manchester, it was moving to hear

how people turned to their local radio

in the wake of the bombing for comfort
and support. Instead of finishing at 1Tam,
BBC Radio Manchester’s late-night
phone-in show went on until 5am and
received around three times its usual
number of callers - all keen to relate
their experience or share details of
extraordinary acts of kindness or support.

It was a reminder of something really
significant: that local radio is in the
DNA of our communities; part of what
defines them. Great local radio is not
about broadcasting to audiences,

but broadcasting with them.

That is why | was pleased to be able to
announce our commitment to invest

in BBC Local Radio for the future, on

the occasion of its 50th anniversary in
November. Our ambition is to reinvent
local radio to ensure that it better reflects
local voices, celebrates local identities,
nurtures new talent and engages local
audiences on digital platforms.

Bringing the country together

Within two weeks of the Manchester
bombing, the country came together for
a benefit concert, One Love Manchester.
I am proud of the role the BBC was able
to play in helping to make happen an
event that raised almost two and a half
million pounds for the victims and their
families during the concert alone.

0 Return to contents



“It has been a year that
has proved once again
why BBC News is not

only so trusted and
relied upon, but also
so needed’”

“Taking risks with fresh
new voices in front of
and behind the camera
is critical to the BBC
and to ensuring it best
serves the public.”

BBC Three’s award-winning comedy This Country

0 Return to contents

At home, we brought it toa TV audience
of close to 12 million, one of the highest
of the year. And as host broadcaster

for the international networks, we

were able to play our part in taking it

to a global audience of tens of millions,
in over 50 countries worldwide.

For me, it was a moment that underlined
the unique nature of the role the BBC
plays for the country: through local radio,
representing communities to themselves;
as the national broadcaster, bringing

the country together at important
moments; and as a global influence, taking
Britain’s voice and values to the world.

Taking the UK to the world

This last task — reflecting the UK its
culture and values to the world - is
fundamental to our public service
mission. This year the BBC reached a
record weekly global audience of 376
million people around the world, and
we have enhanced our role significantly
by carrying out the biggest expansion
of the BBC World Service in 70 years.

Thanks to new, Government-funded
investment designed to help increase
the UK’s international impact and
reach, we now operate in more than 40
languages - launching 12 new language
services over the course of the year,
from Korean to Pidgin to Punjabi. We
have also opened new and expanded
bureaux in locations from Lagos to
Bangkok, and Cairo to Seoul. Meanwhile,
the World Service has continued to
bring the best of the UK’s culture to the
rest of the world, from the Proms to
the Edinburgh festival to the FA Cup.

STRATEGIC REPORT

Reporting around the world, of course,

is fraught with danger, and nowhere was
this more tragically evident than in Kabul,
where, in May 2017, a bomb blast took the
life of Mohammed Nazir, a BBC driver, who
was taking colleagues to work. Mohammed
was a popular colleague who left behind

a young family. His was a devastating

loss to his family, friends, and the BBC.

More recently came the terrible news

that our colleague Ahmad Shah was killed
while working for BBC News in Khost
Province. His death came on a dreadful day
for journalism in Afghanistan, with nine
journalists and photographers killed in
bombings in Kabul. Ahmad was a talented
journalist and a popular and respected
colleague, and we continue to do all we
can to support his family and friends.

We have also joined forces with others
to highlight the case of our BBC Persian
staff, who, along with their families,

are being harassed and persecuted

by the Iranian authorities. This year

we took their case to the UN Human
Rights Council, the first ever time the
BBC has made an appeal to the UN.

Trust and integrity

Overall it has been a year that has
proved once again why BBC News is
not only so trusted and relied upon, but
also so needed. In addition to the news
services we provide, we believe that the
BBC can also play a vital role in helping
audiences combat misinformation, by
leading the way for integrity in news.

We are acutely aware that, if it is often hard
for adults to tell the difference between
fact and falsehood, it is even harder

for young people. We are determined

to use the unrivalled experience and
expertise of our news staff to help

young audiences develop their critical
thinking and become news literate.

That is why more than 1,000 schools
around the country are now being
offered mentoring in person, online or
at group events, from BBC journalists,
to help students identify real news
and filter out false information.

All schools can access free online material,
classroom activities and video tutorials

via our School Report website. We have
also launched the BBC iReporter app,
which was developed by the Academy
Award-winning studios, Aardman, and
allows 11-18 year olds to experience the
decision-making pressures of being a BBC
journalist in the heart of the newsroom.

BBC Annual Report and Accounts 2017/18 11



ABOUT THE BBC

Record figures
for BBC iPlayer

Our iPlayer Christmas box sets
contributed to the service’s
best-ever weeks, with nearly
80 million requests between
Christmas and New Year.

Investing in children and young people
In a further sign of our commitment

to supporting young people in today’s
media environment, the BBC was proud

in December to host the Children’s Global
Media Summit for the first time. Our aim
was to bring together leading voices in
media, technology and beyond, from
around the globe, to help tackle the issues
facing young people and empower them
to take control of their digital futures.

During the event, we launched Own
It, a new website designed to help
9-12 year olds develop the confidence
and resilience they need to tackle the
everyday challenges they face online.

This was the first product to launch from
the BBC'’s biggest investment in children’s
services in a generation: an additional

£34 million for children’s content. More
recently it has been joined by BBC Buzz, an

app for 8-12 year olds that provides children

with a daily diet of interesting and inspiring
facts, and encourages them to share
their passions and creative endeavours.

“To me it was a really
powerful example of

These initiatives are great examples of
how we are using the extra investment in
children’s services both to sustain CBBC
and CBeebies, which has performed
extremely well for under 6s despite
increased competition, and to raise our
creative ambition significantly, supersizing
our content in the digital space.

And I'm incredibly proud that BBC
Bitesize remains the most popular
dedicated education site in the UK on
the eve of its 20th birthday, and has been
joined by The Mind Set, the UK’s first
national peer-to-peer coaching network
for GCSE and National students.

Creativity and risk-taking

Of course, the level of that creative
ambition remains high across all areas of
our output. As ever, this year has been
above all about our programmes and our
commitment to creativity and risk-taking.
This is something | picked out at the start
of the year as our first priority as we seek
to reinvent the BBC for a new generation,
and nowhere has it been more evident
than in the quality and distinctiveness

of our output on-air and on-screen.

Landmark series like Blue Planet I

on BBC One have proved once again
that, when you create television that

is truly world-class, audiences of all
ages respond. Major programmes like
Civilisations on BBC Two and Living with
the Gods on Radio 4 have demonstrated
what the BBC can do like nobody else.

In drama, big hits like Line of Duty,
Doctor Foster and the newly regenerated
Doctor Who have shown how British
audiences still want to come together
for unmissable, appointment-to-

view television. Audiences have been
gripped by shows like Poldark, The
Replacement, Trust me, Broken, Clique,
Shakespeare & Hathaway and the BAFTA
award-winning Peaky Blinders.

We have made them laugh together at
comedies like Peter Kay’s Car Share,

Still Game, Two Doors Down, The Young
Offenders and Man Like Mobeen. We

have kept them informed with daily
developments from Today to The Daily
Politics to 5 live Drive to Newsnight, and
offered them new perspectives on history
with shows like A House Through Time and
Back in Time for Tea. And we have kept
them entertained with everything from
Casualty and The Archers to The News
Quiz and The Mash Report, to the BAFTA
award-winning Murder in Successville and
arecord-breaking series of Strictly.

Innovating for our audiences
Meanwhile, we have increasingly
experimented with how we deliver
content to our audiences. This year BBC
Radio launched its first podcasts made
specifically for the medium, and new ideas
like The Naked Podcast from BBC Radio
Sheffield joined popular podcasts such
as Radio 4’s Political Thinking with Nick
Robinson and Flintoff, Savage and the
Ping Pong Guy from 5 live —which had a
record half a million downloads in March.

Award-winning drama Three Girls

the impact public service
broadcasting can have in

giving a voice to those
who might not otherwise
be heard.”

12 BBC Annual Report and Accounts 2017/18 0 Return to contents



Celebrating Hull
2017 UK City of Culture

Our partnership with Hull City of
Culture 2017 was an outstanding
success and a great example of
the BBC working with an outside
organisation. A ‘Hull-centric year’
in 2017 was promised and we
more than delivered on that. Here
are a handful of the many BBC
highlights from Hull’s special year:

— A major national spoken word
festival, Contains Strong
Language, was launched in Hull
in September. Events were
broadcast across all the BBC’s
network radio stations.

— Thousands of people attended
arange of live music events
organised by the BBC in Hull
during 2017. These included
Radio 1’s Big Weekend, Radio 2’s
| Feel Love concert and Radio 3’s
Uproot Festival.

— For the first time since 1930, the
BBC Proms left London and a
Prom was performed on the
Hull waterfront.

— TV highlights included BBC Four
documentary Through the Lens
of Larkin, travel series Yorkshire
Wolds Way, featuring the
countryside of East Yorkshire,
and Welcome to Hull, a BBC Two
documentary looking at the
impact of City of Culture on Hull.

— BBC Radio Humberside produced
200 outside broadcasts over the
year and BBC programmes that
broadcast from Hull in 2017
included Songs of Praise, Any
Questions, The Jeremy Vine Show,
The Listening Project, The One
Show and BBC Breakfast.

With BBC Ideas, we are experimenting
with a short-form video platform which
makes trusted factual content easier to
find, introducing busy users to illuminating
ideas and perspectives. This year we also
reinvented BBC Weather to offer an even
better experience —including a refreshed
look, new data and new digital features
such as ‘chance of rain’ percentage

and ‘feels like’ temperature guide.

With iPlayer, personalisation is now right
at the heart of the design. We now have
around 15 million people actively signed in
each month so that we can provide them
with the tailored services they increasingly
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The official opening of Hull’s tenure as UK City of Culture

expect. Box sets such as Top of the Lake,
Requiem and the full back catalogue of
Peaky Blinders — which we released to
accompany the latest series — have allowed
viewers the opportunity to watch the
shows they want, the way they want to.

In fact, the host of drama programming
that we released on iPlayer at Christmas
to accompany everything on offer on
our schedules led to its best-ever weeks,
with almost 80 million requests-to-
view between Christmas and New Year.
Overall, 2017 was iPlayer’s best-ever
year, with total requests up 11%.

Finally, | want to highlight the innovation
that goes on behind the scenes. This year
we undertook a number of major projects
to modernise and improve the resilience
of our broadcast system —including
putting in place new infrastructure for
the ‘playout’ of network and nations
programming and a new TV scheduling
system —all with no disruption to viewers.

Telling important stories

I have been particularly proud this
year of programmes that have made
genuine contributions to public
debate or taken on some of the
critical issues facing our society.

Award-winning shows like Hospital and
Ambulance continue to focus urgent
attention on areas that could not be closer
to the nation’s heart. And they dosoina
way that uncovers true complexities by
focusing on the incredibly hard, human

STRATEGIC REPORT

decisions that NHS staff must take every
day. Meanwhile, Surgeons: At the Edge of
Life massively broadened the audience for
science programming while generating

an incredible response on social media,

in particular from younger viewers.

Compelling documentaries such as

Rio Ferdinand: Being Mum and Dad, Chris
Packham: Asperger’s and Me, and Patrick
Kielty’s My Dad, the Peace Deal and Me,
have explored important issues through
real-life experience. Programmes like
Growing Up In Care and My Extraordinary
Skin did the same on Radio 1 and 1Xtra,
while The Fix on Radio 4 brought together
12 of the country’s brightest young

minds to take on our most complex social
problems. And factual dramas such as

The Moorside and the multi-award-winning
Three Girls have told challenging, important
stories that urgently need to be told.

Three Girls was an extraordinarily powerful
drama that dealt with the true stories of
victims of grooming and sexual violence in
Rochdale. It was not only the fact that more
than eight million people watched it that
demonstrated its importance to audiences.
It was also the fact that, within days, more
than 300,000 people had signed a petition
for Sara Rowbotham - played brilliantly

by Maxine Peake - to be recognised for

her role in bringing the terrible scandal

to light. To me it was a really powerful
example of the impact public service
broadcasting can have in giving a voice to
those who might not otherwise be heard.
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ABOUT THE BBC

BBC Drama produced 85 hours of content
last year for £97 million — the same cost
as two series of Netflix’s The Crown.

£97 million/$130 million gets you:

BBC Drama - £97 million

— 18 series/c.85 hours of content
— Viewed by 74% of UK adults

— Viewer appreciation: 8.7/10

Sources: BARB, ONS, Populus, GfK.

Investing in new talent

Essential to this is a determination to
unearth and support new talent, wherever
itisin the country. | was pleased, right

at the turn of the financial year, when
creative leaders from across the BBC came
together to identify the UK’s most exciting
on and off-screen talent - producing a
New Talent Hotlist that earmarked over
200 broadcasting stars of the future.

Creating a pipeline for new talent is vital
for the future of the BBC and the UK’s
wider creative industries. Taking risks with
fresh new voices in front of and behind
the camerais critical to the BBC and

to ensuring it best serves the public.

It is through backing new thinking, new
perspectives, and taking creative risks that
the BBC will not only better reflect the
full diversity of modern Britain but also
deliver even more engaging, relevant and
ground-breaking programming. Award-
winning comedy shows like This Country
and Famalam are great examples of our
commitment to supporting exciting new
voices, and | see this as central to our
mission as a public service broadcaster.

17 BAFTAs and 18 RTS Programme Awards
tell their own story about the BBC'’s creative
track record this year. | am pleased that the
commitment that goes into taking risks,
telling important stories, and investing in
new talent has been so widely recognised
by audiences and the industry alike.

Reflecting the whole of the UK

| believe that programmes such as those

I have mentioned here —world-class,
home-grown shows that reflect the whole
of the nation and resonate directly with
British audiences — have never been more
important. Nor has the fact that, as we seek
to respond to the needs of an increasingly
diverse and devolved UK, we are making

big changes to invest more in our nations.

In Scotland, we are launching a brand
new channel, with a special news hour
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“Home-grown shows
that reflect the whole
of the nation and

resonate directly with
British audiences have
never been more
important.”

The Crown - $130 million

— 2 series/c.20 hours of content
— Viewed by 14% of UK adults
— Viewer appreciation: 8.2/10

that will blend Scottish and UK coverage.
In Wales, we are focusing investment

on BBC One and iPlayer, and we're
strengthening our mobile services. And
in Northern Ireland, we are working on
an online news service with enhanced
news coverage right across the week.

Alongside our news services, we have also
deepened our commitment to telling our
nations’ stories. The centres for drama
production that we have in Glasgow,
Cardiff and Belfast help to act as magnets
for ideas and talent, find and develop
local talent, and generate new jobs and
investment. And this year programmes
like Shetland in Scotland, Keeping Faith in
Wales and Come Home in Northern Ireland
have helped to shine a light on our nations
and speak directly to their communities.

Our role in British creativity

Right now, this is truly vital. In the UK, we
like big global shows that are designed
to travel widely and have international
appeal, but we also want content that
has something authentic and relevant

to say about our society and can help us
to understand ourselves as a country.

This could not be more essential at a

time when the UK feels increasingly
fragmented at home and is seeking to
redefine its identity abroad. Yet home-
grown, British content has never been more
under threat. Today’s media environment

is increasingly global, and more and

more dominated by a small number of
US-based giants with extraordinary
creative and financial firepower.

This has brought real benefits for audiences
by driving quality and choice. But it has
also driven up costs across the market.

And it has done so at a time when the
budget of the BBC — which has long been
the largest single investor in British talent
and ideas —has become increasingly
squeezed, and our ability to fund original
British content has diminished. What this
adds up to is that the volume and breadth

of British content that British audiences
rely onis at real risk. And it is a trend that
is set to continue. In fact, over the next
ten years we expect a very substantial gap
to open up between the overall amount
that is spent on UK content now and the
amount that will be spent in the future.

This was at the heart of our decision to
bring together BBC Studios and BBC
Worldwide this year. We believe a single
organisation focused on producing the
highest quality, homegrown content

is the best way of ensuring that the
BBC can help safeguard the future of
British content and continue to play its
crucial role in supporting the success
of the UK’s creative economy.

Financial challenge

This is one of the most critical challenges
we need to respond to as we seek to
reinvent the BBC. And we need todoitina
financial context that is tougher than ever.

Put simply, in the past few years, the BBC
has shrunk as the market has grown.

Since 2010, when the licence fee was
frozen and the BBC was required to take
on new obligations, including financial
responsibility for the World Service, our
funding has fallen in real terms. Meanwhile,
the broader market around us has
undergone a remarkable transformation
which has seen accelerating super-inflation
in key areas such as drama and comedy
production, sports rights and talent costs.

Fundamental to the way we have been able
to maintain spend and deal with new funding
obligations over the past few years has been
a substantial and extensive programme

of cost management. We have worked

hard to make sure that the organisation

is run as efficiently and effectively as
possible, and to redirect spending and
simplify procedures in a way that supports

a more sustainable and creative BBC.

As Anne Bulford sets out in her Deputy
Director-General’s finance review, we

have done a vast amount to make the BBC
simpler, leaner and more efficient. We
have brought down overheads to industry-
leading levels: just 6 per cent of our
controllable costs. This is better than most
in the private sector, and puts us in the
most efficient 25 per cent of benchmarked
regulated and non-profit organisations in
the country. Allin all, by the end of 2018
we will have delivered more than £200
million of annual recurring savings.
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Of course, there is more to do. We know we
will need to push even harder. There are
many more challenges ahead as we look
to meet our savings targets and respond
to the significant financial challenges we
now face. The most pressing of these,

of course, stems from the fact that the
cost of free TV licences for the over-75s
— previously met by Government — will be
transferred over to the BBC from 2020.
This will mean some tough decisions in
the future, but what is clear is that, as

an organisation, we are committed to
our aim to be as efficient as possible.

Fairness and diversity

In addition to financial pressures,

we also face other organisational
challenges. Not least, to ensure that the
BBC is one of the very best and fairest
places to work and that our workforce
reflects the country as a whole.

The BBC believes in equality: no one
should be paid differently because of their
gender. More than that, we recognise

that we have a very special role to play
representing the UK and leading the way.
That is why we are determined to be an
exemplar on gender pay and equality.

We know it is not enough to say that our
gender pay gap is narrower than most
other media organisations. The public,
quite rightly, hold us to a higher standard.
That is why we have committed to closing
the gender pay gap by 2020 — something
that no other large media organisation
has done, as far as we are aware —and why
we want an equal split of men and women
across our airwaves by the same year.

We are also absolutely committed to equal
pay. We know that this is not a structural
problem across the BBC, but we also know
that we still have real and important issues
to tackle and we have been working very
hard to do so. As part of this, we want to
ensure that any individual in the BBC has
the chance to progress in the organisation,
regardless of gender, race, disability or
background. We've been looking closely

at this over recent months and are setting
out plans to allow talented people to
progress more quickly in the BBC, with a
particular focus on getting more women
and more BAME at the most senior levels.

And we have pledged to have a workforce at
least as diverse as any other in the industry,
if not more so, by 2020. We are already

well on track to hitting a target of having
15% of staff from a BAME background by
that year, with the proportion rising from
13.1% to 14.8% since 2015. Meanwhile our
BAME pay gap as of March 2018is 0.4% .

But we know there is much more to
do. Our goal is not only to become
stronger and more representative as
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an organisation, but to be a standard
bearer for equality and fairness for
the whole of the country we serve.

Reinventing the BBC for a new generation
All this puts the challenge that the BBC

set itself at the start of last year —to
reinvent the organisation for a new
generation —in a broader perspective.

Even over the past 12 months, we have
seen an extraordinary pace of change in
the media industry. Global media giants
are being bought and sold in a race for
scale. Consumers have more choice and
more competition for their time and
attention than ever before. Audience habits
are changing more rapidly than ever.

Nowhere is this more obvious than with
young audiences. Young adults watch
less television than older people, and
listen to much less radio. In just a few
years, online-only video has grown from
5% of young people’s consumption to
25%. Music streaming has gone from
around 10% to around 30% of listening.

Where younger audiences lead the way,
older audiences will likely follow. That
is why we have put this challenge right
at the heart of our strategy to reinvent
the BBC for a new generation. We

want to make sure we can continue to
reach everyone to inform, educate and
entertain at a time when that mission is
more important than it has ever been.

Never has it been so important for the
BBC to be the country’s trusted voice,
providing accurate news and information
and making sure all views are heard.
Never has the BBC been more vital as
the cornerstone of the UK’s creative

and cultural strength. Never has it been
more important to strengthen the BBC’s
unique global voice, as Britain seeks to
reshape its relationship with the world.

The following pages set out how we have
delivered our creative remit and performed
against our public purposes. They show
that this has been an outstanding year

for the BBC, but we remain acutely aware
of the challenges we face as we seek

to reinvent the BBC for the future.

I'am very confident about our ability to
succeed. | am determined to make sure
that a strong BBC can be a powerful
champion for the UK, at home and
abroad, in the years to come.

Tony Hall, Lord Hall of Birkenhead CBE
Director-General and Editor-in-Chief
21 June 2018
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Responding to our
challenges

We recently published our Annual
Plan for 2018/19, and in that we

set out what we will be doing in the
months ahead to meet the strategic
challenges outlined in this document.

There is plenty of work now underway,
but some of the areas we are
focusing on in particular include:

Tackling fake news
Reality Check — our expanded
fact-checking service

‘Slow news’ — more in-depth
coverage and analysis behind
the events

Online news services — doing
more for younger and harder-
to-reach audiences

Media literacy — expert mentoring
in schools around the country

Investing in content, new talent and
new voices around the UK

British talent — commissioning
distinctive, world-class content
from across the UK

Local radio — new investment for
local voices and local services

Nations — transforming the BBC’s
Nations services, including a new
Scottish channel

Reinventing the way we

deliver our content

iPlayer — reinventing through
more personalisation and an
enhanced user experience

Audio — a bolder and more
intuitive platform for all our
radio and audio content

Taking the UK to the world
BBC World Service — the biggest
expansion since the 1940s

BBC Studios — newly created to
bring British creativity to new
global audiences

More details on these and all of our
strategic priorities for reinventing
the BBC can be found in our Annual
Plan: bbc.co.uk/aboutthebbc/
insidethebbc/howwework/
reports/annual_plan_2018
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Our current Charter came
into effect on 1 January
2017 following a wide
ranging Charter review
process which was
conducted by Government.

As part of that review, new
governance and regulatory
arrangements were put in
place which established a
single BBC Board and gave
sole regulatory responsibility
for the BBC to Ofcom.

The new Charter also
amended the public purposes,
which we report against

in this Annual Report.

The Charter and
Agreement, combined
with our governance and
regulatory obligations,
define the way we operate
and the way we report our
activity and progress.

Governance

BBC Board

The Board, which came into
being on 3 April 2017, is
chaired by Sir David Clementi
and consists of ten non-
executive directors, including
the Chairman, and four
executive directors, including
the Director-General.

The Board is responsible for
ensuring we meet our mission and
public purposes. It does this by:

setting the strategic direction
for the BBC

establishing the creative remit
setting the BBC s budget

determining the framework for
assessing performance.

The Board makes its decisions in the
public interest and is accountable
for all of our activities including the
publicly funded services, as well

as our commercial activities, both

in the UK and around the world.

The Board demonstrates we

are meeting our obligations
through the publication of two
key governance documents; the
forward looking Annual Plan and
this Annual Report and Accounts.

Annual Plan

We publish an Annual Plan
setting out our intentions
and future priorities for
the financial year.

The Annual Plan is an essential part
of our accountability to licence fee
payers and is a key document in the
relationship between the BBC and
Ofcom. It provides a framework

on which we can be judged as to
whether we have delivered our
mission and public purposes.

The Annual Plan contains information
on three areas:

the BBC s creative plans for the
year ahead

the BBC s three year strategy and
work plan for the year ahead

each BBC services’ contribution
to distinctiveness.




Annual Report

The Annual Report and
Accounts sets out how we
have delivered our mission
and public purposes and
the extent to which the
commitments set out in
the Annual Plan (as well
as regulatory and other
commitments) have been
met. It is published after the
end of each financial year.

A key change in this year s Annual
Report is that it is structured
around reporting how we have met
each of the public purposes.

This Annual Report continues to report
for the whole of 2017/18 against the
previous BBC Trust Service Licence
and Ofcom Tier 2 requirements. This is
because Ofcom’s operating framework
did not begin until 1 January 2018

for calendar year targets and from

1 April 2018 for financial year targets.

External regulation

The Office of
Communications (Ofcom)
is the UK’s broadcasting,
telecommunications and
postal regulatory body.

Ofcom assumed its full regulatory
responsibilities for the BBC on 3 April
2017, at the same time as the new
Board took over the governance from
the BBC Trust. Ofcom regulates the
BBC via an operating framework and
by setting a licence for the BBC that
contains the regulatory conditions the
BBC is required to meet. Ofcom also
assesses performance, ensures fair and
effective competition and regulates
how the BBC s commercial activities
interact with its public services. In
addition, it regulates BBC content and
output against its Broadcasting Code.

Audit arrangements

The Comptroller and
Auditor General, Sir Amyas
Morse KCB, is the BBC’s
external auditor and is
supported in this role by the
National Audit Office (NAQO).

As part of the governance
arrangements, the Comptroller and
Auditor General examines, certifies
and reports on the BBC s group
accounts and is appointed as auditor
of the BBC s relevant subsidiaries
unless the Comptroller and

Auditor General and the BBC agree
otherwise. The NAO also conducts
value for money examinations on
the use of the licence fee and in
relation to the BBC s commercial
activities. Sir Amyas and the NAO
are independent of Government.




DELIVERING OUR PUBLIC PURPOSES

Delivering our
creative remit

The BBC’s public purposes are
enshrined in the Royal Charter
and Agreement and are at the

core of everything we do.

The public purposes outline the

values we hold when striving to
achieve our mission to inform, educate
and entertain and they provide a

clear framework through which we

are held to account. The following
pages set out how we have met the
requirements of those public purposes.

The BBC’s role in UK life is clear from
the below; when asked to pick the
one media provider that does most
for people in the United Kingdom
the BBC is chosen the most often
across a range of characteristics.

Of all the media providers (TV, radio, newspaper, magazine, website,
app or social media), which one does the most to/has the most...

. BBC (%) . Next nearest provider (%)

To support learning for
people of all ages

Facebook/Google

ITV/Google

E b d d e f g

. Help people in the UK understand and engage with the world around them

. Help people in the UK learn new things

. High quality content and services for people in the UK

. Creative content and services for people in the UK

. Distinctive content and services for people in the UK
Content and services relevant to people in the UK

. Reflect life in different parts of the UK

. Reflect the UK around the world

owu SHh o a o o w

Source: Ipsos MORI for the BBC, 3,568 UK adults 16+, April May 2018.
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To reflect, represent and serve
the diverse communities of all
of the United Kingdom’s nations
and regions and, in doing so,
support the creative economy
across the United Kingdom

To show the most creative,
highest quality and distinctive *+ ' Read more on pages 38 51
output and services

To reflect the United
Kingdom, its culture and
values to the world

4= Read more on pages 28 37

2= Read moreon pages 52 58
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DELIVERING OUR PUBLIC PURPOSES

To provide impartial news
and information to help
people understand and
engage with the world

around them

The BBC has no more important
purpose than to inform. All
citizens have a stake in the news.
In a democracy, it is an essential
public service. Every member of
the public needs access to reliable
information in order to understand
the world around them and to
make decisions for themselves,
their communities, their countries
and their shared future.

In such consequential times —when
the news matters and the way stories
are told is so fiercely contested — the
need for an independent, impartial and
accurate BBC is greater than ever.

The BBC remains the most trusted
source of news in this country,
providing an unrivalled level of local,
regional, national and international
news and current affairs. But the
strategic context for that work has
become more challenging than ever.
Technology and social media have
contributed to a polarisation of our
national debate. Generational, political
and social differences have widened
markedly. Fake news compounds that
challenge by eating away at trust in
the media, including the BBC, and
blurring the line between reality and
so called ‘alternative facts. Given
these challenges, it s testament to
the quality of our journalism that BBC
News is the most trusted: when asked
to pick the one source they turn to
first for news they trust the most, BBC
News is chosen most often, named

by 55% of audiences, five times more
than the next nearest provider (ITV).

But these trends are accentuated

in the demographics the BBC finds
hardest to reach. Under 35s especially
are spending less time with BBC

News and this is particularly acute in
less affluent socio demographics.

Tackling these issues will be
challenging. BBC News continues
to make plans to deliver the annual
savings that were required by the
2015 licence fee settlement.
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Delivering these savings will
also help enable us to make

additional investment in new
content for our audiences.

This year we continued to provide
trusted and reliable information,
news, current affairs and factual
output to the highest editorial
standards. We have sought to
reach and serve all audiences with
this output, to contribute to a
better informed society, a more
engaged citizenship and a world
of greater understanding. We are
proud of the fact that BBC News
services are used by eight out of
ten UK adults each week and 73%
of adults think that BBC News
and Current Affairs is effective at
helping them understand what

is happening in the UK and world

today. But we are aware that, as the

importance of our role has grown,
so have the challenges we face.

3 out
of 10

Pan BBC News reach
Number of UK adults (16+) who
use BBC News services each week.

Source: Kantar Media.

640/0

% of UK adults who think
BBC News & Current Affairs

is effective at helping them
understand what is happening
in their part of the UK.

(ineffective 15%)

Source: Ipsos MORI.

BBC Two s Newsnight

/3%

% of UK adults who think
BBC News & Current Affairs
is effective at helping them
understand what is happening
in the UK/world today.

(ineffective 12%)
Source: Ipsos MORI

65%

% of UK adults who think
BBC News & Current Affairs is
effective at informing them about
the day s issues so they can make
up their minds.

(ineffective 14%)
Source: Ipsos MORI.



The need for an independent,
impartial and accurate BBC is
greater than ever... but the
strategic context for that work
has become more challenging
than ever.

Of all the news sources (TV, radio, newspaper, magazine, website, app or social media)
which one source are you most likely to turn to...

...if you want impartial ...for news you trust the most ...if you want accurate
news coverage news coverage

BBC P=— | N BBC - N BBC

N TV y/ 1TV N TV
"‘\\ Sky Sky ‘ Sky

\ Channel 4 / \ Guardian \ Channel 4

== QOther

== Other == QOther

470/0 ) == None of these 550/0 ) == None of these | 550/0 ) == None of these

== Don’t know == Don’t know == Don’t know

Source: Ipsos MORI, 2,467 UK adults 15+ who follow the news, March April 2018.




DELIVERING OUR PUBLIC PURPOSES

Delivering impartial
news and information

This has once again been a year of
massive news events - the snap General
Election, terror attacks in London

and Manchester, and the devastating
Grenfell Tower fire, as well as the
extreme weather which swept the
country. It has also been another year
in which concerns about misinformation
and fake news have loomed large.

Throughout this, BBC News continued

to be the biggest provider of news and
the UK’s favoured source of trustworthy
information, from the daily news bulletins
to radio current affairs, to ever more
innovative ways of storytelling.

BBC News reached over 80% of adults in
the UK weekly on average and BBC News
Online continued to attract 30 million
UK browsers a week on average in 2017.

The unexpected General Election drew
huge audiences and led to an all-time
record for UK traffic to BBC News Online,
with 47.8 million UK browsers coming to the
BBC site and app in the week of the vote.

We hosted a range of special programming
from around the country, bringing
audiences to the fore. The BBC Election
Debate came live from Cambridge; Question
Time leaders’ specials were broadcast
from York and Edinburgh, with a further
special programme devoted to Northern
Ireland; Election Questions came from
Swansea and Bristol; and a Newsbeat
Youth Debate took place in Manchester.
Andrew Neil also interviewed the leaders
of the biggest political parties.

Large audiences came to BBC TV

for election coverage overnight

and throughout results day. Results
programming before 7am reached 19.1
million adults across all channels, and
coverage the next day reached almost
17 million viewers, rising to 24 million
with news bulletins and Question Time.

The fire at Grenfell Tower was a huge and
dreadful story. The BBC reported from
the scene for several weeks, including
outside broadcasts of Victoria Derbyshire.
We continued to focus on the story and
notably on BBC Newsnight, through Chris
Cook’s forensic investigative journalism
on cladding and fire safety, and Katie
Razzall’s detailed and award-winning

22
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account of the fate of the residents of
the 21st floor, we gave residents the
chance to tell their own stories.

We provided wide-ranging coverage
across all output of the shocking
terror attacks affecting the UK.

We continued to analyse the impact
of Brexit, launching a monthly sector-
by-sector analysis on issues such

as fishing and the tech sector.

BBC News continued to break stories
throughout the year, notably the poisoning
of Sergei Skirpal in Salisbury and the
revelations about the former International
Development Secretary’s meetings in Israel,
which ultimately led to her resignation.

As ever, the BBC brought brave and
hard-hitting international reporting to
UK audiences - from Syria, although
access to the country is difficult and
dangerous, to Myanmar to Yemen.

The BBC Election Debate

Panorama continued to be the home of
influential undercover investigations,
broadcasting the major Paradise Papers
investigation, and the BAFTA award-
winning undercover investigation of an
immigration removal centre, as well

as editions on Facebook and sepsis.

Itis evidence of the quality of our
journalism that audiences continue to
regard BBC News as the most trustworthy
provider. But we know impartiality requires
continued focus after a series of polarising
events — the vote on Scottish independence,
the EU Referendum and the 2017 General
Election —and as public opinion on issues
of the day can transcend traditional party
lines. This year 54% of adults thought the
BBC was effective at providing news and
current affairs that is impartial but 26%
perceived it to be ineffective. Audiences
continue to regard BBC News as the most
impartial provider of all though —when
asked to name the one source they turn

to first for impartial news coverage, the
BBC is chosen most often, far ahead of the
next nearest provider. However we are not
complacent about this, and impartiality is
an area that the Board is looking at closely.

When it comes to engaging young people,
over 70% of 16-34 year olds were reached
weekly by BBC News on average. To try

to maintain this, we are continuing to
seek ways to make our news even more
relevant, building on the high levels of
trust young people have in BBC News.

47.8m

The General Election drew huge
audiences and led to an all time record
for UK traffic to BBC News online in
the week of the vote.
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We have already been doing more
to reach a more varied audience.

Victoria Derbyshire, named network
presenter of the year at the RTS awards,
focused on a health issue blighting

the lives of many women across the

UK, vaginal mesh implants, as well as

her award-winning interviews with the
footballers who survived sexual abuse.
Her programme continues to make an
impact beyond television on social media.

BBC Radio 5 live, which won six ARIA
awards, continued to innovate to reach new
audiences. The station’s #mumtakeover
project, which saw a live broadcast
discussing modern issues around
motherhood and mental health, reached
more than 3.5 million people on social
media with the most engaged audience
being women aged 25 to 34 years.

BBC Breakfast focused on the experiences
of people with special educational needs
and their families, as well as challenging
their presenters to resit a GCSE in maths.

BBC Three continued to bring current
affairs to a young audience, with innovative
approaches such as the Sex, Drugs &
Murder: Life in the Red Light Zone series,

an uncompromising look at the life of sex
workers in Holbeck in Leeds, the first place
in the UK where selling sex is permitted.
The programme has had over 12 million
iPlayer requests since its launch.

Our BBC Stories brand has helped us to
engage with a wider range of audiences,
including women, young people and less
well-off groups.

And BBC Radio 1’s Newsbeat has been
tackling mental health issues with their
My Mind and Me project.

Concerns about online misinformation
have not diminished this year. The BBC's
fight against fake news and push for media
literacy accelerated as we launched an
online interactive game, BBC iReporter,
created by animation studios Aardman.
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The game allows players to experience
being a BBC reporter in the heart of
the newsroom, helping them learn

to identify ‘fake news’. This is one of
arange of free resources for schools
and sixth forms across the country.

Our expanded Reality Check fact-checking
team continued to cut through rumour and
speculation online. We introduced a special
TV version of Reality Check during the
General Election, in which Steph McGovern
tackled issues such as taxes and pensions.

Investing in our video and data journalism
has allowed us to give our audiences more
personalised experiences, such as the
award-winning NHS Tracker project, which
allows users to find out how their local

services are performing against key targets.

We've also been finding ever more
innovative ways for people to explore

the world around them, with our virtual
reality project Damming The Nile, offering
a 360 degree video experience.

Weather has been a focus for us this year in
more ways than one. Working with our new
provider, MeteoGroup, we launched a new-
look weather service, with more data, new
on-air graphics and a more contemporary
design with more realistic mapping.

And the harsh winter weather drew major
audiences to the BBC. 69% of UK adults
came to BBC Network TV news coverage
in the week of 26 February, as the ‘Beast
from the East’ hit parts of the UK, and
there were record-breaking figures for
BBC Weather online with 24.9 million UK
browsers in the same week. Audiences
also turned to regional coverage, with

an 8.6 million average audience across
the UK for the 6.30pm bulletins on

1 March the highest seen in five years.

Throughout this year, BBC News
has continued to inform its
audiences and to report impartially,
accurately and independently.

STRATEGIC REPORT

Above: BBC News’ Clive Myrie reported from
the frontline of the Rohingya refugee crisis

Left: Nikki Fox reported on the Ukraine’s state-run
institutions for children with disabilities

BBC News Online continued to attract 30 million
UK browsers a week on average in 2017

BBC Radio 5 live continued to innovate
to reach new audiences
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DELIVERING OUR PUBLIC PURPOSES

To support learning
for people of all ages

From its earliest days, the BBC has
informed, educated and entertained
the nation’s children. Our children’s
output helps generations to develop
their language, reading and social
skills in fun, playful ways. As

they grow through childhood and
approach their teenage years, the
BBC'’s children’s content grows

with them, entertaining them,

but also helping them navigate

the world around them, discover
what ignites their enthusiasm

and inspiring them to learn.

In today s heavily commercialised,
global media, there has never been
a more important time to assert
the values of trust, safety, quality
and fun that the BBC is valued for
by children and their parents.

This generation of children embody
the digital transformation. They are
the audience group that are changing
fastest. That s why last year we
announced an additional £34 million
into our content for children and

we re investing more into digital while
ensuring that our terrestrial channels
continue to showcase quality content
that reflects all of our audience.

Although TV continues to be the
main platform for children s viewing,
what they consider to be ‘TV’ and
how they access this is rapidly
evolving. Children s content has
continued to thrive on iPlayer with
1.1 billion requests in the last year.
43% of 5 11 year olds now use their
mobile phone to watch TV and
children aged 5 15 now spend more
time each week online than they do
watching TV. As a result, the average
weekly reach of CBBC among its

6 12 year old target audience has
fallen to under 25% in 2017/18.

CBeebies drama Apple Tree House

Online has not yet compensated
for this fall. However, CBeebies’
reach amongst the under 6s has
stayed much steadier, despite
increased competition. And the
percentage of under 16s who use
BBC television, radio or online
each week remains high at 83%.

The BBC’s unique role in children’s
media has never been more
important. We are by far the UK’s
biggest investor in home grown
content. We reflect national
diversity and British children’s
voices in a way no one else does.
And we play a unique role in formal
learning — with invaluable resources
that are trusted by children,
parents and teachers alike.

This year we also began
transforming our education
offer and in March we set out
arange of priorities, including
improving literacy rates and
opening up the world of
employment to young people.

As we seek to reinvent the BBC
for a new generation, we face real
challenges in building a lifelong
relationship with young audiences.
At the same time we have begun
the transformation of our mission
in education by working to enable
everyone to achieve their full
potential through educational
content, services and participative
experiences from the BBC, from
partners and from each other.
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There has never been a more
important time to assert the values
of trust, safety, quality and fun that
the BBC is valued for by children
and their parents.

6 /%

% of UK adults who think
the BBC is effective at helping
them learn new things.

(ineffective 14%)
Source: Ipsos MORI.

83%

Under 16s reach
% of under 16s who use
BBC television, radio, or
online each week.

(Jun 17 Mar 18)
Source: [psos MORI.

62%

% of parents who think the BBC
is effective at supporting children
and teenagers with their learning.

(ineffective 9%)
Source: Ipsos MORI.

06:12

Total time spent (per head)
Length of time under 16s spend
with the BBC each week (hh:mm).
(Jun 17 Mar 18)

Source: Ipsos MORI.

7/10

Perception of BBC by under 16s:
mean score out of 10.

Source: Ipsos MORI.




DELIVERING OUR PUBLIC PURPOSES

Delivering learning
for people of all ages

CHILDREN’S

The purpose of the BBC’s children’s output
remains the same: to inform, educate and
entertain our youngest audiences. But we
increasingly have to evolve what we do and
how we do it as the consumption habits of
our youngest audiences continue to rapidly
change. We still help children develop their
language, reading and social skills, but

we now also have a role in helping them
navigate the digital world and helping

to make their online experiences safe.

As children watch more content from
overseas it’s critical that we invest in high-
quality, distinctive UK content that reflects
all of our audience. But it’s becoming
increasingly difficult to reach younger
audiences via traditional platforms.
YouTube and YouTube Kids reached 73%
of 6-12 year olds. This presents a real
challenge for the BBC and to effectively
respond we need to do things differently.

This year we have seen a strategic shift in
how we deliver our content to audiences.
Our two linear channels are still hugely
important to us and remain the ‘shop
window’ for our content, but we’re moving
towards a more developed, connected
multiplatform offer which will see our
digital offers become more important.

We announced last year that we would be
investing an additional £34 million into our
content for children and we’ve begun to

do that across all of our platforms. We've
invested more into digital while ensuring
that our terrestrial channels continue to
showcase quality content that reflects

all of our audience. From new pre-school
animation Bitz and Bob to Creeped Out, a
thrilling drama aimed at our older audience,
2017 saw fresh new content that continues
to push boundaries. Last year we were

by far the biggest commissioner of UK
content, with 95% of all our commissions
coming from our in-house team or UK-
based indies. And we make content that
no one else does; in the last year we've
brought live-action drama Waffle the
Wonderdog to CBeebies, while The Tempest
wowed pre-schoolers and their parents

as we brought more Shakespeare to the
channel. We introduced a new generation
of CBBC viewers to Dennis & Gnasher with
a whole new reboot, while Jamie Johnson
brings footballing drama to appeal to

our young sports fans. And Newsround
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/8%

Bitesize: reach % pupils
% of secondary school
pupils who use Bitesize.

2016/17: 80%

Source: YouGov.

820/0

Bitesize: % of under 16 users who
say Bitesize helps them with their
schoolwork/homework.

2016/17:81%

Source: YouGov.

continues to deliver the news in a way that
kids can understand and relate to and

has received critical acclaim in the last
year for its approach to national stories
including the Manchester bombing.

We’re also changing how we work to make
sure we're as efficient as possible, focusing
on fewer key brands that deliver across all
of our platforms, and we’ve streamlined
our commissioning process to reflect this.

For our older audiences we've launched a
CBBC account on Instagram as we continue
to adapt to the ever-changing needs of the
audience, while our YouTube channels now
have a total of nearly 700,000 subscribers.

Children’s content has continued
to thrive on iPlayer, with 1.1 billion
requests in the last year.

In December we hosted the Children’s
Global Media Summit in Manchester.
With a keynote speech from the Duke of
Cambridge, the Summit brought together
thought leaders from across the world

to discuss the issues facing the children’s
media industry right now and those that
we will need to tackle in the future.

Ao

Bitesize: reach % pupils
% of primary school
pupils who use Bitesize.

2016/17: 45%

Source: YouGov.

640/0

Bitesize: % of secondary school
users who say Bitesize helped
them to achieve better grades.

2016/17:57%

Source: YouGov.

In March we launched our first ever kids
festival, CBBC Summer Social. Taking
place in Liverpool in August 2018,
Summer Social will be our biggest ever
outdoor event and represents our desire
to get even closer to our audience.

LEARNING

This year the BBC began to transform
what we do in education in order to fully
deliver our public purpose to support
learning for people of all ages, whilst
reinventing the BBC for a new generation.

Supporting learners

As it approaches its 20th anniversary,
BBC Bitesize remains the cornerstone of
our education proposition by supporting
children and young people with their study
and revision needs, wherever they are in
the UK. It is the most popular dedicated
education site in the UK —reaching
around 80% of secondary students and
around 40% of primary students. Of
those using Bitesize for GCSE/Nationals
study and revision, 78% think Bitesize
helped them to feel better prepared for
their exams and 54% feel it helped them
get better GCSE/Nationals results.
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BBC Bitesize is the most popular
dedicated education site in the UK

We have begun the process to transform
Bitesize to help students reach their
academic potential by providing a more
structured service, tailored to the
individual learner. Older students can
now sign in to a personalised Bitesize
which remembers who they are and
what they are studying. We will build on
these initial steps to deliver adaptive
learning and new interactive content.

Supporting teachers

We have continued to build our support
for teachers. 60% of them use BBC
material in their classrooms and BBC
Teach brings together the best BBC
content alongside award-winning short
films —all tagged to the curriculum. We
also deliver interactive Live Lessons for
classroom use and educational audio
content through Schools Radio.

Education campaigns

Supporting adult learning

We support adult learning through our
partnership with the Open University
(OU). Each year the OU invests in 12-
15 BBC projects, ranging from major
series such as Civilisations and Blue
Planet Il, to more experimental projects
such as digital shorts for BBC Three
and videocasts for BBC Ideas. In every
case the OU is looking to extend the
learning opportunities presented by
these programmes and offer onward
learning journeys to enable audiences to
explore subjects of interest to them.

Tomorrow’s World has been a pan-BBC
partnership aimed at adults aged 25-44,
that has connected audiences with the
brightest minds and biggest science
organisations in the country, including
the Science Museum Group, Wellcome,
the OU and the Royal Society. It has been
a public celebration of all things science,
including a Tomorrow’s World Live event
with Eric Schmidt and Brian Cox.

New education vision

In an age when education is widely
recognised to be the most significant
element in determining life chances, we've
been considering how the BBC can build
on our existing strengths and ensure that

everything we do in this space is impactful.

We work in partnership with a wide range
of organisations to deliver major campaigns
that address UK-wide challenges.

In the last 18 months, over 40% of primary
schools in the UK signed up to Terrific
Scientific, our major partnership with
Wellcome and 30 other organisations
and universities, designed to inspire
primary school science and help counter
the STEM crisis in the UK. There have
been over 125,000 downloads of our
resources and nine out of ten teachers
using them say they intend to use the
material again, demonstrating its legacy.

There were a record-
breaking 134,000
entries for Radio 2’s

In January we launched Super Movers,
a partnership with the Premier

League and the Scottish Professional
Football League to help get kids active.
Super Movers supports teachers and
parents with simple, fun films that get
children moving while they learn.

500 Words short story
competition.

Other campaigns have included The
Mind Set, offering practical advice

to students during their exams; Ten
Pieces, which continues to inspire
children through classical music; and
the Radio 1 Academy which encourages
young people to reach their potential.
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We have consulted with stakeholders in
education and business to identify key areas
where the BBC can have a positive effect.

In March we publicly set out the priorities,
which we will explore in partnership
with a range of organisations:

Improving literacy rates by focusing on
pre-school children to counter the fact
that the most disadvantaged five year
olds can be 19 months behind their
more affluent peers in vocabulary
development on school entry

Championing the wider needs of
children by building resilience and
self-esteem and by supporting mental
health just as much as we currently
support their academic needs

Opening up the world of employment
to young people at a time when recent
CBl research has revealed that 84% of
UK businesses feel the quality of
careers advice young people receive

is not good enough

Exploring opportunities that make
it easier for adults to retrain;
equipping them to thrive in a
changing labour market and an
increasingly digital world.

CBeebies’ The Tempest brought Shakespeare to pre-schoolers
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DELIVERING OUR PUBLIC PURPOSES

To show the most creative,

highest quality

distinctive output

and services

Maintaining our unique breadth and
range of output with a commitment
to the highest production and
editorial standards is at the heart
of what the BBC does. This year

we have continued to invest in new
and original content made all over
the UK; taking creative risks while
maintaining a balance between new
series and returning favourites, all
aimed at serving our audiences.

The following pages demonstrate
how we have delivered this purpose.
Our reporting is broken down

by genre - factual, arts, drama,
entertainment, comedy, sport and
music —and demonstrates that our
output on TV and radio is unique in
its distinctiveness and in its focus on
British content from across the UK.

These pages tell a strong story of

the British creativity, quality and

risk taking that is the first priority

for output on the BBC. They show an
organisation on top creative form,
setting the standards through delivery
of a staggering breadth of high quality
and distinctive content. Indeed 72%
of regular users think BBC Television
is effective at providing content and
services that set a high standard for
quality, while 81% of weekly users

rate BBC Radio as high quality.

But sustaining the quality that
audiences demand is increasingly
difficult in a world where inflation
in some genres is running at
unprecedented levels. The BBC
continues to seek out investment
from other providers to reduce
the demand on the licence fee, but
these deals are not as available or
as attractive as they used to be.

At the same time, maintaining the
reach and time that audiences
spend with our output is equally
difficult, when they have so many
other choices at their disposal.
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and

This challenge is most acute for
young audiences. Our most recent
estimates suggest that 16 34 year
olds spent similar amounts of time
with BBC One, ITV and Netflix a
week —around two hours a week for
each. 16 24 year olds spend more
time with Netflix than all of BBC
TV, including iPlayer. Similarly, for
the first time, in 2017/18 estimates
suggest that 15 34 year olds spent
around as much time listening

to music streaming services as
they did to all of BBC Radio.

But we are also aware of the scale of
the challenge we face, particularly
from international competitors.

This report shows we are well

placed to remain the champion

of home grown, British content

that means so much to British
audiences, and the cornerstone

of the creative industries that

allows this country to punch well
above its weight worldwide.

03:16

Length of time UK adults (16+) in

TV homes spend with BBC TV
each week (hh:mm).
2016/17: 08:46

Source: BARB.

10:03

Length of time UK adults (16+)
spend with BBC Radio each week
(hh:mm).

2016/17: 10:09

Source: RAJAR.

80%

% of UK adults (16+) in TV homes
who watch BBC TV each week.

2016/17: 82%
Source: BARB.

640/0

% of UK adults (16+) who listen
to BBC Radio each week.

2016/17: 65%

Source: RAJAR.

J40

% of UK adults (15+) who use
BBC Online each month.

Source: comScore MMX Multi-Platform,
ONS.



% of UK adults who think the BBC
is effective at providing content/

% of UK adults who think the BBC
is effective at providing content/
services that set a high standard

(ineffective 13%)
Source: Ipsos MORI.

90/0

% of UK adults who think the BBC
is effective at providing content/
services that cater for a wide
range of tastes.

(ineffective 13%)

Source: Ipsos MORI.

(ineffective 14%)
Source: Ipsos MORI.

20/0

% of UK adults who think the BBC
is effective at providing content/
services that set a high standard

(ineffective 11%)
Source: Ipsos MORI.

for quality

BBC quality and distinctiveness by platforms
Sets a high standard
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BBC ONLINE 740 700
/o /o
weekly users saying weekly users saying
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Source: Ipsos MORI.
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% of UK adults who think the BBC
is effective at providing content/
services that are distinctive.

(ineffective 12%)

Source: Ipsos MORI.
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DELIVERING OUR PUBLIC PURPOSES

This year a unique combination of
entertainment and education across all
our platforms allowed powerful stories
to be heard, took audiences on journeys
of discovery and created jaw-dropping
moments that got the nation talking.

On BBC One, eye-opening documentary
Alan Shearer: Dementia, Football and Me
and the hard-hitting The Betrayed Girls
moved viewers, while Ambulance and The
Met: Policing London gave unprecedented
access to Britain’s emergency services;
and Mind Over Marathon challenged

ten runners to compete in the London
Marathon for Heads Together, a campaign
set up by the Duke and Duchess of
Cambridge and Prince Harry to tackle
the stigma around mental health.

On BBC Two, Hospital (averaging

2.4 million per episode in season one)
and Chris Packham: Asperger’s and Me
(2.8 million) were powerfully human in
their storytelling, winning awards and
plaudits from viewers and critics alike.
Constructed documentary Exodus: My
Journey to Europe and longitudinal series
Generation Gifted played with ambitious
factual formats, while Abortion on Trial,
and My Family, Partition and Me: India 1947,
brought hard-hitting conversation and
stories to primetime. Louis Theroux: Dark
States gave viewers a unique insight into
the USAin a hugely timely series that was
popular with younger viewers, while The
Detectives: Murder on the Streets provided
a gripping insight into crime in the UK.

BBC One’s landmark Blue Planet I1
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Back in Time for Tea returned stronger
than ever, while Absolutely Champers with
Joanna Lumley and Jennifer Saunders
transported 2.9 million viewers to

the Champagne region of France.

BBC Three led the charge with factual
films that resonated with young audiences
and tackled subjects important to them.
Single films with a personal story at their
heart, included Chasing Dad: A Lifelong
Addiction and factual drama Murdered

for Being Different proved popular, while
Drugsland proved to be an uncompromising
observational series seen through the

eyes of professionals, users and dealers.

Radio 4 reached record on-air audiences
and programmes like You and Yours and
Money Box played an important role in
providing advice and insight to listeners.
This year Gardeners’ Question Time
marked 70 years of answering the UK’s
horticultural queries and Woman’s Hour
looked at the best and worst places in
the UK to be a woman. New series also
explored important political and social
subjects. In The Fix some of the country’s
brightest young minds tried to solve
complex policy problems and Across the
Red Line brought together people on
opposing sides of a political issue. Radio 1,
1Xtra and Asian Network produced a
range of factual content providing insight

BBC Two’s Hospital

A type of plankton
described as part of

‘the beating heart’ of the
oceans has been named

after Blue Planet II; the
first time a species has
been named after a

British TV programme.

and a platform for younger people,
including High Street Hijabis, Growing
up in Care and My Extraordinary Skin.

The multi-award-winning Blue Planet II
captivated viewers and became the most
watched TV programme of 2017, with
more than 14 million people tuning in to
episode one, and challenged views across
the globe on plastic pollution. Dawn
Chorus and Natural Histories on Radio 4
explored nature’s influence on culture and
society and told the stories of the UK’s
flora and fauna, while the station’s Tweet
of the Day remains popular. Science-
focused Radio 4 programmes such as
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The Life Scientific and The Infinite Monkey
Cage examined topical scientific subjects
in ways that appeal to their audience.
Mars was a week of programming that
explored our relationship with the Red
Planet from the latest science, to science
fiction. Radio 4 also marked 50 years since
the first heart transplant, looking at the
latest surgical techniques as well as our
philosophical relationship with the heart.

BBC Two again produced award-winning
knowledge-building history content, with
Elizabeth I’s Secret Agents scooping an
RTS award, while David Olusoga’s A House
Through Time received plaudits and

averaged 2.5 million viewers across its run.

BBC Four sought to provide an expert and
new in-depth approach to well-known
stories. Successes included box set history
The Ruth Ellis Files: A Very British Crime
Story and England’s Forgotten Queen:

The Life and Death of Lady Jane Grey.

Radio 4 continued to reflect significant
historical moments with a range of
content. Partition Voices highlighted the
untold stories from British Asians and
Colonial British who witnessed India’s
partition. To mark the centenary of the
October Revolution the station broadcast
the seminal book Ten Days That Shook
The World. In Our Man in the Middle East
Jeremy Bowen'’s 25 part series charted a
personal history of the region based on
his decades of reporting. While this year’s
Reith Lectures, which saw best-selling
writer Hilary Mantel explore history and
fiction, was named the Broadcasting Press
Guild’s best radio programme of the year.
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Radio 4 provides a space for listeners

to reflect on faith and explore the role

of religion in the world. For its latest
partnership with the British Museum, Neil
MacGregor examined the role of shared
beliefs in the development of societies
throughout history in the landmark 30-
part series Living with the Gods. Radio 4’s
long-running programmes Sunday and
Beyond Belief continued to explore the
place of belief in today’s world, while Moral
Maze debated the ethical issues behind
topical subjects. On television, Pilgrimage:
The Road to Santiago brought hard-hitting
conversation and stories of faith and
spirituality to primetime on BBC Two.

Radio 1’s High Street Hijabis

STRATEGIC REPORT

Presenter David Olusoga in Giza, Egypt

CIVILISATIONS

This was a big year for arts television
with BBC Two’s Civilisations — the
most ambitious arts season since
The Big Read 15 years ago.

The landmark nine-part series,

in partnership with the Open
University, filmed in 31 countries,
was accompanied by a host of
additional programming on BBC
television and radio, including

11 specially commissioned

films in the English Regions.

The series prompted the Civilisations
Festival —a collaboration with over
300 museums, galleries, libraries

and archives to shine a light on

UK collections and inspire debate
through the staging of over 260
public events. To support the festival,
the BBC opened up over 800 pieces
of archive, a suite of digital tools
including the Civilisations Augmented
Reality app, and connected local
radio stations with museum events.

BBC Research & Development
offered partners access to digital
technology, with 93 organisations
attending workshops, and 28 included
content in the augmented reality
app. Art Fund made 21 grants to
participating organisations. Festival
partners also included Culture

24, Museum Association, National
Museum Directors’ Council, Society
of Chief Librarians, Association of
Independent Museums and Scottish
Library and Information Council.

0 Read more on page 144
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DELIVERING OUR PUBLIC PURPOSES

BBC iPlayer recorded its
best year ever in 2017.
With a host of box sets,

hits from the archive and

greater personalisation,
viewers streamed on
average 272 million
programmes per month.

The BBC’s mission in arts is to ensure

the UK remains one of the most creative
countries in the world. We support artists,
and arts organisations, and commission
programmes to appeal to the widest
possible audiences — estimates indicate
BBC Arts reaches around 6.5 million
adults a week. We worked alongside

the Royal Opera House in a season

of performances and digital activity
designed to engage a new audience.
#OperaPassion Day brought together the
eight major opera companies in the UK
for a festival which was viewed 500,000
times on Facebook, with a television and
radio audience of millions. Our creative
arts television documentaries filled the
entire shortlist for the Grierson Best

Arts Documentary Award 2017. BBC One
brought big audiences to the arts with

the Big Painting Challenge, Fake or Fortune
and imagine. BBC Two documentaries
covered J K Rowling, Picasso and Vera
Lynn, and BBC Four covered the arts

with depth and experimentation through
acclaimed seasons on the art of Japan and
Mexico, and documentaries on Leonora
Carrington, Muriel Spark and James Joyce.

On Radio 4, The Art of Living series explored
how art has transformed people’s lives,
including a powerful collaboration between
musicians and pupils with educational
needs. New programme Only Artists
brought together artists to talk about

the creative process in a free-flowing,
illuminating conversation. Over the

year, the BBC has offered unparalleled
coverage of the arts across Front Row

on Radio 4 and BBC Two, the Radio 2

Book Club, Radio 3’s Free Thinking and

Open Book and The Film Show on Radio

4, BBC Northern Ireland’s The Arts Show
and BBC Scotland’s Culture Studio.
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You do not have to look far to see we're
living in a golden age of British drama
and the BBC is at the heart of that with
its commitment to producing original,
diverse and exceptional programming.

High-rating BBC One hits like Line Of Duty
(the final of which had an average audience
of 9.9 million viewers) and Doctor Foster
(which averaged 8.9 million viewers over
the series), made without international
partners, offered unmissable appointment-
to-view television and communal viewing
experiences for audiences, as did Peter
Capaldi’s regeneration into Jodie Whittaker
in the Doctor Who Christmas special,

as well as Broken and Shetland. While
distinctive dramas such as the multi-award-
winning Three Girls and recent global
thriller McMafia (the opening episode was
the fourth most popular drama on BBC
iPlayer ever) contributed to public debate
and the understanding of the world we

live in. BBC Two dramas continued to tell
compelling and bold stories, with the
return of BAFTA award-winning Peaky
Blinders for its most successful series

ever, state-of-the-nation drama Collateral
(BBC Two’s biggest new drama launch
since 2015, with 4.8 million viewers),

King Charles Il and thought-provoking

BBC One’s global thriller McMafia

programming like The Boy With The
Topknot and Man In An Orange Shirt which
showcased the channel’s creative diversity.

BBC Three’s drama offering this year has
been ground-breaking, innovative and
creative, with Overshadowed told entirely
through the vlogs of the lead character
and Five By Five, a series of short films
from new writers curated by Idris Elba.

BBC Drama has taken risks and been
ambitious in producing original new British
drama this year, while also maintaining
the high quality of returning shows

like Silent Witness, which launched to

8.7 million viewers, and Death In Paradise,
that viewers know and love. The BBC is
known for its sumptuous period dramas
and this year didn’t disappoint with

Little Women, The Miniaturist and Call
The Midwife (with a peak of 9.6 million
viewers in series seven), all with strong
female characters at their centres.

BBC iPlayer box sets such as Top Of

The Lake, Gunpowder and Requiem have
allowed viewers the opportunity to watch
the shows they want to watch, the way
they want to, which we know particularly
appeals to younger audiences. The host
of drama programming that returned to
BBC iPlayer as a Christmas treat resulted
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TOMORROW'’S WORLD

A pan-BBC partnership that has
connected audiences with the brightest
minds and biggest science organisations
in the country, including the Science
Museum Group, Wellcome, the Open
University and the Royal Society.

It has been a public celebration

of all things science, including a
Tomorrow’s World Live event with

Eric Schmidt and Brian Cox.

in iPlayer’s best-ever weeks (the week
between Christmas and New Year saw
close to 80 million requests to view).

Radio 4 continued to experiment with
different forms of drama to reach new
audiences: the second series of the station’s
digital-first innovative conspiracy thriller
Tracks was the most visited Radio 4
programme online in the week it launched.
The station offers a huge variety of drama,
from adaptations of renowned literature

to new writing for radio. Dramas such as

a big series on the Russian tsars reflected
the current affairs agenda. Across one day,
Radio 4 broadcast a major dramatisation of
Salman Rushdie’s novel Midnight’s Children
as part of the BBC’s programming on the
Partition of India anniversary. Neil Gaiman’s
Anansi Boys entertained listeners and the
series Riot Girls returned — dramas written
by women featuring extraordinary female
characters. Radio 3 also continued to
broadcast remarkable drama this year, with
seasons including a focus on Joe Orton and
Breaking Free a Century of Russian Culture,
featuring an acclaimed dramatisation

of Turgenev’s Fathers and Sons, as well

a new production of Louis MacNeice’s
iconic radio play, The Dark Tower.
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Over the last 12 months the BBC has
brought a raft of entertainment into the
homes of the nation, from big Saturday
night spectaculars on BBC One through
to clever and innovative quiz shows on
BBC Four, delivering on the promise

to fuel the national conversation and
reflect the diversity of the UK.

On BBC One Strictly Come Dancing enjoyed
its most successful series to date, with

13 million viewers tuning in to watch

the live final. It is the perfect example

of a British format not only going from
strength to strength here in the UK,

but seeing global success with now over

55 countries having bought the format
licence for the show. Elsewhere on BBC
One, successful returning series included
Michael Mcintyre’s Big Show, The Apprentice

Chineke! and cellist Sheku Kanneh-Mason

STRATEGIC REPORT

and All Round to Mrs Brown’s all continuing
to draw big audiences. We also delivered

on our promise to introduce exciting new
Saturday night formats in the form of

All Together Now and Even Better Than

The Real Thing. All of this plus annual
events such as Eurovision, Children in Need,
and Comic Relief prove that when the nation
comes together, it comes to BBC One.

BBC Two is the home of intelligent quiz
shows as well as talked-about factual
entertainment. University Challenge,
Mastermind and Eggheads have been joined
by new stablemates such as Letterbox.
The Mash Report has been a stand-out hit
for the channel, with clips and content
from the show reaching millions of
people via social media, while Dragons’
Den and Top Gear continue to attract
younger and underserved audiences.

PROMS 2017

Featuring more than 90 concerts
of world-class music, the

BBC Proms was attended by
over 300,000 people.

Highlights included the debut of
Chineke! — Europe’s first majority BME
orchestra—and the first Relaxed Prom,
suitable for children and adults with
autism, communication or sensory
impairments and learning disabilities.
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Plus, for the first time in recent
history, the BBC Proms travelled
outside London to Hull as part of
the Proms at... series and returned
to a Peckham car park for a wide-
reaching programme featuring The
Multi-Story Orchestra and Youth
Choir. Content was also shared
across the BBC World Service.
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BBC Three comedy Man Like Mobeen

As the home of British comedy, no other
broadcaster is as committed to finding and
nurturing future stars and championing
portrayals of our diverse national character.
From those taking their first performance
steps such as Charlie and Daisy-May
Cooper from multi-award-winning
mockumentary This Country, to showcasing
the most established stars such as Alison
Steadman and John Cleese in Hold The
Sunset. We are also dedicated to bringing
through talented faces and voices for

the mainstream, with BBC One’s Comedy
Playhouse, BBC Two’s New On Two and
Slices on BBC Three which have resulted in
lots of exciting new series commissions.

On BBC One Peter Kay’s Car Share,

Not Going Out, Mrs Brown’s Boys specials,
Still Game and Tracey Breaks The News
continued to delight audiences. On

BBC Two there was more critically
acclaimed Inside No 9, Mum, Upstart Crow,
W1A, Frankie Boyle’s New World Order
and Two Doors Down, plus new series
with Motherland and the heralded return
of The League Of Gentlemen. BBC Four
saw the last series of Detectorists,

and biopics in the form of Brian Pern:

The Tribute and Eric, Ernie & Me.

BBC Three is still the natural home for
taking chances on distinct new voices;
this bold approach to commissioning has
resulted in many successes such as People
Just Do Nothing, The Young Offenders,
Man Like Mobeen, Josh and Witless.
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Boy Blue Entertainment’s
Emancipation of Expressionism

CULTURE UK

Culture UK, our new partnership strategy
launched and developed in collaboration
with the Arts Councils of England, Wales
and Northern Ireland and Creative
Scotland, focused on UK-wide cultural
development, artist-led commissioning
and technological innovation. As

part of this, a £4 million ‘Artists

First’ commissioning budget is being
dedicated to new television projects by
arts organisations like Sadlers Wells, the
National Theatre and Hull, UK City of
Culture and artists like Wayne McGregor,
Phil Collins and Rachel Maclean.

Performance Live, in partnership with
Arts Council England and Battersea Arts
Centre, showcases some of the most
exciting artists working in performance
today on BBC Two, and Opera Passion

—a live digital festival — was launched
with eight UK opera companies. BBC
R&D has opened itself up to the arts
sector, offering access and training
around specially developed digital tools,
including the Civilisations AR app.

BBC Radio continues to champion

rising stars in comedy and many of our
comedy programmes appeal to large core
audiences and new younger listeners. This
year Radio 1 brought back comedy with

a new late night slot and the distinctive
podcasts helped give a new generation of
young comedians a platform. With heats
all around the UK, Radio 4’'s New Comedy
Award again recognised new comedians
and the station welcomed back the 2014
winner Lee Ridley, also known as Lost
Voice Guy. And award-winning stand-

up Mae Martin returned with her Guide

to 21st Century... this year on addiction.
Comedy on Radio 4 gives listeners a mix
of much-loved shows and new comedy.
Nicholas Parsons marked 50 years of
Just A Minute while The News Quiz has been
entertaining with topical comedy for 40
years. The classic The Hitchhiker’s Guide
to the Galaxy returned to Radio 4 with the
original cast and special guests including
the late Professor Stephen Hawking.
Miranda Hart’s Hampshire to Hollywood
was a three-hour special on Radio 4 Extra.

£ Am

Artists First’ commissioning budget
to support new television projects
by arts organisations.

Radio 4’s comedy podcasts regularly appear
near the top of the BBC podcast chart and
this year’s commissions included short-
form, online comedy New Year New You by
David Schneider. BBC Three continues to
explore opportunities with online short-
form comedy, and shows such as Pls Like
and Big Field are making the most of this
pipeline that offers a route to longer-form.

The Hitchhiker’s Guide to the Galaxy, Radio 4
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The BBC’s aim is to bring audiences the big
sporting moments that unite the nation
while also providing up-to-the-minute
news and opinion from across the world of
sport. Despite the exceptional competition
in the sports broadcasting market, the
BBC remains the nation’s favourite sports
broadcaster. We run the most popular TV,
radio and online sport services in the UK.

In 2017 we accounted for around 2% of the
sport broadcast on TV, but delivered more
than 34% of total TV viewing. Some sports,
football in particular, play an important
role in maintaining a relationship with
younger and more diverse audiences. Our
weekly football output, centred around
Match of the Day, continued to entertain
and attract large audiences in 2017, with
nearly 60% of those watching any Premier
League only watching it on BBC TV.

The BBC Sport website is the most popular
in the UK, attracting 19 million unique

UK browsers every week. Indeed, our

sport offer is at the forefront of the BBC’s
digital transition, bringing extra action and
news to audiences by supplementing our
linear offer with increasingly personalised
content. Our online streaming service is
reinventing free-to-air sports broadcasting
with the biggest increase of live sport
content for a generation. Over a thousand
extra hours of live sport will be available
for audiences to watch online every year
through BBC Sport and BBC iPlayer.
Sports fans can also personalise the
service to make sure they can watch

all the live sport they love, whenever

it’s on the BBC, across computers,
mobiles, tablets and connected TVs.

Beyond our big focus on the largest
events, we maintained a deep breadth
of sports coverage.
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STRATEGIC REPORT

The Winter Olympics
22.2 million stream starts of our
coverage via digital platforms

2017/18 SAW A NUMBER OF MAJOR SPORTING EVENTS ON THE BBC:

WIMBLEDON

— This year we celebrated the 80th
anniversary of BBC Television
coverage and the 90th anniversary
of BBC Radio’s coverage — marking
the longest-running partnership in
sports broadcasting.

THE FA CUP

— The most famous domestic cup
competition in world football had
unprecedented coverage on all
broadcast platforms with
complementary programming
across the BBC’s TV, radio and
digital portfolio and reached 28.1
million people on the TV set alone.

WORLD ATHLETICS CHAMPIONSHIPS

— One of the biggest sporting events
of the summer took place at the
Olympic Stadium in London and the
BBC had extensive live coverage
across all broadcast platforms.
TV coverage each night regularly
peaked at over 6 million, with a top
peak of just under 10 million.

Since the 2016 Olympics in Rio we have
shown on our network TV channels and Red
Button, major championships of all sports
where GB won gold; and BBC Radio 5 live
and 5 live sports extra have showcased

20 different sports in the last year.

BBC Radio 5 live and 5 live sports extra
continued to offer a wider range of sports
than any other UK broadcaster. Coverage
of this year’s Winter Paralympic Games

SIX NATIONS RUGBY UNION

CHAMPIONSHIP 2018

— No other sporting event brings
together the nations of the UK
in such a friendly but fiercely
competitive rivalry. The BBC
shared live coverage with ITV
on TV, with the BBC alone reaching
over 19 million to great audience
appreciation. There was also full
live coverage on BBC Radio.

THE WINTER OLYMPICS IN

SOUTH KOREA

— Thefirst major event in our new
seven-year partnership with
Discovery was delivered across all
of our platforms. An exceptional
33.3 million watched our TV output.
And the Games saw a significant
shift in how our audiences are
watching, with 22.2 million stream
starts via our digital platforms.

in Pyeongchang was available on the
BBC Sport website and BBC Radio 5 live,
where JJ Chalmers presented updates and
highlights from South Korea. With 144
live radio commentaries, we broadcast
more Premier League matches than

any other radio broadcaster in the UK,
while Test Match Special covered every
England cricket match in the summer,
which was complemented by a digital
clips service on the BBC Sport website.
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Music is at the heart of many of the BBC'’s
most popular services, inspiring and
entertaining audiences with distinctive
programming and bringing the best

of the UK’s music and live events to
millions of people every week.

Radio 1 brought some of the biggest
names in music to the Teen Awards, which
recognises exceptional achievements of
Teen Heroes. 1Xtra celebrated its 15th
anniversary with a special 7Xtra Live in
Manchester and distinctive programming
included 7Xtra in Jamaica and coverage
from carnivals in London, Nottingham
and Leeds. For the first time, BBC

Asian Network’s flagship event, Asian
Network Live, was held in Birmingham
with outreach activity across the city.

Radio 2, the most listened to station in the
UK, marked its 50th birthday by taking its
Saturday night Soul Zone to Manchester
for the first Radio 2 All Star Party. The
station’s commitment to specialist

music was reflected in the Folk Awards,

In Concert series celebrating artists from
the past five decades, and broadcasts from
Cheltenham Jazz festival, Glasgow’s Celtic
Connections and Evening Standard Theatre
Awards. Radio 6 Music, which reached
record listeners this year, has championed
alternative and independent music
including Hip Hop Hooray. With over 300
live performances, 6 Music broadcast more
live music than any other station in the UK.

Accompanying landmark moments,
Radio 3 broadcast Music of the Reformation,
and seven operas complementing BBC
television programmes, plus live events
around the UK including the London Jazz
Festival and Barbican concerts. A project
with the Arts and Humanities Research
Council to research forgotten works by
female composers culminated in a gala
concert. Radio 3 again curated a day of
female composers to mark International
Women’s Day, and commissioned Lucy
and Helen Pankhurst to write a new

work that was freely available to the
public to perform in their choirs.
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BBC Music highlights on BBC One included
three At the BBC shows featuring Harry
Styles, Sam Smith and U2, and Sounds Like
Friday Night launched. BBC Music specials
included Children in Need Rocks the 80s and
Gospel Christmas as well as benefit concert
One Love Manchester. BBC Two celebrated
Later... with Jools Holland’s 25th year with
a televised concert. The BBC’s extensive
Glastonbury coverage was watched

by almost 23 million people. BBC Four
broadcast from Radio 2’s /n Concert,

Radio 1’s Live Lounge, the Mercury Prize

as well as highlights of the Radio 2 Folk
Awards and Country Music Association
Awards. Gregory Porter explored Popular
Voices and fans were given a deeper insight
to the music and lives of profiled artists.

Asian Network Live in Birmingham

With over 300 live
performances,
6 Music broadcast

more live music than
any other station in
the UK.
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Radio 2’s | Feel Love concert

PODCASTS

The BBCis one of the largest podcast
producers in the world and this year has
also commissioned new series which
aren’t made up of on-air programmes

and exist first and foremost as podcasts.

Younger and different voices delve

into various topics analysing culture,
shedding light on the world around us
and sharing personal experiences. From
Radio 1’s new comedies to Radio 4’s
GrownUpLand, 5 Live’s Fit and Fearless
and podcasts such as The Boring Talks
and Unpopped, listeners have been able

0 Return to contents

to enjoy a range of different content
online as we reinvent BBC Radio for
a new generation. These joined other
popular podcasts with well-known
BBC presenters such as Polijtical
Thinking with Nick Robinson, Brexitcast,
Kermode and Mayo’s Film Review, The
Assassination and Fortunately with Fi
and Jane. Radio 4 Extra introduced
Podcast Radio Hour to give listeners
the chance to hear from the people
who make recommended podcasts.

STRATEGIC REPORT

GAY BRITANNIA SEASON

A season of bold and provocative
stories marking the 50th
anniversary of The Sexual Offence
Act 1967.

Led by programming on BBC Two
and BBC Four, with other content
across radio and online, the season
featured stories celebrating

the LGBTQ community.

The season was rated highly by
viewers and listeners with resonance
particularly high among the
community, having a positive impact
on their views about the BBC.

TV programmes included Against

the Law (nominated for a BAFTA for
Best Single Drama), the acclaimed
Man In An Orange Shirt, Prejudice And
Pride: The People’s History Of LGBTQ
Britain (nominated for a Broadcast
Digital Award), Queers, Growing Up
Gay and Is [t Safe To Be Gay In The UK?

Radio 2 broadcast a live Saturday
night concert as well as a
documentary presented by Andrew
Scott exploring the last five decades
of British history through gay
culture and its impact on popular
music. In 6 Music’s Loud and Proud
season, Tom Robinson explored the
changing attitudes towards LGBTQ+
communities through the lens of
Labi Siffre’s life and music. Radio 4
highlights included the Queer Icons
list and From Shame to Pride with
Val McDermid, while Radio 1 also
carried Gay Britannia documentaries.
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To reflect, represent

and serve the diverse
communities of all of the
United Kingdom’s nations
and regions and support
the creative economy

As an organisation, we endeavour

to represent everyone - all the
cultures and diverse voices that
make the UK what it is. Our business
is storytelling and we must make
sure we tell stories that people all
across the country will recognise,
will understand and will relate

to. That is why the BBC, as a truly
creative organisation, must embrace
as many voices and views as possible,
as well as giving opportunities to
people from all backgrounds.

It is fundamental to the BBC s public
service mission that we strive to
represent the whole of the UK, to
reflect the whole of the country to
itself and make sure all of its diverse
voices are heard. We have set ourselves
on and off air targets that are as
challenging as any in the UK media
industry — so that, with the range and
breadth of programming we make,
audiences will be able to see and hear
diverse voices in everything we do.

We recognise that, at a time when the
country feels divided and fragmented,
when the UK is increasingly diverse and
devolved, this responsibility is perhaps
more important than ever. Across the
whole country, we know that the public
wants us to do more to represent and
portray, as accurately as possible, the
full diversity of life and community
throughout our programmes and
services. Last year we reviewed our
programmes and services in the
nations and announced significant
changes and major investments. Our
programmes need to be made across
the UK's nations and regions. Our

local and nations services need to be
relevant to audiences in each place.
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But as well as showing what makes
us different, we must also celebrate
what unites the country for shared
experiences and a shared national
conversation. We believe the BBCs
unique ability to highlight what
brings the country together as well
as what sets its communities apart
is an invaluable asset for the UK at
a critical time. The following pages
demonstrate how we have met this
purpose through our diverse output
and through providing for audiences
in Wales, Scotland, Northern
Ireland and in the English Regions.

56%

% of UK adults who think the BBC
is effective at reflecting people
like them.

62%

% of UK adults who think the BBC
is effective at providing content/
services relevant to them.
(ineffective 20%) (ineffective 17%)

Source: Ipsos MORI.

559,

% of UK adults who think the BBC
is effective at reflecting the part
of the UK they live in.

Source: Ipsos MORI.

560/0

% of UK adults who think the BBC
is effective at catering for the

part of the UK they live in.
(ineffective 20%) (ineffective 19%)

Source: Ipsos MORI. Source: Ipsos MORI.



The BBC'’s unique ability to
highlight what brings the
country together as well as
what sets its communities
apart is an invaluable asset
for the UK at a critical time.




DELIVERING OUR PUBLIC PURPOSES

Reflecting and representing
the United Kingdom’s nations
and regions and supporting

the creative economy

DIVERSE CONTENT

Our aim is to be the most creative
organisation in the world - reflecting,
representing and staying truly relevant
to the communities across the UK.

All audiences should feel that the

BBC offers something for them.

We are committed to measure our
performance against our ambition
to reach all audiences through a
range of audience panels, focus
groups and satisfaction surveys.

Increased diversity of thought and
experience, achieved through a more
representative workforce, is a key driver of
this creativity. That’s why we’re committed
to ensuring we have a variety of voices
across the whole of the BBC — from

entry level right up to the Board. We
achieved our 2017 diversity workforce
targets and we’re making steady progress
against our 2020 targets (read more

in the Our People section page 74).

Right across our services, you'll find
the best in diverse on-screen and
on-air content. And we’ve had an
award-winning year of programming
built on inclusive subject matters.

A strong sense of national identity is
evident through our recent content.

The Moorside, Broken and Three Girls told
the complex stories of social class and
communities in the North of England.
Paula was filmed in Northern Ireland
and The Replacement and Trust Me were
high-end dramas from Scotland.

Women continued to lead the way

with a wider range of women’s voices
and experiences portrayed across our
programmes. Thandie Newton headlined
the cast of series four of Line of Duty
and the multi-award-winning female-
led Doctor Foster returned for a second
series to BBC One. Jodie Whittaker

was announced as the first female
Doctor and Shirley Ballas became Head
Judge on Strictly Come Dancing.

We showcased Black, Asian and Minority
Ethnic (BAME) talent through The Boy
With The Topknot which brought to life
the memoirs of a second generation
Indian growing up in Britain.
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New commissions also included Guz
Khan’s Man Like Mobeen and Chinese
Burn. The Idris Elba BBC Three take-
over featured Marcus The Wheelchair
Boxer, Breaking Out In Bradford, Being A
Working Class Barrister and Five By Five,
adrama told in five short episodes.

Radio broadcast highlights included
1Xtra’s Carnival Weekend with coverage
from Notting Hill, Nottingham and Leeds
and Levi Roots’ series on reggae music
from across the decades for Radio 2.

This year the representation of people
with disabilities has been at the heart
of schedules. We’ve been championing
disabled presenters in peak shows
and we‘re seeing and hearing more of
amix right across our sports content.
Paralympian Jonnie Peacock featured
on Strictly Come Dancing. There was
an all disabled presenter/reporter

line up for The Invictus Games and
Without Limits: Vietnam documented six
disabled travellers on an expedition.

Chris Packham provided a real insight
in Asperger’s and Me and The A Word
returned for a second series. The BBC
Minds Matter mental health season
aimed to break through the stigma
associated with mental illness while

Without Limits: Vietnam
Our new Code of Practice puts diversity at the heart of
the BBC’s commissioning process

BBC Three’s short-form videos from
the series Things Not To Say challenged
misconceptions about mental health.

And our seasons grew from strength to
strength. The 70th anniversary of the
Partition of India featured Partition: The
Forgotten Story, Dangerous Borders: A
Journey Across India and Pakistan and My
Family, Partition and Me: India 1947. While
our Gay Britannia season, marking the
50th anniversary of the Sexual Offences
Act 1967 featured range of content across
TV, radio and online (see page 37).

Further LGBT portrayal included Two
Doors Down which featured a prominent
inter-racial gay couple in lead roles, lead
character Miriam Margolyes starred in
Bucket and Pearl Mackie portrayed openly
gay companion, Bill Potts, in Doctor Who.

We've been working towards more
incidental inclusion on screen. We

are seeing more LGBT characters in
roles unrelated to sexuality or gender,
in storylines and situations that are
universal to all, that are authentic
and as representative as possible.

Long-term health conditions that affect
the lives of large parts of our audience
are increasingly part of storylines. We
want everyone to participate —so we’re
building the highest levels of accessibility
and innovation into our digital products
across subtitling and audio description.

We acknowledge that our content
strategies need to be agile and forward
facing in order to meet the needs of a
changing, modern UK and all the groups
and communities we serve. We are
therefore building on knowledge about our
audiences with new, more nuanced insight
that feeds back directly into editorial
decision making and commissioning.

0 Read more in Our People: Diversity pages
79-83 and the Equality Information Report
on pages 240-263

7/10

The average general impression score
all audience groups give the BBC
regardless of age, gender, social
grouping, ethnic origin or geography.

Source: Kantar Media.
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% of each audience group who think the BBC informs, educates and entertains people in the UK/them

STRATEGIC REPORT

Male 16+ Female 16+ ABC1 16+ C2DE 16+ 16-34 35-54 55+ White 16+ BAME 16+
Ffectie /3% /4% 81% 65% /1% /6% /4% /5% 67%
Ineffective 10% 8% 7% 11% 8% 9% 10% 8% 12%
% of each audience group who think the BBC is effective at reflecting people like them

Male 16+ Female 16+ ABC1 16+ C2DE 16+ 16-34 35-54 55+ White 16+ BAME 16+
Ffective 56% 5/% 64% 4/% 51% 60% 58% 58% 48%
Ineffective 22% 18% 18% 23% 21% 18% 20% 19% 29%
BBC Television reach: % of each audience group in TV homes that watch BBC Television each week

Male 16+ Female 16+ ABC1 16+ C2DE 16+ 16-34 35-54 55+ White 16+ BAME 16+
zomne /8% 82% 81% 80% 60% 82% 93% 81% 69%
2016/17 80% 84% 82% 82% 65% 85% 94% 83% 72%
BBC Radio reach: % of each audience group that listen to BBC Radio each week

Male 16+ Female 16+ ABC1 16+ C2DE 16+ 16-34 35-54 55+ White 16+ BAME 16+
zomne 67% 62% /2% 56% 53% 64% /4% 68% 4/%
2016/17 68% 61% 73% 55% 53% 64% 74% 68% 46%
BBC Online reach: % of each audience group that use BBC Online each month*

Male 15+ Female 15+ ABC1 15+ C2DE 15+ 15-34 35-54 55+
zone /6% 71% 86% 58% 82% 84% 5/%
BBC Television: Time spent watching BBC TV in TV homes per head, per week (hh:mm)

Male 16+ Female 16+ ABC1 16+ C2DE 16+ 16-34 35-54 55+ White 16+ BAME 16+
zomne 0741 0849 0808 082/ 0259 0625 1353 0842 0423
2016/17 08:17 09:13 08:37 08:56 03:28 06:55 14:33 09:13 04:54
BBC Radio: Time spent listening to BBC Radio per head, per week (hh:mm)

Male 16+ Female 16+ ABC1 16+ C2DE 16+ 16-34 35-54 55+ White 16+ BAME 16+
zomne 1038 0930 1057 0900 0439 091/ 1510 1110 0441
2016/17 10:49 09:32 111 08:58 04:44 09:31 15:16 11:16 04:38

comScore MMX Multi-Platform measures from 15+ and monthly.
Source: Ipsos MORI, BARB, RAJAR. Online reach data on page 28 and here from comScore MMX Multi-Platform, UK, Total Unique Visitors per month, [P] BBC Sites, October
2017-March 2018 (desktop data 15+, mobile data 18+); percentages based on overall UK populations using ONS population estimates and the BARB Establishment Survey.
BBC TV and BBC Radio reach here and on page 28 based on 15+ mins.

0 Return to contents

BBC Annual Report and Accounts 2017/18 41



DELIVERING OUR PUBLIC PURPOSES

Reflecting and representing
the United Kingdom’s nations
and regions and supporting
the creative economy

Providing for audiences across the UK

The BBC is committed to serving its audiences
across the UK, providing high-quality, distinctive
and relevant content for licence fee payers,
helping to maintain reach and providing an
effective vehicle to reflect the range of cultures
and communities.

Dedicated services

The BBC also provides a range of dedicated,
cross-genre output for Scotland, Wales and
Northern Ireland and the English Regions across
television, radio and online. Each area makes
television and radio programmes for their local
audience and for the network.

We have major production centres in Glasgow,
Cardiff, Belfast, Salford, Bristol, Birmingham
and London.

As part of our focus on providing for audiences across
the UK, we are making further improvements to how we
measure our performance in different parts of the UK.
Comparable figures for BBC Online performance by
geography are not included this year, but this will be
rectified in subsequent years.

The Six Nations: Scotland v England
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Network television programming spend by BBC Local Radio** and nations
region as a percentage of eligible spend radio hours of output

2017 2016 2016
London 48.9% 49.4%  England (excl. London) 225,020

Scotland 9.1% 10.3%  London 7977

Wales 6.7% 5.8%  Scotland 11,977

Northern Ireland 2.4% 3.1%  Wales 14,594

Total nations 18.2% 19.2%  Northern Ireland 8,560

Midlands 1.9% 1.5%

Network supply

Over half of network television production
South of England 8.7% 76% s in the nations and regions, with 51.1%
Multi-region* 3.9% 26% from outside London and more than 18%
from Scotland, Wales and Northern Ireland.

North of England 18.4% 19.7%

Total regions excl. London 32.9% 31.4%

Network television spend based on Ofcom definitions by
calendar year.

@ ® *  Multi-region covers programmes made outside
Granditotal QOO Locet London but which cannot be attributed to any one
region or nation.

The BBC Local Radio and nations radio hours of
output only include BBC original programmes and
excludes any repeat programmes.

Total nations and regions 51.1% 50.6%

. Read more on pages 150-167




DELIVERING OUR PUBLIC PURPOSES

The BBC in Wales

In the first year of an additional £8.5 million per annum
Charter reinvestment, the creative impact was immediate —
and contributed to the BBC’s strong performance in Wales.

With a focus on delivering major
landmark programming rooted in
Wales for audiences everywhere,
BBC Wales recorded its highest
audiences for both factual and drama
series in more than a decade.

Valley Cops — a revealing account of
community policing in the South Wales
Valleys —was co-commissioned by BBC
Wales and BBC Three. The series attracted
an impressive 346,000 viewers on BBC One
Wales and was later broadcast on BBC One
across the UK. There was similar success
for Keeping Faith — an eight-part series
starring Eve Myles, jointly commissioned
by BBC Wales and S4C. The BBC One
Wales screening attracted an average

of 300,000 viewers per episode — with

over 5 million further requests to view

the series on iPlayer before the end of
March 2018. In fact, such was its success,
that a second series is in development.

Keeping Faith was in good company in
the biggest year of Welsh drama for

a generation, with the third and final
series of Hinterland and the supernatural
series Requiem also attracting audiences
both in Wales and across the UK.

Alongside drama, BBC Wales continued

to develop its focus on younger audiences,
with a new series of Hayley and Young,
Welsh and Pretty Minted both making

their mark on BBC Three and BBC

iPlayer, as well as on BBC One Wales.

Looking across the BBC's services,
the audience performance of both
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BBC Television and Radio in Wales
continued to be high, driven by the
strong performance of BBC One Wales,
Radio 1 and Radio 2. Radio Cymru also
saw audience gains over the period,
although Radio Wales’ reach continues
to face competitive pressure.

In January, BBC Radio Cymru marked its
birthday year with the launch of a second
breakfast service, Radio Cymru 2, across
DAB and mobile devices. For the first
time, the new service provides real choice
to Welsh language listeners — with the
entertainment and music mix providing
an alternative to the Post Cyntaf news
service on Radio Cymru’s main service.

Radio Wales continued to develop the
diversity of output — with a new nightly live
show from Wrexham, with Janice Long, and
the addition of Eve Myles and Lucy Owen
to the presentation team. The station’s
commitment to new comedy was also
strengthened with a brand new Ruth Jones
comedy, Splott, and a new partnership
with the Machynlleth comedy festival.

Later this year, Radio Wales’ FM
coverage will be boosted - with 175,000
households receiving FM access to

the station for the first time.

In news, the Charter reinvestment saw

a slate of new output and editorial
enhancements, with the successful launch
of a new political series BBC Wales Live

on BBC One Wales, presented by Bethan
Rhys Roberts and Jason Mohammad;

a new monthly debate programme

The Hour; and new specialist Welsh
correspondents for Brexit, Social
Affairs, Sport and Home Affairs.

The new current affairs strand, BBC Wales
Investigates, also made its mark
immediately, with an exclusive report

into the conviction of Michael Stone for
the murders of Lin and Megan Russell.

The year also saw significant growth

in mobile usage for our online content.
The comedy short, Nige, and the
development of a new social media
service, BBC Sesh —inspired by the
success of The Social in Scotland — both
harnessed Facebook and YouTube to help
build impact with younger audiences.

Across drama, factual and music,
network television production spend in
Wales represented 6.7% of total BBC
investmentin 2017, once again ahead

of the target of 5%. Highlights included
Peter Capaldi’s final series as the Doctor,
with Jodie Whittaker revealed as the first
female Doctor in the Christmas special.

BBC programming for S4C continued

to play an important role at the heart of
the channel’s schedule, with the popular
drama Pobol y Cwm and Newyddion 9
forming the bedrock of the channel’s
nightly schedule. In addition, S4C
programming continued to perform
strongly on BBC iPlayer with around
90,000 requests to view content each week
on average. Alongside this success, BBC
Cymru Fyw —the Welsh language online
and mobile service —attracted around
50,000 unique browsers each week.

Across the year, the development of

BBC Wales’ new £100 million broadcast
centre at Central Square in Cardiff
continued apace. As part of this, S4C
announced they would share transmission
services at the new building from next
year, building on our successful new
partnership agreement which we signed
under the new Charter. Meanwhile, Cardiff
University announced they would relocate
their journalism and media school to the
new site from September 2018, to build
on their existing strong partnership with
the BBC. The new centre is expected to
be operational from the end of 2019 once
the technology fit-out is completed.
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STRATEGIC REPORT

Performance by service

Dedicated Content Reach Time spent watching  Appreciation Costs per user hour
services We spent a total of % of population or listeningtoa Index by service How much it costs to
£28.1 million onthese  who use the service service each week Aggregate of deliver each service
servicesin 2017/18 each week Length of time the how people for each hour used
average listener rated individual
spent each week programmes,

with the service expressed as a

number out of 100

£146m  14.3% 08:05 85.5 93p

2016/17: £14.2m  2016/17: 13.9% 2016/17:08:19 2016/17:82.7 2016/17:9.1p

7 BBC Radio Wales is a speech-led
Em“halgigs service for adults, which offers a
wide range of genres and reflects
the issues, events, culture and
interests of the people of Wales.

. BBC Radio Cymru is a speech and
[B]B|C] I Eagll‘ﬁ'u music radio service for Welsh
Y speakers, which offers a wide range
of genres and reflects the issues,
events, culture and interests of the
people of Wales.

£13.5m  211% 13:02 a81.7 16.9p

2016/17: £13.6m  2016/17: 16.7%* 2016/17: 12:23 2016/17:78.8 2016/17: 22.6p

Reach definition: 15+ minutes and audiences aged 15+.

Sources: RAJAR (radio reach and time per listener, data based on Total Survey Area - TSA); Appreciation Index — Pulse Panel of 20,000 UK adults 16+ by GfK (data based on adults

16+ living in the BBC Wales area).

*  BBC Radio Cymru: RAJAR data (reach and time per listener) based on ‘Understand Welsh’; Appreciation Index data based on ‘Speak Welsh Fluently & Speak Welsh but not
Fluently’. BBC Radio Cymru reaches 5.0% of the overall 15+ population in Wales who listen for 11:59 a week on average and give an average Appreciation Index score of 81.8.

20/0

% of adults in Wales who think
the BBC is effective at informing,
educating and entertaining
people in the UK/them.

(ineffective 10%)

20/0

BBC Television reach

% of adults in Wales in TV
homes who watch BBC Television
each week.

2016/17: 85%

09:35

BBC Television time per head
Time spent watching BBC TV in
TV homes per head, per week in
Wales (hh:mm).

2016/17:10:18

0 Return to contents

1 %

% of adults in Wales who think
the BBC is effective at reflecting
people like them.

(ineffective 23%)

20/0

BBC Radio reach
% of adults in Wales who listen
to BBC Radio each week.

2016/17: 71%

11:49

BBC Radio time per head

Time spent listening to BBC Radio
per head, per week in Wales
(hh:mm).

2016/17:11:39

40/0

Dedicated Welsh news services
on television

% of adults in Wales in TV homes
who view this content on BBC
Television each week.

2016/17: 47%

Sources: Ipsos MORI, BARB, RAJAR.

Note: All reach figures based on adults 16+ so the
2016/17 figures for BBC Television and BBC Radio will not
match the 2016/17 Annual Report and Accounts because
they were based on 4+ years (TV) and 15+ years (Radio).
Time per head based on adults 16+. BBC TV and BBC
Radio reach based on 15+ mins. BBC TV dedicated news
services reach based on 3+ mins.
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The BBC in Scotland

In the year that we announced a major new investment in Scotland
—including a new channel with a dedicated news hour at 9pm -
Brexit, a snap General Election and the extreme weather that the
‘Beast from the East’ brought to our shores were just three of the
major stories covered by BBC Scotland’s news teams.

Election coverage included a televised
leaders’ debate and a series of Ask the
Leader programmes, extended editions
of Reporting Scotland, radio interviews,
phone-ins and content delivered

via social media, tailored to reach
underserved and young audiences.

As the winter weather brought much of
the country to a standstill, audiences
tuned in to extended early evening
editions of Reporting Scotland - the
audience of 930,000 for the first half
hour of the 28 February programme
was the highest in the last 15 years.

In Humans for Sale, BBC Scotland
Investigates shone a spotlight on human
trafficking. The programme’s shocking
revelations were raised at First Minster’s
Questions in May and referenced
throughout a Holyrood debate in June.

Drama highlights on network included
Trust Me, a psychological thriller set

in Edinburgh, and the return of the
acclaimed murder mystery, Shetland. Both
drama series will make welcome returns
next year. Children’s favourite, Raven,

also returned to our screens, on CBBC,
with Aisha Toussaint in the lead role.

It was another strong year for arts and
factual production from Scotland. The
Proclaimers: This is the Story, narrated by
David Tennant, charted the 30-year career
history of Auchtermuchty’s famous musical
twins; the Scots who made Russia their
own were the focus of the two-part Brian
Cox’s Russia; and Billy Connolly: Portrait
of a Lifetime celebrated the Big Yin’s

75th birthday, drawing 580,000 viewers
and a 30% audience share in Scotland.

Major series included The Forest, which
followed those who work in the vast
Galloway Forest, and the 10-part
Island Medics, for BBC One network,
which went behind the scenes at the
Gilbert Bain Hospital in Lerwick.
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BBC Studios continued to produce
high-quality programmes for the BBC,
including Earth’s Natural Wonders and
The Truth About Getting Fit for BBC One;
and Imagine, Trust Me I'm a Doctor and
This Farming Life for BBC Two, as well as
bringing BBC Radio 4’s Front Row to TV.

Network comedy favourites across the year
included two festive specials of Mrs Brown’s
Boys (the Christmas Day episode attracted
9 million UK viewers), a new series of Two
Doors Down and an eighth series of the
comedy phenomenon that is Still Game.

The 70th anniversary of the Edinburgh
Festival was celebrated across BBC
broadcast platforms and services,
including televised highlights of the
Royal Military Tattoo, narrated by

Bill Paterson, and 33 classical music
events produced for BBC Radio 3.

Shinty, rugby, curling, international football
and the Scottish Cup all featured in our
sports coverage across the year. And music
fans were treated to live and TV highlights
coverage of events such as Proms in the
Park, the TRNSMT Festival from Glasgow
and Texas and the BBC SSO from the
Barrowlands as part of BBC Music Day.

Now in its 10th year, BBC ALBA continued
to reach out to Gaelic and non-Gaelic
speaking audiences with its rich variety

of programmes. The popular drama
Bannan returned for a new series and
Dhan Uisge followed Calum Maclean’s wild
swimming exploits around Scotland.

There were new series on Radio Scotland,
with the topical quiz Stop the Press, and
history was to the fore with a new magazine
strand, Time Travels, and oral history

series, Our Story, with Mark Stephen.

On social media, The Social’s comedy and
short-form documentaries continue to
resonate with audiences, with Natalie’s
Snow Day picking up over 13 million views
and just under one million engagements.
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Performance by service

Dedicated
services

B[B]C]

ALB

BBC ALBA offers, to Gaelic
speakers and learners, a distinctive
range of originated programming
that reflects and supports Gaelic
culture, identity and heritage.

Content

We spent a total
of £34.5 million
on these services
in 2017/18

£79m

2016/17: £6.0m

Reach

% of population
who use the service
each week

62.1%

2016/17: 67.2%*

Time spent watching

or listeningtoa
service each week
Length of time the
average viewer/
listener spent each

week with the service

04:58

2016/17:05:23

Appreciation
Index by service
Aggregate of

how people

rated individual
programmes,
expressed as a
number out of 100

n/a

2016/17:n/a

STRATEGIC REPORT

Costs per user hour
How much it costs to
deliver each service
for each hour used

14.3p

2016/17: 9.6p

[BlB]C]
RADIO
Scotland

BBC Radio Scotland is a speech-led
service for adults. Mixed-genre
programming reflects the diversity
of Scottish culture and covers
national and international issues
and events relevant to listeners
across the country.

£22.6m

2016/17: £21.1m

19.2%

2016/17: 20.3%

06:25

2016/17:07:18

76.7

2016/17:75.8

7.8p

2016/17:6.0p

B]B|C]

RADIO NAN
GAIDHEAL

BBC Radio nan Gaidheal offers a
comprehensive speech and music
radio service for Gaelic speakers.
Mixed-genre programming
reflects the diversity of Scottish
culture and, from a Gaelic
perspective and through the
medium of the Gaelic language,
covers national and international
issues and events relevant to
listeners across the country.

£4.0m

2016/17: £3.7m

611%"

2016/17: 68.4%**

0743

2016/17: 08:40

n/a

2016/17:n/a

20.8p

2016/17: 15.6p

BBC Radio Scotland: Reach definition: 15+ minutes and audiences aged 15+. Sources: RAJAR (Radio reach and time per listener; data based on Total Survey Area - TSA);
Appreciation Index - Pulse panel of 20,000 UK adults, 16+ by GfK (data based on adults 16+ living in the BBC Scotland area).
*  BBCALBA: TRP Panel based on Gaelic-speaking 16+ population in Scotland. BBC ALBA reaches 11.3% of the overall 16+ population in Scotland who use the service for 01:55

aweek on average (source: TNS Scottish Opinion Survey based on all adults aged 16+ in Scotland).
** Radio nan Gaidheal: TRP Panel based on Gaelic-speaking 16+ population in Scotland.

n/a means Data does not currently exist for this measure.

90/0

% of adults in Scotland who think
the BBC is effective at informing,
educating and entertaining
people in the UK/them.

(ineffective 9%)

20/0

BBC Television reach

% of adults in Scotland in TV
homes who watch BBC Television
each week.

2016/17: 83%

09:.22

BBC Television time per head
Time spent watching BBC TV in
TV homes per head, per week in
Scotland (hh:mm).

2016/17:09:36

0 Return to contents

30/0

% of adults in Scotland who think
the BBC is effective at reflecting
people like them.

(ineffective: 19%)

80/0

BBC Radio reach
% of adults in Scotland who listen
to BBC Radio each week.

2016/17: 56%

08:15

BBC Radio time per head

Time spent listening to BBC Radio
per head, per week in Scotland
(hh:mm).

2016/17: 08:01

90/0

Dedicated Scottish news
services on television

% of adults in Scotland in TV
homes who view this content on
BBC Television each week.

2016/17: 50%

Sources: Ipsos MORI, BARB, RAJAR.

Note: All reach figures based on adults 16+ so the
2016/17 figures for BBC Television and BBC Radio will not
match the 2016/17 Annual Report and Accounts because
they were based on 4+ years (TV) and 15+ years (Radio).
Time per head based on adults 16+. BBC TV and BBC
Radio reach based on 15+ mins. BBC TV dedicated news
services reach based on 3+ mins.
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DELIVERING OUR PUBLIC PURPOSES

The BBC in Northern Ireland

The year started with the announcement of an
additional £11 million investment in our local services
and content in Northern Ireland, over a three-year

period and ended with approval of a significant
investment in our property and technology in Belfast.

With an increase in commissioning
spend in local television, we developed
the comedy series Soft Border Patrol.
This topical new mockumentary
follows a team of border patrol
officers as they carry out their duties
in a version of Northern Ireland where
Brexit has resulted in a soft border.

We created more content for younger
audiences. The Top Table - featuring
young people challenging politicians and
others in positions of power — reached
17% of the population in a short run of
four programmes. Beauty Queen And
Single was our first series to be made
available as a box set on BBC iPlayer
immediately after the first episode was
broadcast. It generated more than one
million iPlayer requests across the series.

BBC Bitesize and School Report also served
younger audiences. Our Make It campaign,
informed by extensive, evidence-based
research, used digital assets and outreach
events to reach boys and young men from
disadvantaged backgrounds who are failing
at school and seeking employment.

BBC News Nl output, including BBC
Newsline and The View, reflected

the fast-changing news agenda and
political situation in Northern Ireland,
with audiences amongst the highest
consumers of news in the UK across all
platforms. BBC News NI Online attracted
an average of 1.98 million weekly
browsers, an increase of 11% on 2016/17,
and we began plans to enhance our
online news coverage, including a better
service on week nights and weekends.

48 BBC Annual Report and Accounts 2017/18

BBC Radio Ulster remained one of the top
performing stations in the BBC's entire
radio portfolio, thanks to programmes
such as Good Morning Ulster, The Nolan
Show and Talkback, as well as the diverse
mix of music, speech and entertainment
programming. The station delivered around
half of the total BBC radio consumption in
Northern Ireland, and accounted for a fifth
of all listened-to radio hours in Northern
Ireland. The station continued to develop
upcoming talent in its New Voices strand.

We signed a new collaboration agreement
with local universities to support the latest
research and innovation in cutting edge
broadcasting. This builds on existing R&D
work for the BBC based in Belfast, including
the continuing release of value from the
digitised archive under Project Rewind. And
we renewed our successful partnership with
Northern Ireland Screen to help develop an
internationally competitive screen industry
in Northern Ireland. In drama, series four of
Line Of Duty achieved an average audience
across the UK of 8.2 million, was nominated
for four BAFTA television awards and was
commissioned for a further two series.
Come Home, starring Christopher Eccleston
and Paula Malcomson, is the latest drama
to come from Belfast. The innovative new
CBeebies series Pablo, about a creative
autistic boy who draws imaginary animal
friends, was the first animated TV series to
star an autistic character and the first TV
programme with an all-autistic core cast.

BBC Gaeilge and Ulster-Scots content,
supported by Northern Ireland
Screen’s Irish Language and Ulster-

Scots Broadcast Funds, benefited from
dedicated collections on BBC iPlayer.

UK audiences experienced the beauty
of Northern Ireland’s coastline when
The One Show travelled from Carrickfergus
to the Giant’s Causeway for a week of
special programmes. This illustrated the
positive impact of network portrayal,
with the programme achieving 29%
average share in Northern Ireland for
that week, compared to a 16% average
for the year. The stunning scenery of
Castle Coole in County Fermanagh

was also broadcast to UK audiences

as part of the Last Night of the Proms.

BBC NI television reflected community

life with local programmes including the
long-running Nolan Live, Spotlight and

True North attracting strong audiences and
adding share to BBC One and BBC Two in
Northern Ireland. The BBC One Nl series
Survivors reached 15% of the Northern
Ireland population and afforded a unique
platform for personal testimonies from
victims of the Troubles. The mix of BBC NI
television opt outs, portrayal and resonant
network programming resulted in an
average BBC One share in Northern Ireland
of 20%, the highest level since 2008/09.

Documentaries George Best: All By
Himself and Wild Ireland: The Edge

Of The World were broadcast to UK
audiences, with the latter being awarded
Best Natural History Documentary at
the British Documentary Awards.

In sport, we celebrated BBC Sports
Personality of the Year runner-up Johnny
Rea with the documentary Johnny

Rea: 3 In A Row, captured the action of
the North West 200 and Ulster Grand
Prix and brought viewers the majority
of Ulster games in the GAA Ulster
Championship. Online, the NI women’s
team home World Cup qualifiers were
streamed live. Ulster Rugby matches
broadcast on BBC Two NI reached 30%
of the Northern Ireland population.

The year ended with the approval

of a £77 million investment into
property and technology. This will
help us serve future generations while
retaining our heritage as a cultural
destination for the whole community.
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Performance by service

Dedicated
services
[[a]c] BBC Radio Ulster is a speech-
RADIO led service, providing a mix of
ULSTER programmes that reflect news,
events and community life in all its
different aspects and diversity.
8]8]C] BBC Radio Foyle is a speech-
RADIO led service for audiences in the
FovLe North-West of Northern Ireland.

It provides a mix of news and other
programming which complements,
and contributes to, BBC Radio
Ulster’s region-wide service.

£176m

2016/17: £17.5m

Content Reach
We spent a total of
£17.6 million onthese  who use the service
servicesin 2017/18

% of population

each week

38.0%

2016/17:34.3%

STRATEGIC REPORT

Time spentwatching  Appreciation
or listeningtoa Index by service

Costs per user hour
How much it costs to

service each week Aggregate of deliver each service
Length of time the how people for each hour used
average listener rated individual

spent each week programmes,

with the service expressed as a

number out of 100

1018 771 5.8p

2016/17: 11:19 2016/17: 74.9 2016/17:5.9p

Reach definition: 15+ minutes and audiences aged 15+.

Sources: RAJAR (Radio reach and time per listener; data based on Total Survey Area — TSA); Appreciation Index — Pulse panel of 20,000 UK adults, 16+ by GfK (data based on adults
16+ living in the BBC Northern Ireland area).

70/0

% of adults in Northern Ireland
who think the BBC is effective
at informing, educating and
entertaining people in the
UK/them.

(ineffective: 16%)

1 %

BBC Television reach

% of adults in Northern Ireland
in TV homes who watch BBC
Television each week.

2016/17: 82%

0/:.22

BBC Television time per head
Time spent watching BBC TV in
TV homes per head, per week in
Northern Ireland (hh:mm).

2016/17:07:45

0 Return to contents

50/0

% of adults in Northern Ireland
who think the BBC is effective at
reflecting people like them.

(ineffective: 24%)

20/0

BBC Radio reach

% of adults in Northern Ireland
who listen to BBC Radio

each week.

2016/17: 60%

0743

BBC Radio time per head

Time spent listening to BBC Radio
per head, per week in Northern
Ireland (hh:mm).

2016/17:07:53

30/0

Dedicated Northern Ireland
news services on television

% of adults in Northern Ireland in
TV homes who view this content
on BBC Television each week.

2016/17: 52%

Sources: Ipsos MORI, BARB, RAJAR.

Note: All reach figures based on adults 16+ so the
2016/17 figures for BBC Television and BBC Radio will not
match the 2016/17 Annual Report and Accounts because
they were based on 4+ years (TV) and 15+ years (Radio).
Time per head based on adults 16+. BBC TV and BBC
Radio reach based on 15+ mins. BBC TV dedicated news
services reach based on 3+ mins.
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The BBC in the English Regions

The BBC’s local and regional services in England
continue to adapt to shifting audience behaviour

and the changing political landscape in the country.

The importance of the BBC’s local

and regional services in England was
underlined this year when the Director-
General announced a new strategy

for the 39 local radio stations on the
50th anniversary of the service.

The Director-General renewed the
BBC’s commitment to local radio and
announced that the BBC planned to
reinvent the service for the future by
making our stations even more local and
more creative. The new strategy focuses
on content that brings communities
together, creates shared moments

and celebrates local successes.

Our 39 stations in England will be
more creative with a greater emphasis
on uncovering and nurturing new
talent and building partnerships with
groups not currently well represented
by their local radio station.

The shared evening programme broadcast
across all English local radio stations

will end in 2018 to be replaced by new
local programmes reflecting the diversity
of the places each station serves.

Inits 50th year, BBC Local Radio in
England still attracts more than six million
listeners each week. Demonstrating the
importance of the service, BBC Radio
Merseyside was awarded the Freedom

of the City of Liverpool in recognition

of its services to the community.

Radio Humberside played a central role in
the Hull City of Culture 2017 activities. The
station completed 200 outside broadcasts
reporting on events in Hull. Radio Leeds
searched for a ‘Voice of Bradford’ and
eventually discovered 24-year-old Faisal
Motin, an HMRC employee now helping the
station reach under-served communities.

Elsewhere, we have delivered an
improvement to BBC local news online
that has simplified the discovery of
local content. Online users can now
search for news stories by town and
city, so it is easier to find content that is
relevant to them. All our local services
in England continue to experiment with
new ways of telling stories on the BBC
online platforms and on social media.

50

BBC English Regions has been tasked
with the delivery of the BBC’s Local

News Partnership work. As part of the
Local News Partnership, the BBC has
committed to funding 145 new journalists
to report exclusively on the work of local
authorities. These 145 journalists are
based across England, Scotland and
Wales. There is a trial ongoing to extend
the partnership to Northern Ireland.

The Local Democracy Reporters are paid
for by the BBC but employed by outside
news organisations. The material they
produce is shared with the BBC and the
more than 800 news outlets that are

part of our partnership. The reporters
ensure their public service journalism
scrutinises decisions taken by those in
power, which impact on local communities.

In addition to the Local Democracy
Reporters, we will continue to work
with external news organisations on
our Shared Data Unit, which produces
data-led journalism which is then
shared with our partners. In 2018,

we will share BBC content with our
partners through our News Hub service,
giving external organisations access

to the material we have produced.

On television, Inside Out remains England’s
only regional current affairs TV programme.
Our 11 Inside Out editorial teams continue
to produce agenda-setting, original
journalism. In 2018, we launched a 13th
regional television news service at 6.30pm,
as ashort opt in Cambridge was expanded
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to become a full programme, providing a
better service to an area of England that
has seen significant population growth.

Our regional television bulletins at
6.30pm on BBC One remain collectively
the most watched news broadcasts in
the UK based on average audience. In
March, their combined audience was the
highest for five years as people tuned

in for the latest information on the cold
weather. A total audience of 6.8 million in
England watched the 6.30pm bulletins on
1 March, the highest overnight audience
on television in England that day.

We will continue to make one-off
television series and programmes
reflecting life in England such as Sea
Cities, which focused on the ports of
Sunderland, Bristol and Brighton. This
year we will broadcast a series about
pioneering English hospitals and another
looking into the history of some of
England’s oldest diverse communities.

We continue to forge partnerships across
England, with the BBC taking a leading role
in both Hull City of Culture 2017 and now
an active role in Coventry City of Culture
2021.1n 2018, the BBCis partnering

with the Great Exhibition of the North.

We also held major events to celebrate
BBC content made in England. A red
carpet screening of Peaky Blinders was
held in Birmingham while Sir David
Attenborough attended a special
screening in Bristol of Blue Planet II.

0 Return to contents



Performance by service

Dedicated
services

oon BBC Local Radio is a primarily

LIHC&L RADIS speech-based service of news,
information and debate, with a
strong emphasis on interactivity.

Content

We spent a total
of £118.2 million
on these services
in2017/18

£118.2m

Reach

% of population
who use the service
each week

14.3%

2016/17: £112.9m  2016/17: 14.6%

Time spent watching
or listeningtoa
service each week
Length of time the
average listener
spent each week
with the service

08:52

2016/17: 08:36

STRATEGIC REPORT

Appreciation
Index by service
Aggregate of

how people

rated individual
programmes,
expressed as a
number out of 100

82.5

2016/17:82.7

Costs per user hour
How much it costs to
deliver each service
for each hour used

41p

2016/17: 4.0p

Reach definition: 15+ minutes for audiences aged 15+

Sources: RAJAR (Radio reach and time per listener; data based on Total Survey Area — TSA); Appreciation Index — Pulse panel of 20,000 UK adults, 16+ by GfK (data based on adults

16+ living in the BBC England area).

% of adults in different areas of England who think the BBC informs, educates and entertains people in the UK/them

England 16+ North of England 16+  Midlands 16+ South of England 16+  London 16+
Effecti
e 74% 72% 77% /8% 69%
Ineffective 9% 9% 9% 8% 9%
% of adults in different areas of England who think the BBC is effective at reflecting people like them
England 16+ North of England 16+  Midlands 16+ South of England 16+  London 16+
Effecti
e 57% 54% 61% 57% 57%
Ineffective 20% 20% 19% 20% 19%
BBC Television reach: % of adults in TV homes in different areas of England who watch BBC Television each week
England 16+ North of England 16+  Midlands 16+ South of England 16+  London 16+
2017/18
80% 81% 81% 82% 76%
2016/17 82% 83% 82% 84% 78%
BBC Radio reach: % of adults in different areas of England who listen to BBC Radio each week
England 16+ North of England 16+  Midlands 16+ South of England 16+  London 16+
2017/18
! 65% 62% 69% /5% 53%
2016/17 65% 63% 69% 76% 53%

Dedicated English Regions news services:

% of adults in England in TV homes who view this content on BBC Television each week

England 16+ North of England 16+  Midlands 16+ South of England 16+  London 16+
2017/18

42% A44% 42% 46% 35%
2016/17 43% 45% 43% 47% 38%
BBC Television: Time spent watching BBC TV in TV homes per head, per week (hh:mm)

England 16+ North of England 16+  Midlands 16+ South of England 16+  London 16+
2017/18 . . . . .

08:.07 0824 0757 09:.02 07:00
2016/17 08:37 08:50 08:31 09:38 07:29
BBC Radio: Time spent listening to BBC Radio per head, per week (hh:mm)

England 16+ North of England 16+  Midlands 16+ South of England 16+  London 16+
2017/18 o . . . N

1012 09:35 11:.09 13:.06 0717
2016/17 10:22 09:34 11:13 13:22 07:36
Source: Ipsos MORI, BARB, RAJAR. BBC TV and BBC Radio reach based on 15+ mins. BBC TV dedicated news services reach based on 3+ mins.
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DELIVERING OUR PUBLIC PURPOSES

To reflect the United
Kingdom, its culture
and values to the world

The BBC has an essential role to
play for the UK in carrying the
distinctive culture, voice and values
of this country to the world. This
responsibility has arguably never
been more important at a moment
when the UK is looking to reshape
its national identity and redefine
its relationship with the world.

Once again, the past year has
highlighted the fact that, in many
parts of the world, the media is less
free than it was ten years ago. There
has been the continued growth of big
state sponsored news organisations
and from news aggregated by digital
platforms. Al Jazeera, China Central
Television (CCTV) and RT (formerly
Russia Today) can command vast
resources and, while the services
offered by these organisations can

be of high quality production, they
also reflect a particular world view
and the agenda of their backers. With
the possibility of state services from
less free countries influencing global
debate and news provision, the value
to democracy and liberty of the BBC s
global reach is higher than ever.

The BBC World Service is one of the
UK's most important cultural exports.
It inspires and illuminates the lives

of millions around the world, helping
them make sense of the world they
live in. Over the past year, it has
undergone its biggest expansion since
the 1940s. We are now operating in
more than 40 languages around the
world, from Pidgin to Korean, with new
Government investment to increase
the international impact and reach

of the BBC. As part of the expansion
we have opened new and expanded
bureaux from Cairo to Seoul, and
employed new journalists across the
world. This not only enhances our
coverage for audiences abroad but
also gives our UK news audiences a
more in depth view of areas that have
traditionally received less coverage.
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The BBC s two commercially
funded international news services,
BBC World News and bbc.com,
continue to provide consumers

with news from one of the most
trusted and reliable news providers
in the world. Meanwhile, BBC
Worldwide — now part of the newly
merged BBC Studios — invests in,
commercialises and showcases
content from the BBC around

the world, to build the reach and
reputation of the BBC brand
overseas, champion British creativity
and at the same time deliver
commercial returns to the BBC to
invest in public service content.



www.bbc.com

STRATEGIC REPORT

This responsibility has
arguably never been more
important at a moment
when the UK is looking to

reshape its national identity
and redefine its relationship
with the world.

BBC Arabic s Trending
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DELIVERING OUR PUBLIC PURPOSES

Reflecting the United
Kingdom, its culture
and values to the world

In another turbulent year, the BBC Throughout the year new services
has continued to reflect the world to followed in Afaan Oromoo, Amharic,
the UK, and the UK to the world. Tigrinya, Korean, Gujarati, Marathi,

Punjabi, Telugu, Igbo and Yoruba, and a

The BBC once again attracted historic year of expansion was capped

rgcord audlence}s internationally, with the launch of BBC Serbian in March.
with the latest figures, the Global

Audience Measure, revealing a total As part of the project we opened new
weekly audience of 376 million. This and expanded bureaux in locations
includes all international content. such as Dhaka, Mumbai, Nairobi, Delhi,

Seoul, Bangkok, Yangon, Tunis, Cairo,
Beirut and Belgrade and employed

more than 1,000 new staff across the
world. Having more journalists on the
ground also means that we’re able to
cover more under-reported areas and
improve our offer to UK audiences.

This year has been a remarkable one

for the BBC World Service, as it saw us
carry out our biggest expansion since the
1940s, thanks to a £85 million investment
during the year from the UK Government.
This expansion is enabling us to bring
trusted news to more parts of the world,
including those in which access to freeand ~ The BBC World Service saw its audience
impartial information is severely limited. grow from 269 million to 279 million,

in line with our projected targets for
both the new services and the overall
BBC goal of 500 million by 2022.

We began our expansion with the launch
of BBC News Pidgin, aimed at audiences
in West Africa.

BBC Minute

Our 60-second global news round-up is broadcast
by 28 radio partners in 16 countries
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Throughout the year the BBC World
Service has continued producing hard-
hitting and in-depth journalism across the
world, in more than 40 different languages,
including brave and award-winning
reporting from Syria, Northern Iraq, Turkey,
Yemen, Venezuela and Afghanistan.

In Africa we have run outstanding
investigations into the impact of terrorism
and war across Nigeria, Sudan and Somalia.
African World Service journalists were
right at the heart of our global reporting

of the fall of Mugabe in Zimbabwe. And
reporting from Brazil and Russia has

called out misleading and fake news.

We’re aiming our international news at
a new generation of users, to safeguard
the World Service for future generations.
This means focusing on new formats
and new audiences. It is clear, for
instance, that shortwave radio listening
has declined rapidly again this year,

and research has shown that with the
increased global availability of cheap
smartphones, audiences continue to
switch to digital platforms for news.

BBC World Service continues to do well
with younger audiences internationally —
a quarter of our weekly global

audience is aged between 15-24.

BBC Minute, a 60-second global news
round-up targeted specifically at
younger listeners, is now broadcast in
English by 28 radio partners around
the world, in 16 different countries.

Our 100 Women season, running across
all of our international platforms and now
established as an annual highlight, took
on a new ‘solutions-focused journalism’
aspect as we challenged teams of

female experts to solve key problems
facing women around the world.

The World Service in English has also
benefited from the new funding boost,
enabling a richer mix of content, in
arts, culture, debate and science, and
helping us develop new formats.

0 Return to contents



Our live democracy debate programme,
World Questions, in which audiences hold
a panel of politicians and public figures
to account, has been held in locations as
diverse as Kathmandu, Moscow, Beirut,
Nairobi and Belgrade, shortly ahead

of the launch of BBC News Serbian.

The appointment of our first dedicated
podcast editor has heralded the release
of some remarkable and successful

new podcast content —a million people
listen to BBC World Service podcasts
each week. Notable examples of content
are The Assassination, Owen Bennett
Jones’ remarkable podcast about the
murder of Benazir Bhutto, and the newly
relaunched Global News podcast.

We're involving the audience in new ways —
our programme CrowdScience, which
tackles a listener’s question each week, has
answered questions from across the world,
and we staged live recordings in Sydney and
at the Free Thinking Festival in Gateshead.

The World Service has continued to bring
the best of the UK’s culture to the rest

of the world, with our now annual Proms
series bringing one of the jewels in the
BBC’s crown to a global audience. Our
programmes have showcased British
festivals and events including the Oxford
Literary Festival and Free Thinking.

0 Return to contents

We have also worked in partnership
with globally renowned UK museums
and institutions such as the Science
Museum and the British Museum.

The Arts Hour on Tour showcased arts and
culture before enthusiastic audiences,
with recordings in cities including Addis
Ababa, Seoul and St Petersburg.

The World Service in English increased
its geographical reach as well —a new
partnership arrangement with an FM
station in northern Norway meant
that, for the first time ever, we were

broadcasting from within the Arctic Circle.

Our international 24 hour TV news
channel, BBC World News, has continued
to bring English language news
programming to an audience of nearly
100 million around the globe this year.

700 Days, co-presented from London
and New York, became Beyond 100 Days,
analysing the latest developments

in President Trump’s America.

We celebrated 20 years of the
internationally renowned interview show
HARDtalk. Other editorial highlights have
included Zeinab Badawi’s A History of
Africa; a six-part series, Tales of Modern
China; and a season of women’s sport.

STRATEGIC REPORT

Above: BBC News Pidgin Presenter Ogechi Obidiebube

Left: Award-winning coverage of starvation in Yemen
by RTS Young Talent of the Year, Nawal Al-Maghafi

We brought UK cultural highlights

to the rest of the world with special
programming from the Hay Festival,
the Royal Academy Summer Exhibition
and the Imperial War Museum.

Our series of televised global debates
included putting a Spanish Government
minister head to head with a Catalan
Government representative, broadcast
live from Barcelona.

And our global commercial news website,
bbc.com, continued to bring both news and
features to a huge international audience.
The audience for bbc.com is growing within
the USA, the world’s largest media market.

We have restructured our business to
merge BBC Advertising with BBC Global
News Ltd, the commercial subsidiary
which runs both BBC World News and
bbc.com. This means that the new
single integrated business can develop
our news content commercially.
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DELIVERING OUR PUBLIC PURPOSES

Reflecting the United
Kingdom, its culture
and values to the world

The BBC has bureaux in 60 countries and
76 cities. These include Newsgathering,
BBC World Service, BBC Monitoring,
BBC Global News Ltd and Media Action.

34 /m

BBC News
Total international weekly audience.

2016/17: 345 million

Source: BBC Global Audience Measure.

Toronto
w

a¥

' Chicago aY Boston

San Francisco . Y New York
Y Washington

Los Angeles

Miami

Havana
Mexico City

160m

BBC World Service radio
English and other languages.

2016/17: 155 million

Source: BBC Global Audience Measure.

42

BBC World Service online
& social media
English and other languages.

2016/17: 39 million

Source: BBC Global Audience Measure.

2 /9m

BBC World Service
Includes TV, radio, online and social
media in English and other languages.

2016/17: 269 million

Source: BBC Global Audience Measure.

1T Tm

BBC World Service television
Non-English languages.

2016/17: 110 million

Source: BBC Global Audience Measure.

The Global Audience Measure is an annual update of how many people are consuming the BBC weekly for
all services in all countries across all platforms (Television, Radio, website and social media). Key to this is

de-duplication i.e. ensuring that a person who consumes multiple BBC services or platforms or on multiple

devices, is not counted many times in the top level totals. For example BBC World Service television, radio

and online audience is less than the sum of its parts to ensure we do not count people more than once when

looking at the total World Service audience.
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Buenos Aires

3/6m

Global reach

Including BBC News and BBC Studios.

Source: BBC Global Audience Measure.

Rio de Janeiro

Sao Paolo
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STRATEGIC REPORT

Riga ®
Cologne 9 M
Warsaw OScoW
Brussels '
o Berlin Kiev
Paris rhn
Geneva Belgrade Thilisi 'Almaty
a Tashkent .
r, Baku Bishkek
Istanbul P a wShanbe Beijing Seoul e
. Beirut ‘Ramallah sl bad o
Tunis Jerusalem Kabul Y SEELE ' Tokyo
hanghai
Gaz;' Baghdad Lahore : V¥ Kathmandu Shanghai
i Amman Delhi
aire A Patna
Karachi Ybhaka Taipei
[ ] e Hong Kong
iV Yangon ¥
Dakar ﬁ g dLs Mumbai g o
' Abuja  jypa aba Bangalore Bangkok '
Freetown Accra e Hargeisa Phnom Penh
e
- R Kampala a .
Abidjan Garissa v
P ¥ Nairobi Singapore
Kinshasa ' Byjumbura Kigali. { ]
Dar es Salaam Jakarta
Lusaka' e
Harare
" Y
)/ Johannesburg
Sydney
Thisis an illustration and not to scale. It is for pictorial reference only.
Newsgathering World BBC
Service Monitoring
BBC World News TV channel* bbc.com* and social media
English language global news channel. International English language website.
2016/17: 99 million 2016/17: 34 million ' '
Source: BBC Global Audience Measure. Source: BBC Global Audience Measure. Media GNL BBC
Action Studios

*  BBC World News channel and bbc.com are
commercially funded.
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DELIVERING OUR PUBLIC PURPOSES

Reflecting the United
Kingdom, its culture
and values to the world

BBC World Service has again seen growth this year, especially digital growth on most services, with help in some markets from TV and
radio syndication. However, the continuing decline of shortwave (SW) around the world and challenges with syndicated TV in some
markets coupled with changes in the political environment have affected the performance of a few services.

BBC World Service reach across all platforms by language service

2017/18 2016/17 Year-on-year 2017/18 2016/17 Year-on-year
Millions Millions change Millions Millions change
% %

st | 788 752 480 M 53 52  08%
120 105  143% ™ 101 67  509%
443 429  31% 225 180  248%
01 01  -197% " 29 39  269%
164 165 -06% ™ 09 09  -36%
56 63 120% =™ 36 36  18%
42 60  304% 161 161 00%
11 08  3R4% ™ 98 95  22%
14 14 00% ™ 11 16 -346%
246 236  A1% 17 15 164%
18 125 -66% o 01 01  101%
40 39 25% e 36 36 14%
31 30 04% 78 M6 -325%
23 19 172% U= 23 07 2477%
72 68  60% e 10 09  74%

The Global Audience Measure is an annual update of how many people are consuming the BBC weekly for all services in all countries across all platforms (Television, Radio, website
and social media). Key to this is de-duplication i.e. ensuring that a person who consumes multiple BBC services or platforms or on multiple devices, is not counted many times in the
top level totals. For example BBC World Service television, radio and online audience is less than the sum of its parts to ensure we do not count people more than once when looking
at the total World Service audience.

Note: Individual service level data for the new services launched as part of the World Service expansion have not been included in this table because these services have not yet had
a full year of operations.
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PERFORMANCE

Audience performance
and market context

The BBC'’s performance with audiences
remains strong. The 2017/18 BBC
Annual Plan specified targets for overall
audience performance for the financial
year, and all were achieved or exceeded.

Broad goals were set as the BBC is
improving the audience measurement
systems it uses which introduced some
uncertainty into the objective-setting as
migration to the new approaches takes
place. 92% of online adults used the
BBC each week in 2017/18, in line with
the target of 92-95%, and UK adults
spent over 19 hours on average per week
consuming BBC services, within the
target range of 18:15-19:45. They rated
the BBC at seven out of ten, on average,
in terms of their general impression,
scored the quality of programmes and
services at seven out of ten and value for
money at six out of ten, all within target.

In terms of fulfilling the mission and

public purposes, over 70% of adults think

that the BBC is effective at delivering its

mission to inform, educate and entertain in

2017/18* And across all audience groups

regardless of age, gender, social group,

ethnic origin or geography, a clear majority

Notes:

Ipsos MORI, 3,568 UK adults 16+, April-May 2018.

*  Average score across informing, educating and
entertaining people in the UK and them.

The weekly reach and time figures quoted in this

report are average weekly reach and average weekly

time per head across financial year 2017/18 unless
otherwise stated.

O2%

are of this view with two-thirds or more

of each group rating the BBC as effective.
The majority of UK adults also think that
the BBC has delivered each element of
the purposes effectively, with the highest
scores for helping people understand what
is going on in the UK and world today, and
for the quality of content and services.

Despite these strong outcomes,
there are significant differences in
the consumption and impact of BBC
output across the population.

Across each audience group, the largest
number of people feel that the BBC has
delivered its mission and purposes. In each
age band, gender, social group and area
of the UK, and among white and BAME
audiences, the proportion rating the BBC
as effective on each measure outnumber
those saying ineffective by a considerable
margin. But those with lower levels of
usage of the BBC - C2DE groups, 16-
34s, BAME audiences, those in Northern
Ireland, Scotland and London — were
among those who tended to give lower
effectiveness scores than the rest of UK
adults for delivery of the mission. As well
as reflecting the relative appeal of the

19:12

BBC’s offer, the absolute level of usage
canvary, in part, owing to the extent of
competition aimed at different groups,
and different generations and life stages.

Effectiveness scores across all purposes,
including the creativity, quality and
distinctiveness purpose, were lower among
C2DE than ABC1 audiences. Compared
with older age groups, young audiences
gave lower effectiveness scores especially
in terms of the extent to which the BBC
delivers the mission to them personally,
caters for a wide range of tastes and
reflects people like them. BAME audiences
gave lower scores than white audiences in
particular for the creativity purpose and
the representation purpose. Effectiveness
ratings in North of England tended to be
lower than the all-England average, and
audiences in Scotland and Wales also gave
lower scores for the extent to which the
BBC provides for their part of the UK.

In addition to seeking to narrow gaps
in consumption and impact of the BBC,
we are also responding to continuing
structural and competitive challenges
that affect audience performance.

Adult reach

Percentage of UK adults in online
homes who use BBC television,
radio or online each week

Total time spent
Length of time UK adult audiences
spend with the BBC each week.

Target: 18:15 19:45 (hh:mm)

7/10

How UK adults rate the BBC on
providing high quality programmes
and services (mean score out of 10).

Target: 92 95%

Sources: Ipsos MORI, Kantar Media (Jul 17-Mar 18).

How UK adults rate the BBC on
providing value for money (mean
score out of 10).

7/10

General impression
UK adults’ general impression
of the BBC (mean score out of 10).

Target: 6 7/10

Target: 6 7/10

Target: 5 6/10

60 BBC Annual Report and Accounts 2017/18 0 Return to contents



STRATEGIC REPORT

Weekly reach of BBC Television and Radio compared with
other providers

Television set
All BBC Television

B|B|C

AULITV television All Channel 4 All Channel 5

= television television
- 5
il

Other uses of
the TV set*

Other broadcast
TV channels

Weekly reach

Adults aged 16+

80.2%

2016/17: 82.1%

69.7%

2016/17:71.2%

62.2%

2016/17:63.1%

449%

2016/17: 45.3%

70.6%

2016/17:71.7%

55.3%

2016/17: 51.4%

Young adults 16-34

60.4%

2016/17: 64.8%

53.2%

2016/17: 55.9%

50.8%

2016/17: 53.9%

29.0%

2016/17:32.0%

58.4%

2016/17:61.8%

64.6%

2016/17:60.4%

Source: BARB (TV-owning households), 15+ minutes consecutive reach.
* Include SVOD, gaming, DVDs.

Radio services/music streaming

All BBC Radio All commercial

radio

65.4%

2016/17: 64.7%

70.8%

2016/17: 71.1%

Weekly reach Music streaming

Adults aged 15+

64.2%

2016/17: 64.3%

53.0%

2016/17: 53.3%

20.5%

2016/17: 16.8%

40.8%

2016/17:32.8%

Young adults 15-34

Source: BBC and commercial radio from RAJAR, 15-minute reach. Music streaming estimates from MIDAS/RAJAR.

Usage of the BBC remains very high but Estimates suggest that while under 6s

intense competition from both long-
standing broadcasters and newer media
providers means overall weekly reach and
time spent with the BBC was down year-
on-year in 2017/18. For BBC Television
the drop was greater than the rest of the
broadcast TV market, reflecting, in part,
the absence of the Olympics in the BBC
schedule in 2017/18 compared with Rio
2016 the previous year. Over the longer
term all broadcast television as well as
BBC Radio have trended downwards as
new competitors grow significantly. This
is particularly the case among those aged
under 35, and public service broadcasting
will need to work hard to maintain
relevance to younger generations.

spend more time with the BBC than with
any other media provider (around 7 hours

a week), 6-15 year-olds spend similar
amounts of time with the BBC and YouTube
(around 5 and a half hours a week each).

And young adults aged 16-34 now spend
around seven-and-a-half hours per week
using the TV set for purposes that include
SVOD and gaming. They also spend more
than four-and-a-half hours per week

with music streaming services — roughly
equivalent to the time they spend with
BBC Radio. That said though, across

all its platforms combined, the BBC
remains the single media provider with
whom adults of all age groups, including
young adults, spend the most time.

6 Music DJ Mary Anne Hobbs
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Time spent using the TV set for different purposes per week 2013/14-2017/18, hours:minutes

Adults aged 16+: Average weekly time per head Young adults aged 16-34: Average weekly time
(hh:mm) per head (hh:mm)
09:34
== Other broadcast TV channels == Other broadcast TV channels
08:16 06:37
== All BBC television 07:29 == All BBC television
07:26
== ALLITV television 06:35 == ALLITV television 04:38
05:48 04:42
Other uses of the TV set* Other uses of the TV set* - 03:02
o200 0046 0310 02:59
== All Channel 4 television - == All Channel 4 television e 02:20
== All Channel 5 television 01:45 07417 == All Channel 5 television 01:08 0054
*Includes SVOD, gaming, DVDS. 2013/14 2014/15 2015/16 2016/17 2017/18 2013/14 2014/15 2015/16 2016/17 2017/18
Source: BARB (TV-owning households).
Time spent using radio services/music streaming per week 2013/14-2017/18, hours:minutes
Adults aged 15+: Average weekly time per head Young adults aged 15-34: Average weekly time
(hh:mm) per head (hh:mm)
== All BBC Radio . == All BBC Radio
10:33 09:58 08:38 0811
== All Commercial Radio 08:17 08:30 == All Commercial Radio
== Music streaming == Music streaming 05:24
04:49
:34
02:07
00:47 01:47
2013/14 2014/15 2015/16 2016/17 2017/18 2013/14 2014/15 2015/16 2016/17 2017/18

Source: BBC and commercial
radio from RAJAR. Music
streaming estimates from
MIDAS/RAJAR.

Right: BBC Four’s award-winning comedy Detectorists

Left: Radio 1Xtra DJ Jamz Supernova
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Performance by Service

This year’s Annual Report sees a shift in the way we measure our performance; moving from a review of performance by platform (i.e.
television, radio, news, online) to a review of our performance measured against each of the public purposes. However, for comparability
with earlier Annual Reports, we have included performance by service where the data exists.

Television performance by service

Network
television

[E]B]C]

one

BBC One is our flagship service
and the UK’s most popular
television channel. It unites
and inspires the nation with
high-quality programmes
across arange of genres that
includes news and current
affairs, drama, comedy,
entertainment and factual.

Content

We spent a total
of £1570.6 million
on these services
in2017/18

£1,009.4m

2016/17: £1,115.4m

Reach

UK population who
use the service
each week

68.9%

2016/17: 71.5%

Time spent watching
achannel each week
Length of time the
average viewer

spent each week

with the service

07:21

2016/17: 07:33

Appreciation
Index by service
Aggregate of

how people

rated individual
programmes,
expressed as a
number out of 100

791

2016/17:79.7

STRATEGIC REPORT

Costs per user hour
How much it costs to
deliver each service
for each hour used

6.2p

2016/17:6.7p*

BBC Two is a mixed-genre
channel with programmes

of depth and substance. It
includes the greatest amount
and range of knowledge-
building programming on

the BBC, complemented by
distinctive comedy, drama and
arts programming.

£374.3m

2016/17: £403.3m

44.6%

2016/17: 46.2%

03:0/

2016/17: 03:08

31.8

2016/17:82.0

8.1p

2016/17:9.0p*

(HIB]C]

FOUR

BBC Four aims to be British
television’s most intellectually
and culturally enriching
channel, offering an ambitious
range of UK and international
arts, music, culture and factual
programmes.

£378m

2016/17: £50.5m

12.7%

2016/17: 13.5%

01:45

2016/17:01:46

32.8

2016/17:82.6

49p

2016/17: 6.9p*

The CBBC channel offers a
distinctive mixed schedule for
6-12 year olds, with mainly
UK programmes served in

a stimulating, creative and
enjoyable environment.

£679m

2016/17: £69.5m

3.9%

2016/17: 4.3%

02:33

2016/17: 02:30

n/a

2016/17:n/a

170p

2016/17: 20.9p*

CBeebies provides a mix

of high-quality, mostly
UK-produced, programmes
designed to encourage
learning through play in a
consistently safe environment
for children under six.

£299m

2016/17: £28.7m

7.3%

2016/17: 7.5%

0413

2016/17: 04:10

n/a

2016/17:n/a

2.8p

2016/17: 3.0p*

(alalc]
MNEWWS

The BBC News Channel

is a 24-hour impartial

and independent news
service offering breaking
news, analysis and insight.
It provides fast and
comprehensive coverage of
local, UK and international
events as they unfold.

£49./m

2016/17: £47.8m

9.5%

2016/17: 9.9%

02:46

2016/17: 02:46

n/a

2016/17:n/a

59p

2016/17: 5.7p*

B1BIC]

PARLIAMENT

BBC Parliament is the UK’s
only channel dedicated to
politics. It shows debates and
committees from Westminster,
Holyrood, Stormont, Cardiff
Bay and Strasbourg as well

as political programmes from
across the UK.

£1.6m

2016/17: £1.8m

0.5%

2016/17: 0.6%

01:45

2016/17: 01:52

n/a

2016/17:n/a

5.3p

2016/17: 4.9p*

Reach definition: 15+ minutes consecutive for all services and audiences in TV-owning households aged 4+.

Sources: BARB (TV reach and time per viewer — all channels include their simulcast HD channel where applicable); Appreciation Index: Pulse panel of 20,000 UK adults 16+ by GfK.

N.B. BARB data measures TV set viewing at present, meaning that iPlayer viewing on other devices is not included in any of the reach and time figures. iPlayer viewing is growing,

especially for young-skewed services such as CBeebies and CBBC.

* 2017/18 cost per user hour includes viewing on the TV set and on other devices so are not directly comparable with the 2016/17 cost per user hour figures as they include
viewing on the TV set only.

CBBC: among its target audience of 6-12 year olds reach was 17.9% and time spent per viewer was 02:52 (based on 15+ min reach). Based on 3+ minute reach, reach was 22.1% of

6-12 year-olds and time spent per viewer was 02:20.

CBeebies: among its target audience of 0-6 year olds (measured as children aged 4-6 and housepersons with children aged 0-3) reach was 38.1% and time spent per viewer was

04:49 (based on 15+ min reach). Based on 3+ minute reach, reach was 45.0% of 0-6 year-olds and time spent per viewer was 04:06.

BBC News and BBC Parliament: three-minute reach for BBC News Channel and BBC Parliament - in line with industry standards — would be 13.6% and 1.1% respectively (15.2% and

1.3% among 16+ population).

n/a Data does not currently exist for this measure.
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PERFORMANCE

Radio performance by service

Network radio

BBC Radio 1 broadcasts a
distinctive mix of new music
and entertainment for 15-29
year olds, as well as providing
tailored news, documentaries
and advice campaigns for
young adults.

Content

We spent a total
of £289.9 million
on these services
in2017/18

£37.5m

2016/17: £35.9m

Reach

UK population who
use the service
each week

17.7%

2016/17: 17.5%

Time spent
listeningtoa
service each week
Length of time the
average listener
spent each week
with the service

06:18

2016/17: 06:16

Appreciation
Index by service
Aggregate of

how people

rated individual
programmes,
expressed as a
number out of 100

79.2

2016/17:78.8

Costs per user hour
How much it costs to
deliver each service
for each hour used

1.2p

2016/17:1.2p

BBC 1Xtra plays the best
in contemporary black
music, with a strong
emphasis on delivering
high-quality live music and
supporting new artists.

£6.4m

2016/17: £6.6m

1.9%

2016/17: 1.8%

04:40

2016/17: 04:45

356

2016/17:82.5

2.5p

2016/17: 2.8p

BBC Radio 2 broadcasts

a unique mix of music

and speech programmes
covering a diverse mix of
live pop and rock, comedy,
documentaries and religious
output, as well as running
social action campaigns to
over 14 million listeners.

£491m

2016/17: £51.2m

28.1%

2016/17: 28.0%

11:54

2016/17: 11:54

382.2

2016/17:82.0

0.5p

2016/17: 0.5p

BBC Radio 3 centres on
classical music, around
which it provides a broad
spectrum of jazz, world
music, arts programmes,
religion and drama. Thereisa
strong emphasis on musical
performance across the UK.

£377/m

2016/17: £37.4m

3.7%

2016/17:3.7%

05:56

2016/17: 06:15

33.4

2016/17:82.7

6.1p

2016/17:5.7p

O

BBC Radio 4 is a mixed-speech
radio station, offering in-depth
news and current affairs and

a wide range of other speech
programmes including drama,
readings, comedy, factual and
magazine programmes.

£91.2m

2016/17: £87.9m

20.6%

2016/17: 20.9%

11:02

2016/17: 11:12

30.8

2016/17:80.8

1.4p

2016/17:1.3p

= 0y

Originally launched in 2002
as BBC 7, the station was
relaunched in April 2011

as BBC Radio 4 Extra. The
digital-only network is the
principal outlet for the

BBC’s archive of speech
entertainment, including
comedy, drama and readings.

£29m

2016/17: £3.0m

4.0%

2016/17:3.8%

05:38

2016/17: 05:56

794

2016/17:78.6

0.5p

2016/17:0.5p

Reach definition: 15+ minutes for all services and audiences aged 15+.
Sources: RAJAR (Radio reach and time per listener); Appreciation Index: Pulse panel of 20,000 UK adults 16+ by GfK.

Radio 1: among its target group of 15-29 year-olds reach was 33.3% and time spent per listener was 06:15.

1Xtra:among 15-24 year-olds reach was 5.7% and time spent per listener was 03:47.

Radio 2: among its target group of 35+ year-olds reach was 34.6% and time spent per listener was 12:56.

Asian Network: among its target group of Asians under 35 reach was 13.9% and time spent per listener was 06:18. Ethnicity definitions in RAJAR from FY 2014/15:
Asian = White & Asian, Indian, Pakistani, Bangladeshi, any Other Asian Background.
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Network radio

sports coverage, bringing
major news stories and sports
events to its listeners as they
happen, and providing context
through wide-ranging analysis
and discussion.

m BBC Radio 5 live broadcasts
[iie continuous news and live

Content

We spent a total
of £289.9 million
on these services
in2017/18

£44.8m

2016/17: £45.5m

Reach

UK population who
use the service
each week

9.7%

2016/17: 10.4%

Time spent
listeningtoa
service each week
Length of time the
average listener
spent each week
with the service

06:34

2016/17: 06:41

Appreciation
Index by service
Aggregate of

how people

rated individual
programmes,
expressed as a
number out of 100

799

2016/17:79.9

STRATEGIC REPORT

Costs per user hour
How much it costs to
deliver each service
for each hour used

2.5p

2016/17: 2.3p

£ BBC Radio 5 live sports extra
r!'i"ﬂ‘ brings a greater choice of
eaa™ live action to sports fans by
extending live coverage of

various sporting events.

(o)

£29m

2016/17: £2.7m

2.3%

2016/17: 2.3%

03:19

2016/17: 02:52

85/

2016/17:85.3

1.3p

2016/17: 1.5p

m __.-6-\,, BBC 6 Music is a digital radio
| _ station that entertains lovers
LY MUSIC of popular music with a service
— that celebrates the alternative
spirit of popular music from
the 60s to the present day,
complemented by music news
and documentaries.

£10.7m

2016/17: £10.9m

4.4%

2016/17: 4.3%

09:12

2016/17: 09:39

82.2

2016/17:81.1

09p

2016/17: 0.9p

BBC Asian Network offers
speech and music appealing
stk to British Asians, with a
focus on news and current
affairs. It broadcasts mainly
in English, but does offer
some programmes in
other languages.

[=]F]
R

£6./m

2016/17: £7.1m

1.2%

2016/17: 1.2%

05:19

2016/17: 06:11

30.3

2016/17:80.3

3.7p

2016/17: 3.4p

Excludes programme “Coming up on 5 live Sports Extra”.

Online performance by service

BBC Online comprises the
BBC’s portfolio of online
products on desktop,
connected TV, mobile and
tablet, including news, sport
and weather; our children’s
services CBBC and CBeebies;
and Knowledge & Learning -
as well as IP-delivered TV and
radio services, with both live
and on-demand programmes
available on BBC iPlayer.

ORILIME

BED BTN

Content

We spent a total
of £182.4 million
on these services
in2017/18

£182.4m

2016/17: £185.5m

Reach

UK population who
use the service
each week

n/a

2016/17:63.3%

Time spent using
aservice each week
Length of time

the average user
spent each week
with the service

n/a

2016/17:n/a

Appreciation
Index by service
Aggregate of

how people

rated individual
programmes,
expressed as a
number out of 100

n/a

2016/17:n/a

Cost per user reach
How much it costs to
deliver each service
toindividual users

n/a

2016/17:11.2p

BBC Three is constantly
innovating to provoke
thought and to entertain
audiences from 16 year olds to
30-somethings with original
comedy, drama and factual
programming that celebrates
new British talent.

Reach

% of 16-34 year olds who use the service each week

Apr-Jun 2017

8.2%

Apr-Jun 16: 3.5%

Jul-Sep 2017

7.8%

Jul-Sep 16: 4.7%

Oct-Dec 2017

79%

Oct-Dec 16: 5.3%

Jan-Mar 2018

8.3%

Jan-Mar 16:8.1%

Source: BBC modelled data using inputs from: Facebook, comScore, BARB, Cross-Media Insight Survey. UK 16-34 year-olds.

*

subsequent years. As page 28 shows, BBC Online reaches 74% of UK adults per month.
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The BBC is updating its measurement systems. Comparable weekly reach figures for BBC Online and Red Button are not included this year but this will be rectified in
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STRATEGIC REPORT

Finance Review by the
Deputy Director-General

“Successfully
reinventing the BBC
for a new generation is
not just about what we

make and how we get

Our focus this year has been on
reinventing the BBC for a new generation
along with modernising and simplifying
activities to improve services and

ensure we spend as much of the licence
fee as possible on the content and
services that matter to audiences.

Successfully reinventing the BBC for a new
generation is not just about what we make
and how we get it to our audiences. It is

also about what we do behind the scenes to
modernise our organisation and make the
BBC one of the very best places to work.
We are continuing to deliver real progress
in organisational modernisation and reform.
Fairness and equal pay issues have been
very much in the spotlight in recent months
and the scrutiny on the BBC has been
intense. Addressing these issues —along
with historic tax demands being faced by
freelance presenters paid through personal
service companies —has been and continues
to be a priority. Our aim — both within our
workforce and day in, day out across our
output —is to represent the whole country
and help make the UK a fairer place.

In terms of governance and regulation,
this year has been one of transformation
and change. We operated under the new
Charter for the full year and the NAO
became our financial auditor. We also
established a new Board, with executive
and non-executive directors, off