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The BBC...

...in 2020/21

The most-used brand in the UK

for media.

Used by 90% of UK adults and

80% of young adults on average
per week.

Used by an average of five million

adults every single minute of the
day and night, across TV, radio and
online, and by a total of 45 million

people across all ages over 24 hours.

Delivered £2.63 of direct economic

impact for every £1 spent with 50%
of that economic impact outside
London, compared to a sector
average of 20%.

Across the UK - the biggest
transformation of the BBC in
decades. This year we announced
ambitious plans which will
fundamentally change how the
BBC operates and will cement our
commitment to better reflect,
represent, and serve all parts of the
country. Read more about our plans
on page 18.

100™

Used by almost 100% of adults
on average every month,
making the BBC one of the
most-used UK public services.

200™

At the heart of UK life - the
public choose the BBC around
250 million times a day.

18:02hm

UK adults spent on average
18:02 hours:minutes with us each
week, up from 17:45 in 2019/20.

'7 80/0

% of UK adults who say the
BBC is effective at informing,
educating and entertaining
people in the UK/them
(ineffective: 12%).
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..during
Covid-19

As the national broadcaster,

we have played a crucial role
during the Covid crisis.
Throughout this report we
demonstrate how, at a time of
national need, we refocused all
of our resources around the most
pressing needs of our audiences
and the UK. From trusted news
and information to educational
support, from arts and culture to
distraction and escapism, the
public came to us in huge
numbers in response.

Our creative and technical teams
worked wonders to find ways to
continue bringing beloved shows
to audiences safely, whilst also
creating new shows and events,
like Healthcheck Live, The Big
Night In and Local Radio’s
coronavirus helpline.

Our local teams worked tirelessly to
support their local communities -
the Make a Difference campaign
has been a runaway success and we
positively trialled new temporary
local radio output for areas most
impacted by the virus.

We did huge amounts to support
culture and the arts — from Culture
in Quarantine to Glastonbury Live;
from an adapted Proms to Lights
Up, we have sought to help artists
and arts venues keep working
wherever possible.

Our strategy to grow our digital
services paid dividends as
audiences came in huge numbers
to iPlayer, Sounds and our News
Online services to binge on shows,
catch new podcasts and get the
latest information on Covid in
their area.

We refocused our working
patterns and our output to provide
audiences with trusted and
accurate information, providing

a continuous news service on
television, radio and online.

And of course our superb Children’s
and Education teams reinvented
the Bitesize offer for students and
schools not once but twice, adapting
at speed to provide vital support,
tools and resources for teachers,
parents and students across

the nation.

5.3™

Lockdown Learning brought a record-
breaking 5.8 million browsers to BBC
Bitesize for the first week of launch in
January 2021.

4.5™

4.5 million interactions with BBC Local
Radio as part of the Make a Difference
campaign, in the biggest response the BBC
has ever had to a local radio campaign.

4 50/0

Audiences trusted us to guide them
through the pandemic, with 45%
naming the BBC as their number one
source for information/news on
Covid-19 (next nearest — 13%).

8 40/0

We regularly cleared the schedules

to screen vital public information
announcements — 84% of adults in the
UK came to our services on days when
important plans were being laid out.

Return to contents 3
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About the BBC

The BBC provides an unrivalled level of
local, regional, national and international
news and current affairs. We remain the
most trusted source of news in this country
and we play an important role in helping to
counter the misinformation and confusion
that now so often proliferate.

P 16 Read more about our commitment to impartiality
o
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O The percentage of UK adults who say the
O BBC is effective at informing people in the
UK (ineffective: 10%).
Source Ipsos MORI 18+

Commitment
to impartiality

We've set new rules and guidance,
alongside new training, to ensure
the highest possible standards

of impartiality across the
organisation, including new rules
on the use of social media and
around external engagements for
news presenters and senior staff.

in 2020.

Stopplng O Requests for News on
the spread of O iPlayer were up by more
disinformation than 85% year-on-year

We’ve provided a crucial role

in combatting the spread of
harmful vaccine misinformation
through our role in the Trusted
News Initiative, an industry
collaboration of major tech and
media organisations which is
working together to stop the
spread of disinformation.

Informing audiences
in complex times

— At the height of the Covid-19
crisis when lockdowns were
announced - 23 March 2020 and
31 October 2020 - 84% of adults
came to the BBCin a single day.

— Number one source for
information on Covid-19: 45%
of people named the BBC as
their most important source of
information/news about the (2019/20: 8/10)

pandemic - far ahead of the next
nearest (officials, 13%). Number of UK adults (16+) who use

BBC News services each week
Source Compass by Ipsos MORI Yonder

for Ofcom Source Kantar Media 16+

See page 20 for more About the BBC Return to contents



Education has always been in the DNA
of the BBC. This year our education and
learning content has helped support
students, teachers and parents during
the exceptional educational challenges
of the Covid pandemic.

> Read more about BBC Bitesize, how we support children’s
o education and how we keep children entertained

BBC Annual Report and Accounts 2020/21

Return to contents



4.5 million responses to
help children gain access
to online learning

Almost one million
iPlayer requests

There were almost one million
iPlayer requests for Bitesize Daily
shows for the first full week of
school closures in January 2021.

Our Make a Difference: give a laptop
campaign raised more than
£917,000 to provide children with
home-schooling technology, with
over 116,000 devices handed out.

1.o4™

Since its launch on 11 January
2021, over 1.5 million 5-16 year
olds watched Lockdown Learning
content on CBBC or BBC Two

Keeping children
learning and
entertained
during lockdown

Huge numbers of children, parents
and teachers turned to the BBC for
the biggest educational offer in our
history which ensured all children
could access curriculum-based
learning, even if they didn’t have
access to the internet.

'7 7 % Lockdown
Learning I | I

of secondary school
pupils used Bitesize
in 2020/21.

Lockdown Learning brought a record-
breaking 5.8 million browsers to

BBC Bitesize for the first week of
launch in January 2021.

About the BBC & Return to contents




Over 28 million people come to the BBC
for evening entertainment on an average
day. We have provided much-needed
escapism, with tens of millions of
viewers and listeners coming to our

drama, our comedy and our
entertainment.

P 24 Read more about how we entertain the nation
[ ]
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Growing
BBC Sounds

1.3 billion
plays on BBC Sounds

In 2020/21 there were close to
1.3 billion UK plays of radio, music
and podcasts on BBC Sounds.

In the six months up to March 2021,
900,000 more 16-34 accounts used
BBC Sounds for the first time.

52™

streams in a month

January 2021 saw iPlayer break
records. 163 million streams

in a week (4-10 January), the
most ever — as viewers flocked
to watch programmes like

The Serpent, A Perfect Planet,
Traces and EastEnders.

Record 5.7m
watch Premier
League

We brought live top-tier English league
football back to BBC TV for the first time
since 1988, with 5.7 million watching
Southampton versus Manchester City in
July 2020 - setting a new viewing record
for the Premier League in the UK.

Im

Line of Duty’s return for series six
is iPlayer’s biggest single episode
of 2021 so far, with more than a
massive eight million requests to
stream the first episode.

About the BBC < Return to contents
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Statement from the Chairman

Statement from

the Chairman

10

tis an honour to have taken
up the role of Chairman at
an important moment in
the BBC’s history. This is an
organisation that remains
central to our national life. It
commands great admiration and
respect across the globe. It is key
to the UK’s creative strength and
cultural influence worldwide.

In today’s highly competitive,
global media market, the BBC
has to earn the right to exist

through the value it provides.

This Annual Report and Accounts
covers a period during which I

was Chairman for only a few short
weeks, but I am proud of the record
of achievement it outlines. In
particular it highlights how quickly
and effectively the BBC rallied
around the needs of the country

as the Covid crisis took hold.

[ have been extremely impressed
by what teams across the BBC have
done to serve audiences through
this period of strain, suffering

and loss. They have worked with
dedication and determination,

and they have demonstrated the
enduring importance of the BBC’s
core public service mission.

As this report shows, the public
have come to the BBC in huge
numbers for trustworthy news
and information. Millions of
children, parents and teachers have
relied on our Lockdown Learning
educational offer. Programmes
across all genres have attracted
record ratings as audiences
sought out quality entertainment,
companionship and escapism.

BBC Annual Report and Accounts 2020/21

It is perhaps the richness of the
BBC’s content offer that has
struck me most since becoming
Chairman. [t gives us an
extraordinary opportunity to help
more people discover the wealth
of programming available across
all BBC platforms, and therefore
deliver more value to those who
currently engage with us least.

Above all, it is the BBC’s
commitment to home-grown British
content that can generate that value
and set us apart in the global media
landscape. That means ensuring
the highest-quality output - on
screen, on air and online - that is
unique in its focus on creativity and
talent from every part of the UK.

Success will allow the BBC to
continue playing our part at the
heart of the UK’s world-class
creative industries in the years
ahead. It will also allow us to make
our fullest possible contribution

to supporting social and economic
recovery across the UK.

On behalf of the BBC Board,

[ welcome the clear strategy

the Director-General has put in
place since taking up his role,
with its focus on creating a BBC
that delivers full value for, and
fairly reflects, all audiences.

His determination to drive that
value by maximising the BBC’s
commercial income is particularly
important in today’s highly
competitive, global marketplace.

We also welcome the Director-
General’s renewed commitment to
upholding the highest standards
of impartiality, and living up

Return to contents



Above: BBC One’s
Line of Duty
Right: 5.7 million
watched our
coverage of
Southampton
versus Manchester
City in July 2020

to our reputation for trusted
journalism in everything we do.

Nothing could have highlighted
the importance of this more clearly
than Lord Dyson’s investigation
into the circumstances around

the 1995 Panorama interview

with Diana, Princess of Wales.

The Board has resolved to reflect on
Lord Dyson’s review and identify
the lessons to be learned which may
be relevant today. We know the BBC
must do everything it can to prevent
such failings happening again.

Impartiality is not only an
essential prerequisite for the
existence of the BBC. It also offers
us a great opportunity to define
ourselves globally as the pre-
eminent purveyor of facts in an
era of partiality, misinformation
and malign state influence.

The BBC World Service is already
one of the jewels in the UK’s crown,
and our global services reach many
millions of people beyond these
shores. I believe the BBC’s strength
in the world is one of the UK’s great
strengths in the world, and it is
clear that we can do even more to
carry Britain’s voice, values and
democratic influence worldwide.

I would like to pay tribute to the
work of my predecessor, Sir David
Clementi, who stepped down as
BBC Chairman in February; this
Board is in many ways his creation.
These pages serve as testimony to
what he achieved over a four-year
period in serving the BBC with
diligence, dedication and a clear
passion for public service values.

({4

It is perhaps the richness of
the BBC'’s content offer that
has struck me most since
becoming Chairman.

This Annual Report tells the story
of a BBC that has demonstrated its
worth through an incredibly
difficult period, but also an
organisation that knows it must
change and is not afraid to take
tough choices.

As we finalise our agreement with
the Government on licence fee
arrangements for the rest of the
current Charter period, we will
continue to drive the change that is
needed by our audiences and that

is necessary to secure the future of
one of this country’s most important
and cherished national institutions.

Strategic Report

Richard Sharp
Chairman
18 June 2021

Return to contents
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his year the Covid crisis
dominated all our lives. For so

many, it was a year of anxiety,

grief and distress. I am proud

of how BBC teams worked
tirelessly to support the whole country
throughout, demonstrating the worth
of our public service mission. My belief
that a universal BBC really matters has
strengthened, but so has my conviction
that its future cannot be taken for granted.

The BBC’s 2020/21 Annual Report and
Accounts covers the first six months of my
tenure. I began last September by setting
out a clear strategy with a simple goal: the
BBC must deliver significantly more value
for all audiences.

To achieve this, we identified four
priorities which — together with our plans
to modernise the BBC —represent a

profound and far-reaching programme of
reform. Already we have set out our plans
to transform the BBC into a truly UK-wide
organisation, shifting not just people but
power and decision-making across the
nations and regions. Work on all of our
priorities is well underway and progress is
set out in the following pages.

The headlines are encouraging. The BBC’s
reach and relevance remain strong. We are
used by 90% of UK adults on average per
week. Our news coverage is the first port of
call for the vast majority of the country.
Audiences for the BBC News at Six are the
largest in almost 20 years, whilst BBC
One’s 6.30pm bulletin in Scotland, Wales,
Northern Ireland and the English regions
continues to be the UK’s most-watched
news programme.

< Return to contents
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Director-General’s review

continued

Our news teams have produced
outstanding work, whether
landmark reports from hospitals
or assured analysis of the

Brexit agreement; coverage of

a tumultuous US election or
unforgettable reporting from places
such as Myanmar, Yemen and Iraq.
Every day they prove the value

of trusted, impartial news, here
and worldwide. But we know we
need to do more not only to renew
our commitment to impartiality,
but to make the case for it with
vigour in today’s news landscape.

The importance of this has only
grown in light of the failings
identified by the recent Lord
Dyson report. We apologise for
those failings unconditionally

and are currently reviewing the
effectiveness of our editorial policies
and governance in detail. The BBC
is a different organisation today
but we cannot simply assume
that mistakes of the past could
not be repeated today — we have

to make sure this is the case.

The BBC has delivered dazzling
content over the past 12 months.
Line of Duty brought record ratings
as essential Sunday night viewing.
I May Destroy You and Small Axe
demonstrated our commitment

to unique British voices telling
important stories. David
Attenborough’s A Perfect Planet, the
stunning Once Upon a Time in Iraq,
Radio 3’s award-winning Beethoven
Unleashed and our coverage of the
VE Day 75th Anniversary were all
examples of what the BBC does best.

Meanwhile our national and local
radio stations offered audiences
daily companionship and support.
Our teams responded to the
constraints of Covid with brilliant
virtual initiatives such as Radio

2 Live at Home, The Glastonbury
Experience, The Great British
Singalong and the BBC Lockdown
Orchestra, whilst our BBC Proms
season and Radio 3 concerts
continued to create live classical
music moments. Covid restrictions
on face-to-face interviews mean
that the industry has not been able
to rely on official listening data this
year, but the record response to BBC
Local Radio’s Make a Difference
campaign is a sign of the impact we
have been having on audiences.

Our online strategy is working. At
the start of 2021, iPlayer delivered
its best quarter on record — up 22%
on the previous year. In 2020/21
there were close to 1.3 billion plays

14

BBC Three s
BAFTA award-
winning Normal
People

£2.63

generated in the
economy for every
£1 of the BBC’s
direct economic
activity.

Up 220/0

iPlayer delivered
its best quarter on
record —up 22% on
the previous year.

of radio, music and podcasts on
BBC Sounds, with 900,000 more
younger people using it for the
first time in the six months to
March 2021. BBC News Online
has reached record numbers of
users over the last 12 months.

[tis a core part of our strategy to
do more for younger audiences

on all our platforms. BBC Three
has created memorable hits in the
last few years, delivering some

of our biggest-performing shows,
from Killing Eve to Drag Race to
Fleabag and Normal People. We
announced this year that we want
to showcase that content to a wider
audience by bringing BBC Three
back as a broadcast channel, as
part of our pan-BBC efforts to make
sure our programmes reach as
many young people as possible.

I have been clear that the goal of

a successful BBC is not to see off

the big global players. Too often in
the past we have tried to cope with
increasing competition by making
more and spreading ourselves too
thinly. Instead, our role is to offer
exceptional value to all audiences by
producing more differentiated, ‘must
have’ content they feel is for them.

One of the very best examples of
the BBC’s unique value this year
was our education offer. As Covid
struck, our teams worked hard to
produce —almost overnight - the
biggest educational offer in our
history. When schools closed again
in January, we made sure it could

BBC Annual Report and Accounts 2020/21

reach more of the pupils and parents
who needed it most by introducing
Lockdown Learning to our TV
channels. It was a remarkable
illustration of what a universal BBC
can do at the heart of our national
life. It also proved how quickly the
BBC can move when it has real
clarity of process and purpose.

A major part of our strategy to
boost audience value is by building
our commercial income. We are
already making good progress.
Despite the immense disruption
of the Covid crisis, 2020/21 was

a better year than anticipated

for BBC Studios. The business is
on track to deliver its five-year
returns target of £1.2 billion by
the end of the next financial year,
and we have recently announced
a new, higher, target of £1.5 billion
for the five years from 2022/23.

We have also announced that
BBC Children’s production will
transfer into BBC Studios next
year, alongside BBC Three’s
in-house production team and
BBC Global News. It brings all
our international commercial
activities under single leadership.

The most significant change we
announced this year was our plan

to shift the creative and journalistic
centre of the BBC away from London
and to the nations and regions.

Our Across the UK plan will bring
us much closer to our audiences

and help us to reflect them better.
But it will also allow the BBC to

Return to contents



play its fullest possible role in
supporting the social and economic
recovery right across the UK.

The success of the UK’s creative
industries has always been built
on an enlightened blend of the
free market and smart universal
interventions like the BBC. New
research from KPMG shows

that every £1 of the BBC’s direct
economic activity generates a
total of £2.63 in the economy. Our
Across the UK plan will allow us
to have an even greater impact
around the nations and regions.

It will see us spending at least

an extra £700 million outside
London by 2027/28, generating
an additional economic benefit of
over £850 million in the economy.

Delivering value for everyone is
not only about representing every
part of the UK, it is also about
reflecting its full diversity. This

is mission critical for the BBC,
which is why I have committed to
creating a 50:20:12 organisation:
50% women and 50% men; at least
20% black, Asian and minority
ethnic; at least 12% disabled. Our
ground-breaking 50:50 campaign
is already making great strides

in driving diverse representation
across the BBC. Meanwhile, our
2021-23 Diversity and Inclusion
plan will ensure we create a
modern organisation that sets the
gold standard for the industry.

A modern BBCis also a highly
efficient one. The Value for

Audiences report we released at the
start of the year showed how far the
BBC has come in delivering very
substantial savings and efficiencies.
It also set out how determined we
are to go further in creating a
smaller, more effective public
service organisation. Already we
have delivered a net reduction of
over 1,200 roles this year, and we
plan to use new ways of working
and technology to reduce equivalent
full-time (EFT) headcount further.

This work was started under my
predecessor as Director-General,
Tony Hall, supported by the former
Chairman, David Clementi. Both left
the BBC during this year and [ want
to thank them for the leadership and
commitment to public service
broadcasting that they brought to
their roles.

I am proud of the progress set out in
these pages, and I am acutely aware
that none of it would have been
possible without the passion and
commitment of the people who
work here. This year has shown
what can be achieved when talented
people rise to an unprecedented
challenge. Across the UK and the
world, BBC staff and those who
work with us have stepped up
dramatically. I feel truly honoured
to lead an organisation with such
driven and dedicated people.

All of us know that the licence
fee is a privilege. We are keenly
aware that audiences need
unique value in return.

Strategic Report
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Delivering value for
everyone is not only
about representing every
part of the UK, itis also
about reflecting its full

diversity.

Far-reaching
reform of the BBC
A clear strategy to ensure all

audiences get significantly
more value:

Renew our commitment
toimpartiality

Focus on unique, high-
impact content

Extract more from online

Build commercial income

And create a modern, highly
efficient BBC that truly
reflects Britain.

This report shows that we have
made a strong start, but we must
keep challenging ourselves to go
further. The BBC can do more to
deliver for UK audiences and for the
UK itself, home and abroad. We
must keep reforming with urgency
to be relevant and indispensable in
the digital age.

Tim Davie CBE
Director-General
18 June 2021

VE Day 75th
anniversary
celebrations

Return to contents 15
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Delivering our
strategy in 2020/21

Renewing our
commitment to
impartiality

Trust in the impartiality of the
BBC is not simply a ‘nice to
have’. It is the very essence of
who we are. It is the bedrock of
our public service mission.

Today the BBC is by far the UK’s
most trusted news provider. This
trust extends across the world.

In the age of disinformation,
echo chambers of opinion, and
noisy partisan media outlets, a
trusted, universal BBC has surely
never been more important.

Our research shows, however,
that too many people perceive the
BBC to be shaped by a particular
perspective. This is not simply
about the politics of left and

right. We recognise that many
feel the BBC does not get the
world from their point of view.

This year we have built on our
commitment to impartiality by:

providing coverage of the US
Presidential Elections that was more
trusted by Americans thanall their
major domestic news brands.

introducing new impartiality
guidelines for staff,as well as new
social media rules.

rolling out impartiality training
across the organisation.

introducing new rules on declaring
external engagements for colleagues
working in journalism, presenters
and on-air staff, and senior leaders.

securing an additional £8 million
funding from the Government for
2021/22 to help the World Service
tackle disinformation and further
improve the BBC’s digital reach.

16

TV news studio

BBC One’s
The Repair Shop

Focusing on
unique, high-
impact content

The BBC must deliver the best value
for licence fee payers. This means
focusing our resources on producing
unique, high-impact work that is
loved by all audiences - including
those who feel distant from us.

In today’s global media
environment, the BBC is surrounded
by big players with huge budgets.
That means we must work harder
than ever to generate the maximum
‘bang’ for limited ‘bucks’. We need to
stop duplication and identify where
we can focus our funds in order

to deliver most audience value.

BBC Annual Report and Accounts 2020/21

So this year we have been
focusing more closely on high
impact content by:

asking ourselves: what would we do
if we could only make 80% of our
current hours, and what would

we stop?

challenging ourselves tore-allocate
funds to where they generate most
value -to ensure that we make our
output world-beating and utterly
distinctive.

deciding to bring back BBC Three as
abroadcast channel -backing
success, commitment to new talent
and brave ideas.

continuingto produce landmark
distinctive hits—these pages are full
of examples, from Normal People to
The Young Offenders, Small Axe to
Strictly, I May Destroy You to

A Perfect Planet, The Repair Shop

to Once Upon a Timein Iraq.

committing to spending £112 million
of our commissioning budget on
diverse content with a 20% diverse
talent target behind the camera,
from April 2021 over three years.

Return to contents



Extracting
more value
from online

Coming to the BBC online should be
a world-class experience. We
already have great products. We
have made great strides with BBC
Online, with News, Sport, iPlayer
and Sounds, and we can be proud of
our long track record of innovation.

But if we don’t keep moving quickly
we risk falling behind. Too often,
what we do online does not add up
to more than the sum of its parts.
Our online offer needs to be joined
up across everything we do. It needs
to feel indispensable.

We’ve worked hard to drive more
value from our online offer this
year by:

accelerating work to improve search,
recommendations and access for
audiences.

delivering arecord-breaking
6.1 billion programme streams on
iPlayer, up 28% on 2019/20.

serving close to 1.3 billion plays
of radio, music and podcasts on
BBC Soundsin 2020/21.

reaching record numbers of users
on BBC News Online, with over

19 million adults a week on average
and peaks of over 24 million.

Strategic Report
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Over 19 million
BBC News Online
users per week
on average

Top to bottom:
BBCiPlayer,
BBC One s Top
Gear produced
by BBC Studios

Building our
commercial
income

Building our commercial income
is a critical part of the strategy we
have laid out for the years ahead.
In an increasingly global media
market, the BBC needs to secure
the investment and the partners
to make the best programmes
possible. We also need to build our
commercial returns in order to
ensure we are maximising financial
value for licence fee payers.

The performance of BBC Studios
has led the way, proving that we
can create an organisation that
attracts the best talent and creates
unmistakably BBC content whilst
generating competitive returns.

This year, we have proven our
ability to grow commercial and
global income by:

keeping BBC Studios on track
tomeetits five year returns
commitment of £1.2 billion by
2021/22 —an increase of 18% on
the previous five years.

committing to grow this total by
afurther 30% to a new target of
£1.5billion in the five years from
2022/23,in a fierce global market.

announcing a wider deployment of
our commercial model with BBC
Children’s production transferring
into BBC Studios next year, alongside
BBC Three’sin-house production
team and BBC Global News.

building major partnerships with
thelikes of FX, Discovery, [TV
and Tencent, so we grow as a
global provider of services and
premium content.

3 OO/O

BBC Studios has
now committed
to grow by 30%
to a new target of
£1.5 billion in the
five years from
2022/23
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Delivering our strategy in 2020/21

‘—| Creating a
modern, highly
efficient BBC

The BBC cannot succeed unless we
deliver the reform that is necessary
to create a modern, highly efficient
organisation. That means smaller,
less bureaucratic, more agile and
more representative of the country
we serve. And it means a BBC where
everyone who works here feels
included, valued and understands
the behaviours we expect of them.

This year we continued to
create a modern BBC by:

reducing the BBC’s Executive
Committee from 18 to 10,
streamlining decision-making
processes and removing
unnecessary committees

and meetings.

delivering a netreduction of over
1,200 public service rolesand
projecting our recurring savings
total torise above £950 million in
2021/22 —exceeding our original
target of £800 million.

maintaining our overhead rate at 5%,
once again placing the BBCin the top
quartile of comparators.

implementing our ambition to create
a 50:20:12 organisation which
reflects more accurately the society
we serve, with defined timelines

and clear targets toachieve thisin
each division.

announcing plans for the BBC to be
net zero in terms of greenhouse gas
emissions by 2030 and starting to
develop the science-based targets
that will detail our path to that
commitment.

developing a new approach to our
values and behaviours, to be rolled
outas part of wider work on our
workplace culture in 2021/22.

18

News gallery,
The Mailbox in
Birmingham

BBC One drama
Bloodlands set
and filmed in
Northern Ireland

£950™

projected recurring
savings total in
2021/22 torise
above £950 million

The BBC
Across the UK

This year we set out plans to
transform the BBC by making a
dramatic and decisive shift in its
footprint. Our Across the UK plan
represents the biggest shake up of
the BBC in our history. It is designed
to shift our creative and journalistic
centre away from London and

move not just people, but power

and decision-making, to the UK’s
nations and regions. In doing so, it
will help support the creative sector
around the country recover from the
devastating effects of the pandemic.

£/700™

extra will be spent
outside London
by 2027/28

BBC Annual Report and Accounts 2020/21

Our Across the UK plans are
critical because:

today, every £1 of the BBC’s direct
economic activity generates a total of
£2.63 inthe economy, and 50% of the
BBC’s economicimpactis outside
London, compared to a sector
average of 20%.

the BBC does more than any other
broadcaster toreflect the different
nations and regions that make up
the UK.

the UK’s public service broadcasters
currently produce around 32,000
hours of new British contentina
year, compared to around 200 hours
of UK-produced content available on
services like Netflixand Amazon.

our services will have a multiplier
effectonlocal economies-bringing
investment, education, jobs, skills,
apprenticeships, local reporting,
technology development and
creative inspiration to all parts of
the UK.

our proposals will see us spending at
least an extra £700 million outside
London by 2027/28, generating an
additional economic benefit of over
£850 million in the economy.

Return to contents



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 BBC’s mission, as set out in
our Royal Charter, is “to act in the
public interest, serving all audiences
through the provision of impartial,
high-quality and distinctive output
and services which inform, educate
and entertain.” Also enshrined in
our Royal Charter are the BBC’s
five public purposes. These outline
the values we hold when striving
to achieve our mission and they
provide a clear framework through
which we are held to account. They
are at the core of everything we do.

The Covid crisis has underlined the
importance of the BBC’s mission,
purposes and output in the UK’s
national life. During the course

of the past year, the public has
come to us in huge numbers for
everything from trusted news and
information to crucial educational
support; from arts and culture

to escapism and distraction. Our
mission and public purposes have
guided our response at every step.

8 10/0

% of UK adults who say the
BBC is effective at entertaining
people in the UK (ineffective: 8%)

800/0

% of UK adults who say the BBC
is effective at informing people
in the UK (ineffective: 10%)

'7 '70/0

% of UK adults who say the BBC
is effective at educating people
in the UK (ineffective: 10%)

Source: Ipsos MORI. 18+

The BBC is seen as important to the
UK public at a personal, societal and
institutional level.
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The BBC has The BBC is The BBC is

programmes important anational

and services to people institution
thatI'love in the UK we should be

for media proud of

== Agree/important (%)
== Disagree/unimportant (%)

Source Ipsos MORI, 1,064 UK adults 18+,
January 2021

Strategic Report

|
Purpose1

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

See page 20 for more

|
Purpose 2

To support learning for
people of all ages

See page 22 for more

|
Purpose 3

To show the most creative,
highest quality and
distinctive output

and services

See page 24 for more

|
Purpose 4

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

See page 30 for more

|
Purpose 5

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

See page 38 for more
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Delivering our creative remit

Public purposes

Purpose 1:

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

the world around them

These pages demonstrate ways in which
the BBC met its obligation to provide
impartial news and information over
the last year.

Today, the BBC provides an unrivalled
level of local, regional, national and
international news and current affairs.
We remain the most trusted source of
news in this country and we play an
important role in helping to counter
the misinformation and confusion
that now so often proliferate.

BBC News continues to come out far
ahead of any other news provider when
news consumers are asked to name

the one source they are most likely

to turn to for impartial, trusted and
accurate news. Whilst figures are down
on the year, as the previous survey

was conducted at the start of the first
lockdown when the UK turned to the
BBC at a moment of national emergency,
the BBC continues to be seen as the most
impartial and trusted news provider
across a range of measures. Strengthening
impartiality is a key priority.

The importance of what we do to ensure
that everyone has access to news and
information they can trust has been
repeatedly highlighted this year. The
average audience of the BBC News at

Six has been the largest for almost 20
years. Our 6.30pm news programme in
Scotland, Wales, Northern Ireland and
the English regions continues to be the
UK’s most-watched news programme.
BBC News Online has reached record
numbers of users and is the most-used
dedicated news site in the UK. In difficult
and uncertain times, our mission to
inform is more important than ever.

Covid-19

This extraordinary year was dominated by
the Covid-19 pandemic. Throughout, the
BBC provided audiences with news they
could trust — from the expert analysis of
health correspondents to behind-the-

scenes reports at hospitals on the frontline;

from Covid video explainers in different
South Asian languages to intimate radio

diaries to personalised data on ‘Covid in
your area’.

People tuned-in in their millions, with
requests for news on iPlayer up by more
than 85% year-on-year in 2020. The
coverage of Prime Ministerial briefings
drew highs of over 18 million people on
BBC One. The BBC News website reached
record figures, with its most-read page ever
(‘How many cases in your area?’) and the
highest-ever number of UK weekly
browsers. Weekly visits to online live
coverage more than doubled year-on-year.

The BBC’s international channels brought
trusted news to audiences around the
world in more than 40 languages. Services
like BBC Monitoring and Reality Check
have been helping audiences around the
world better understand harmful Covid
disinformation as well as investigations
such as The Anti-Vax Files podcast from
BBC Trending.

Regional TV news

Regional newsrooms responded to the
Covid pandemic to make sure audiences
continued to get news about their local
areas. Throughout national lockdowns and
then the tiered system, people turned in
their millions to their regional TV news
programmes for accurate, local
information. The BBC’s nations and
regions 6.30pm news bulletins saw a large
increase in viewing from March onwards,
with average weekly reach across the UK
up by 15% year-on-year to 14.8 million.
Audiences also consumed news about the
nations and regions online, with average
weekly unique browsers to the BBC’s
nations and local online news content up
19% year-on-year to 19.5 million.

New temporary local
radio output

BBC Local Radio created three temporary
local radio outputs for audiences in
Bradford, Wolverhampton and Sunderland
in response to the Covid pandemic and to
help people through lockdown. Radio
Bradford, Radio Sunderland and Radio
Wolverhampton provided more localised

P 1 54 For the full list of statistical information on Public Purpose 1
[ ]
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During the pandemic,
audiences for the
News at Six were at
their biggest for
nearly 20 years.

news and information to people living in
those places, which all had significant
numbers of Covid-19 cases. All three
outputs launched with breakfast and
mid-morning shows hosted by local
presenters with news, sport and reflections
of life in their city.

China

BBC journalists in China continued to
produce hard-hitting reporting, including
revelations on the country’s human rights
abuses, in the face of sustained pressure
from the Chinese authorities and at great
personal cost.

Despite attempts to obstruct his reporting,
China correspondent John Sudworth
uncovered new evidence of the use of mass
forced labour in the Xinjiang cotton fields,
a region responsible for a fifth of the
world’s crop. This led to debate and
questions in the House of Commons - and
targeted attacks on John and the BBC via
Chinese state-owned media and social
media. John has since relocated to Taiwan.

Newscast

The hugely successful Brexitcast
podcast metamorphosed into
Newscast during the past year, via a
stint as the Coronavirus Newscast.

Retaining their irreverent yet intelligent
take on the news, Adam Fleming and his
fellow presenters provided an essential
guide to the latest developments on the
pandemic and the wider news agenda,
featuring a wide range of star guests and
breaking stories along the way. Newscast
became the most listened-to podcast on
BBC Sounds.

Return to contents



Measurement:

2019/20
8/10
Pan-BBC News reach % of UK adults who
think the BBC is
Number of UK adults

effective at providing
news and current
affairs that is

Source Kantar Media 16+ trustworthy
(ineffective 21%)

who use BBC News
services each week

Source Ipsos MORI 18+

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

... for news you trust the most

BBC 49%

= [TV 7%

BBC = Sky News 7%
490/0 mm Guardian 4%
2019/20 62% == Other 23%
2018/19 51% = None 7%

Don’t know 4%

... if you want impartial news coverage

BBC 40%

BEC = [TV 7%

= Sky News 7%

400/0 == Channel 4 4%
2019/20 51% == Other 27%
2018/19 44% = None 8%

Don’'tknow 7%

... if you want accurate news coverage

BBC 52%

= [TV 7%

BB% = Sky News 7%
52 /o == Guardian 5%
2019/20 62% == Other 21%
2018/19 53% = None 4%

Don’'t know 4%

Source Ipsos MORI, 997 adults 18+ who follow the
news, March 2021

% of UK adults % of UK adults
who think the BBC who think the BBC
is effective at is effective at
providing news and providing news and
current affairs that current affairs that
isaccurate is impartial

(ineffective 18%) (ineffective 29%)

Source Ipsos MORI 18+ Source Ipsos MORI 18+

Top three news sources for trust rated
by their users

To what extent do you trust... as a source
of news?

(Scale: 1 = do not trust at all; 10 = trust a
great deal)

Number of users rating 6+/10 (millions)

BBC News 32m
ITV News 18m
|

Sky News 12m

Top three news sources for impartiality
rated by their users

How biased or impartial do you think this
news source is?

(Scale: 1 = very biased; 10 = very impartial)
Number of users rating 6+/10 (millions)

BBC News 26m
ITV News 15m
]

Sky News 10m

Source Ipsos MORI, users per provider from a
nationally representative sample of 1,063 UK adults
18+, March 2021 % rating 6+/10 converted into the
equivalent population figure Population figures from
ONS BBC calculations Top three shown

BBC Radio Leeds presenters
Sanchez and Rima, who
fronted temporary output
BBC Radio Bradford

Clive Myrie reporting on the Covid-19

vaccine rollout for BBC One’s Panorama
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Delivering our creative remit

Public purposes

Purpose 2:

'To support learning for people of all ages

The following case studies show the
breadth of content that the BBC provides
for children and young people.

Education has always been in the DNA
of the BBC. This year our education
and learning mission has helped
support students, teachers and parents
during the exceptional educational
challenges of the Covid pandemic.

As schools closed we delivered the biggest
educational offer in our history. By the end
of the summer term, we had published
nearly 2,000 curriculum-led Bitesize Daily
Lessons online. When schools closed again
in January we went even further. We
significantly expanded our learning offer
on TV to support those who may not have
easy or regular access to the internet, with
five hours of Lockdown Learning every
weekday across CBBC and BBC Two.

The BBC’s education and learning offer
continues to reach far beyond Bitesize
and our focus on those at school. Our
goal is to help people, whatever their
stage of life, to achieve their full potential
through educational content, services
and participative experiences from the
BBC, from partners and from each other.

BBC Young Reporter

BBC Young Reporter supports young
people’s engagement with and
understanding of the media, and gives
them opportunities to tell their own
stories. The pan-BBC partnership involves
BBC staff working in schools, colleges and
youth groups providing 11-18 year olds
with skills in news literacy and content
creation, and information and advice
about careers in broadcasting. An annual
BBC Young Reporter Competition gives
young people the opportunity to get their
own story broadcast on BBC platforms.

22

JoJo & Gran Gran

CBeebies have invested in two further
series of 2020 pre-school hit JoJo & Gran
Gran, our first animated series focusing
on a black British family and celebrating
the unique bond children share with
grandparents. Appearing at a moment
when so many families had to stay apart,
the series immediately resonated with all
audiences. Based on characters created
by Laura Henry-Allain, Gran Gran (Cathy
Tyson) comes from St Lucia and teaches
JoJo (Taiya Samuel) about Caribbean
culture as they enjoy adventures together.

My Mum Tracy Beaker

CBBC’s most successful programme
launch ever, My Mum Tracy Beaker,
brought the story of everyone’s favourite
“bog off” heroine right up to date this
February. Adapted from the Dame
Jacqueline Wilson novel by Emma
Reeves and shot on location in the North
West of England, the three-parter was
streamed 2.1 million times on iPlayer

in its first weekend, as generations of
Beaker fans caught up with Tracy and
daughter Jess navigating through new
friendships and old enmities together.

Planet Defenders

Reflecting children’s passionate concern
for the environment, at a time when it
was important for them to reconnect with
the outdoors, CBBC commissioned a new
series called Planet Defenders made by BBC
Studios’ Natural History Unit. Hosted by
a fresh, diverse and global team of young
filmmakers, most of whom were new to
the BBC, the series highlighted the plight
of endangered species, from rockhopper
penguins in the Falklands Islands to the
hoolock gibbons of Northern India, as
well as some species closer to home.

BBC Annual Report and Accounts 2020/21

The biggest
educational offer in
our history ensured
all children could
access curriculum-
based learning,
even if they didn’t
have access to

the internet.

BBC Bitesize

Bitesize Daily, the BBC’s biggest-ever
Education offer, began at the start of the
2020 summer term to support parents
and students whilst schools were
closed. Bringing together top BBC talent
with the best teachers across the UK,
Bitesize Daily delivered fun curriculum-
linked lessons focusing on English and
Maths, as well as covering other key
curriculum subjects and student
wellbeing. Bitesize Daily harnessed a
range of partnerships to enhance the
offer, working with the Premier League,
the Royal Shakespeare Company, the
Science Museum and Puffin Books.
When schools closed again in January,
Bitesize Daily supported an even bigger
audience by being broadcast on

CBBC and BBC Two as well as being
available on iPlayer and the Red Button.

Return to contents



6 70/ O 2019720
38%

Primary pupils

% of primary school

pupils who use
Bitesize

Source DJS

7 70/ O 2019/20
73%

Secondary pupils

% of secondary

school pupils who
use Bitesize

Source DJS

8 OO/ 0 2019/20
83%

% of under-16 users
who say Bitesize helps
them understand
their studies/learning
more

Source DJS

5 70/ O 2019/20
62%

% of secondary school

users who say Bitesize

helps them to achieve
better grades

Source DJS

2 7m 2019/20
o 1.7m

Unique browsers

Number of unique
UK browsers
accessing Bitesize on
average per week

Source AT Internet

P15

Measurement:

05.00 &=

Under 16s pan-BBC time

Length of time under 16s spend
with the BBC per head on average
per week (hours mins)

Source Kids Cross-Media Insight by
Ipsos MORI

7 70/0 2019/20
81%
Under 16s pan-BBC reach
% of under 16s who use BBC TV/

iPlayer, Radio or Online on
average per week

Source Kids Cross-Media Insight by
Ipsos MORI

’7 90/0

% of parents who think the
BBC is effective at supporting
children and teenagers with
their learning (ineffective 7%)

Source Ipsos MORI 18+

6 80/0

% of UK adults who think the BBC
is effective at helping them learn
new things (ineffective 17%)

Source Ipsos MORI 18+

For the full list of statistical information on
Public Purpose 2

JoJo & Gran Gran, CBeebies

My Mum Tracy Beaker was
CBBC’s most successful
ever programme launch

on iPlayer
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Delivering our creative remit

Public purposes

Purpose 3:

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

These pages provide examples of
the range of creativity and quality,
distinctive content produced across
the BBC last year.

The BBC is here to make great programmes
and services. It is why audiences come to
us and value us. What we have produced
this year — across factual, arts, drama,
entertainment, comedy, sport and

music — once again demonstrates our
commitment to maintaining the highest
production and editorial standards

across the broadest range of output.

The pandemic has underlined that
entertainment is as essential a public
service as the other parts of the BBC
mission. 83% of UK adults feel that a

BBC that entertains should continue to

be part of our mission. Drama, comedy,
entertainment and factual programming
have all played an important role for
audiences over the past 12 months, who
have embraced our offer in huge numbers.

In today’s global market, our commitment
to home-grown British content has

also become more important than ever.
We continue to put British creativity,
quality and risk-taking at the heart of

the BBC. This is what helps set us apart

in the media landscape: high-quality
output on TV and radio that is unique

in its distinctiveness and its focus on
British content from across the UK.

I May Destroy You

The fearless, frank and provocative
series I May Destroy You, written,
created, co-directed and led by Michaela
Coel, explored the question of sexual
consent in contemporary life and how,
in our modern landscape of dating and
relationships, we make the distinction
between liberation and exploitation. A
BBC and HBO co-production, it launched
on BBC One and BBC iPlayer in June
2020. The critically acclaimed drama,
heralded as the best TV show of 2020

by The Guardian, won four BAFTAs and
three Royal Television Society awards.
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Small Axe

Small Axe, Oscar and BAFTA-winning
Steve McQueen’s anthology of original
films, featured an all-star British cast
including John Boyega and Letitia Wright.
Set from the late 1960s to the mid-1980s,
the films each told a story involving
London’s West Indian community, whose
lives have been shaped by their own

force of will, despite rampant racism and
discrimination. Widely praised by viewers
and TV critics, Small Axe was the second
biggest performing BBC drama in 2020

for black audiences, sparked a powerfully
emotional response and meaningful online
discussion, and saw John Boyega win his
first Golden Globe, Malachi Kirby a BAFTA
and Shaun Parkes win an RTS award.

Normal People

Setin Ireland, the highly anticipated
adaptation of Sally Rooney’s much-loved
novel followed Connell and Marianne’s
story of young love, from the end of their
school days in a small town in the west
of Ireland, to their undergraduate years
at Trinity College. The 12 30-minute
episodes launched in April 2020 on

BBC Three and BBC iPlayer as a box set
before airing weekly on BBC One. Hugely
popular with both audiences and critics,
BAFTA-winning and Golden Globe and
Emmy-nominated Normal People became
the biggest iPlayer box set of the year,
getting 63.7 million streams across 2020.

Michael McIntyre’s The Wheel

A new take on the game show format,
Michael McIntyre’s The Wheel put
viewers into a spin each Saturday night
as celebrity guests help contestants
take on The Wheel to try and win a
money prize in this new entertainment
format for BBC One. The series debuted
in November 2020 with a 28-day
consolidated audience of 6.3 million tuning
in for the first episode and a 5.4 million
series average (28-day consolidated).

BBC Annual Report and Accounts 2020/21

We have provided
much-needed
escapism, with tens
of millions of viewers
and listeners coming
to our drama, our
comedy and our
entertainment.

Once Upon a Time in Iraq

Once Upon a Time in Iraq, narrated by
Andy Serkis and directed by multi-
award-winning director James Bluemel,
examined the extraordinary gamble taken
by America and Britain when they invaded
Iraq through the typically unheard
perspective of those who actually lived
it — civilians, soldiers, journalists. Met
with near universal acclaim, the series
has gone on to win the Rose D’Or Award
for Documentary and the prestigious
Golden Rose — presented to the most
outstanding programme of the year. The
programme also won the BAFTA for
Best Factual Series, Best Documentary
Series at the Broadcast Awards, the
Royal Television Society (RTS) award

for Best Documentary Series and was
nominated for Documentary Director at
the RTS Craft and Design Awards. The
programme was hailed as “documentary
series of the year” in the Telegraph

and “the best documentary series the
BBC has ever made” by Andrew Neil.
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Measurement:

2019/20
81%

Pan-BBC reach

% of UK adults who
use BBC TV/iPlayer,
Radio or Online on
average per week

Source Compass by
Ipsos MORI 16+

% of UK adults who
think the BBC is
effective at providing
content/services that
set a high standard for
quality (ineffective 11%)

Source Ipsos MORI 18+

% of UK adults who
think the BBC is
effective at providing
content/services that
are distinctive
(ineffective 13%)

Source Ipsos MORI 18+

2019/20
17:45

Pan-BBC time

Length of time UK adults
spend with the BBC per
head on average per week
(hours mins)

Source Estimated from Ipsos
MORI, BARB, BARB
Establishment Survey, AT
Internet, RAJAR, ONS 16+

% of UK adults who
think the BBC is effective
at providing content/
services that set a high
standard for creativity
(ineffective 14%)

Source Ipsos MORI 18+

BBC Three’s BAFTA
award-winning Normal People

> For the full list of statistical information on
° Public Purpose 3

Lovers Rock from the
BAFTA award-winning
Small Axe anthology
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Public purposes

Purpose 3:

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

The Young Offenders

Combining laugh-out-loud comedy and
heart-breaking emotion across three
series and a Christmas special, The
Young Offenders is now an established
BBC Three comedy favourite, following
loveable leads Conor and Jock as they
navigate their awkward teenage years.

The Young Offenders is a true BBC Three
comedy success story, with over 43.8
million requests on BBC iPlayer for all
episodes available to date, winning both
critical acclaim and multiple awards
including the Scripted Comedy prize at the
Royal Television Society in March 2021.

Music in lockdown

We brought joy and companionship
to our listeners with live music and
brilliant virtual initiatives, including
Radio 2 Live at Home, Radio 1’s Big
Weekend, BBC Lockdown Orchestra
and The Glastonbury Experience. Our
pop networks came together for The
Great British Singalong, and Radio 1's
Live Lounge Allstars topped the singles
chart with ‘Times Like These’, raising
money for charity. Our BBC Proms
season as well as Radio 3’s many
concerts, including from the Wigmore
Hall, created live classical music
moments on air during the pandemic.

Beethoven Unleashed

The BBC’s Beethoven Unleashed season
celebrated 250 years since the composer’s
birth with wide-ranging programming of
his work across the year, including 125
editions of Composer of the Week on Radio
3 and a BBC Four series delving into his
life story. A host of innovative projects
took Beethoven’s music to new audiences,
including a new drama with Peter Capaldi
as the great composer, opportunities

to remix a symphony using specially
recorded orchestral tracks, and a mass
Comic Relief charity run, which challenged
the public to ‘Beat Beethoven’ by running
5km around Salford’s Media City before
the BBC Philharmonic could complete a
live performance of the Fifth Symphony.
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Rethink

Radio 4, Radio 5 live and the BBC World
Service came together for Rethink - a
unique collaboration to look at how society
and our lives can change for the better
after the pandemic, with speakers that
included Pope Francis, Samantha Power,
Caleb Femi, Lady Hale, KK Shailaja, Tim
Berners Lee and Emma Dabiri. As part
of Radio 4’s focus on constructive and
solutions-based journalism, Rethink
continued on the station and through
the year explored subjects such as how
urban environments should change and
leadership, as well as five programmes
on fairness hosted by Amol Rajan.

Culture in Quarantine

Our Culture in Quarantine initiative
kept the arts alive in people’s homes at
a time when venues and social spaces
were hit by the pandemic. Highlights
included Inside Culture with Mary Beard,
BBC Two’s topical arts series adapted
for lockdown with Mary filming much
of the programme from her own study;
Dancing Nation, a collaboration with
Sadler’s Wells and Arts Council England
celebrating the UK’s world-class dance
scene; and Lights Up, a major festival of
UK theatre adapted for TV and radio.

CripTales

Following on from the success of previous
monologue projects Snatches and Soon
Gone: A Windrush Chronicle, BBC Arts
commissioned CripTales, a series of six
monologues exploring the experience of
living with a disability in a powerful new
way. The series was part of the BBC’s
wider focus on disability and marked

the 25th anniversary of the Disability
Discrimination Act. Thought-provoking
and poignant, the monologues were
curated by disabled writer and actor

Mat Fraser and written, directed and
performed by disabled people. The series
featured Liz Carr and Ruth Madeley and
award-winning writers including Jack
Thorne, alongside new voices and actors.
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Our Culture

in Quarantine
initiative kept

the arts alive in
people’s homes at a
time when venues
and social spaces
were hit by the
pandemic.

Cricket returns to
BBC television

2020 saw the return of cricket to BBC TV
screens for the first time in a generation.
With daily highlights of all England
home international matches, as well

as live broadcasts of two men’s and

one women’s T20 fixtures, the new TV
coverage complemented BBC Sport’s
long-standing online service and 7Test
Match Special on BBC Radio. In total,
22.5 million adults enjoyed the BBC’s
cricket output across TV, radio and
online during the summer of 2020.

Premier League football

Live Premier League football was shown
on BBC TV for the first time, and the
Southampton v Manchester City match
delivered the highest ever live UK audience
for the Premier League, at 5.7 million.

The third round of the FA Cup was central
to a new record for unique browsers

to iPlayer — 8.9 million on 10 January,
41% above the norm. By the quarter

finals stage, the FA Cup had achieved

a TV reach of 26 million on the BBC.
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Sustainable programming

Over the last year BBC TV programmes
such as Extinction: The Facts and Chris
Packham: 7.7 Billion People and Counting
have provided vital, science-based
information, whilst Panorama’s films
Australia Burning and Britain’s Wild
Weather have documented the serious
impact of climate change at home and
abroad. Countryfile’s major Plant Britain
project, to get the nation planting, and
the Royal Institution Christmas Lectures:
Planet Earth, A User’s Guide have
provided a vital insight into solutions for
mitigating the impact of climate change.

Sir David Attenborough told the story
of how our planet’s powerful yet fragile
forces shape all life on earth in BBC
One’s natural history landmark, A Perfect
Planet. Met with critical acclaim, the
series finale revealed a new dominant
force impacting the natural world:
humans. Episode one received a 7.1
million 7-day consolidated audience and
the series contributed to BBC iPlayer’s
record-breaking month, becoming the
most-watched factual title of the year.

On radio, through podcasts such as

5 live’s What Planet Are We On? and the
World Service’s The Climate Question,
the BBC has explored the issues;

Radio 4’s How They Made Us Doubt
Everything exposed the playbook behind
climate misinformation; and Radio 3’s
Rising Sea Symphony presented two
alternative pathways for the future in
a compelling soundscape. This has all
been supplemented by digital content
aimed at young audiences. Whilst
major brands and dramas such as The
Great British Sewing Bee, The Repair
Shop, DIY SOS, EastEnders and I May
Destroy You have explored the topic

in a light-touch and highly relatable
way for the broadest of audiences. BBC
News continues to be a vital place to
source impartial environmental news.

BBC Arts’ CripTales for BBC Four

Strategic Report

BBC Three comedy
The Young Offenders

Return to contents
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Delivering our creative remit

Public purposes

Purpose 3:

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

BBC Sounds

Two years after launch, BBC Sounds
continues to grow as more people
discover it as the home of music, radio
and podcasts from the BBC.

We’ve innovated with commissions

and curation and made BBC Sounds
available in more places, reaching
record weekly audiences and in 2020/21
had 1.26 billion plays of content, up
from 760 million the previous year.

Our radio stations remain at the heart
of BBC Sounds, with people choosing
to spend a lot of time on the app and
website listening to the likes of Greg
James, Zoe Ball, Ken Bruce and the
Today programme; and many coming
to it for the latest news as well as
music and sports from our networks.

We’ve upped our creative ambition
with our podcasts and backed brilliant
British talent giving listeners the
company of people like Louis Theroux,
Peter Crouch, Stacey Dooley and
Yungblud. And we've commissioned
podcasts that particularly appeal to
younger and underserved audiences,
such as Money Moves with Toni Tone,
Press X to Continue, Wheel of Misfortune
and 6 Degrees from Jamie and Spencer.

We launched the first title in a new
collaboration with Warner Music
Group, Songs To Live By, hosted by
Vick Hope celebrating black voices,
and helped fans indulge in their
favourite BBC dramas with podcast
companions for hits like Normal
People and I May Destroy You.
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We backed podcasts which bring
immersive storytelling and important
investigations the BBC is renowned for
to a new audience. I'm Not A Monster
was our first podcast from Panorama
and a co-production with PBS Frontline;
others included Manhunt: Finding

Kevin Parle and Fight of the Century.

Our distinctive, expertly curated music
content reached records with 27 million
plays in 2020/21. Mood-led mixes such as
Mindful Mix, Focus Beats and The Happy
Hour helped listeners with different needs;
shows like 6 Music Artist in Residence

and Tearjerker with Jorja Smith have

been popular; and Radio 1 Dance was
launched as one way to help listeners enjoy
more of what they like from the BBC.

BBC Sounds also played an important
role in supporting the nation through

the pandemic. Our live stations and

daily Newscast podcast gave listeners
detailed information about what was
happening; our daily Bitesize podcasts for
primary and secondary school children
helped learning at home; and 10 Today
was our series with Sport England

to help older listeners keep active.

We also brought back some classic
comedies and audiobooks to entertain and
help listeners find some escapism, new
podcasts like MOTD: Top 10 for those in
need of a sports fix and The Isolation Tapes
with Elis James and John Robins finding
humour amidst what was happening in the
world. And when people couldn’t enjoy live
music in person, BBC Sounds helped them
hold festivals at home with new live sets
for Radio 1’s Big Weekend, and new and
archive performances from Glastonbury.

BBC Annual Report and Accounts 2020/21

We enhanced the curation on

BBC Sounds to make it more relevant to
each user. We launched the BBC Sounds
TV app on more devices and platforms,
and made it even easier for listeners

to find their favourite programmes
with improved search functionality,

as well as launching a My Sounds
section on the TV app experience.

8 1 O 2019/20

8/10
Weekly users’ rating of BBC Sounds (mean
score/10)

572%

Source YouGov 16+
2019/20 2019/20

3 5m
All 29m 16-34 500k

Average weekly accounts using BBC Sounds

Source AT Internet/BBC Account data 2019/20 data
from 30 Sept 2019 - 29 Mar 2020, following closure of
BBC iPlayer Radio

2019/20
8.9m

10.9™

BBC Sounds streaming time
Average weekly hours played through Sounds

Source AT Internet/BBC Account data 2019/20 data
from 30 Sept 2019 - 29 Mar 2020, following closure of
BBC iPlayer Radio

For the full list of statistical information
on BBC Sounds see page 159.
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BBC iPlayer

The growth and transformation of BBC
iPlayer is at the heart of our strategy
and this delivered really strong results
for viewers in 2020/21, building
strongly on the success of recent years.

Across 12 months, a record-breaking
6.1 billion programmes were streamed
—up 28% on 2019/20 (4.8 billion).

The continued development of BBC
iPlayer as a product has improved

the experience for viewers who are
using it more and more. This year

we provided an expanded catalogue
of high-quality drama, comedy and
documentary series to choose from
and longer availability for many films,
as many people used the service to
keep them informed and entertained
whilst spending more time at home.

For younger viewers, we launched a
new children’s experience, making it
easy for children to create their own
profile attached to an adult account
and this enabled them to receive a
specially curated experience built
around content from CBeebies, CBBC
and other suitable BBC programmes.
And, in spite of many changes to the
live event schedule this year, there
were still terrific performances for the
FA Cup, a special virtual Glastonbury
and Premier League matches live

on the BBC for the first time ever.

Throughout the year, BBC iPlayer broke
records for its best-ever day in quick
succession, with the day the Prime
Minister announced the first lockdown
being the first time the service had seen
over 20 million programmes streamed in
a single day. This daily record was beaten
with the return of Killing Eve and the
conclusion of Scottish thriller The Nest,
beaten again with the release of iPlayer’s
biggest box set of the year, Normal People,
and again on 10 May 2020 - when 24.1
million programmes were streamed
—the day of the Prime Minister’s

second statement to the nation.

2021 has continued breaking records,
with January-March seeing BBC
iPlayer’s best quarter on record, with
over 1.7 billion programmes streamed,
driven by the success of new titles

like The Serpent and Bloodlands,
returning big-hitters including Line

of Duty and RuPaul’s Drag Race UK
and popular box sets like Pretty Little
Liars, Spiral and Not Going Out.

10.7™  3.2™

Accounts overall Under 35 year olds’
accounts

Signed-in reach of BBC iPlayer
Average weekly accounts signing in to iPlayer

(2019/20 9 1 million overall; 2 9 million under 35)

Source AT Internet/BBC Account data

8/10,,. 8/10,,.

8/10 16-34 8/10

Weekly users’ rating of BBC iPlayer
(mean score/10)

Source YouGov 16+

39.7™m

BBC iPlayer streaming time

Average weekly hours played through iPlayer
(2019/20 32 2 million)

Source AT Internet/Sky catch-up data 2019/20 data
restated following data amendments

381",,. 78%
2019/20 2019/20

83% 16-34 84%

% of weekly users rating iPlayer as effective at
helping the BBC to deliver the mission overall
(10% of 16+ and 14% of 16-34 users say
ineffective)

Source Ipsos MORI

1 20/0 3 '70/0
2019/20 2019/20

11% 16-34 35%
% of BBC TV viewing that is delivered by iPlayer

Source BARB/AT Internet/Sky catch-up data 2019/20
restated based on changes to calculation method

81”... 79%
2019/20 2019/20

83% 16-34 84%

% of weekly users rating iPlayer as effective

at helping the BBC to deliver the public purposes
overall (9% of 16+ and 12% of 16-34 users say
ineffective)

Source Ipsos MORI

» | For the full list of statistical information
on BBC iPlayer see page 157-158.

Strategic Report
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Delivering our creative remit

Public purposes

Purpose 4:

To reflect, represent and serve the diverse

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

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.

We have a fundamental duty to represent
the whole country and make sure all its
views and voices are heard. To deliver
value for all audiences, it is vital that the
BBC fully reflects the public it serves.

Today, over half our spending — and half
our teams - are across the UK. We have
more than doubled the proportion of
network TV programmes produced in
Scotland, Wales and Northern Ireland in
a decade. No media provider does more
than the BBC today to serve the UK’s
nations, regions and communities.

But we have to work even harder. We
must do more to make sure all audiences
feel that the BBC is for, and represents,
them. That is why we have set out
plans for a dramatic shift of the BBC’s
people, power and decision-making

to the UK’s nations and regions. It is a
plan that also reflects how determined
we are that the BBC plays its fullest
possible role in supporting social and
economic recovery right across the UK.

Dedicated services

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

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

Almost half of network television
production is in the nations and regions,
with 47.9% from outside London and
16.4% from Scotland, Wales and
Northern Ireland.

In 2020, despite Covid-19 disruption,
we met or exceeded the majority of
our supply quotas —including all our
nations and regions hours targets.
However, the unprecedented and rapid
reduction in programme spend led to
particular challenges in some individual
nations and English regions - leading
us to miss three spend quotas for the
first time. We have also announced
plans to exceed our existing quotas in
future years. More information can

be found in the TV Supply Report.

Network television programming
spend by region as a percentage of
eligible spend

2020 2019
London 52.1% 49 2%
Scotland 6.5% 91%
Wales 8.2% 8 2%
Northern Ireland 1.7% 3 5%
Total nations 16.4% 20 8%
Midlands 2.5% 2 8%
North of England 17.4% 14 0%
South of England 10.1% 9 8%
Multi-region* 1.5% 3 3%
Total regions excl. 31.5% 29 9%
London
Total nations and 47.9% 50 8%
regions
Grand total 100% 100%

BBC Annual Report and Accounts 2020/21

Our Across the UK
plans will cement
our commitment
to better reflect,
represent and
serve all parts

of the country.

BBC Local Radio** and nations radio
hours of output

2020 2019
England (excl London) 243,417 250,281
London 7,789 8,784
Scotland 11,843 11,844
Wales 14,806 14,791
Northern Ireland 7,875 8,221

Network television spend based on Ofcom definitions by

calendar year

* Multi-region covers programmes made outside
London but which cannot be attributed to any one
region or nation

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

UK PSB staff by nation

We also remain committed to locating at
least 50% of our employees outside of
London and some 52% are currently based
outside of the M25.

UK PSB staff by nation (equivalent full
time) % (excl. BBC Studios in 2020)

31 March 31 March
Nation 2021 2020
England (excl London) 33 34
London 48 48
Scotland 8 7
Wales 7 7
Northern Ireland 4 4
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Measurement:

570/0

% of UK adults who
think the BBC is
effective at reflecting
people like them
(ineffective 24%)

Source Ipsos MORI 18+

600/0

% of UK adults who
think the BBC is
effective at reflecting
the part of the UK they
live in (ineffective 22%)

Source Ipsos MORI 18+

6 80/0

% of UK adults who think
the BBC has programmes,
content and services that
raise awareness of the
different ways of life and
perspectives in UK
society (ineffective 18%)

Source Ipsos MORI 18+

P.159

630/0

% of UK adults who
think the BBC is
effective at providing
content/services
relevant to them
(ineffective 21%)

Source Ipsos MORI 18+

620/0

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

of the UK they live in
(ineffective 20%)

Source Ipsos MORI 18+

For the full list of statistical information on

Public Purpose 4
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Delivering our creative remit

Public purposes

To reflect, represent and serve the diverse
communities of all of the United Kingdom’s
nations and regions and support the
creative economy continued

The BBC in Wales

Across TV and radio our teams
delivered over 14 hours of weekday
output for BBC Wales Today,
Newyddion for S4C, BBC Radio Wales
and BBC Radio Cymru, as well

as comprehensive daily coverage

on BBC Wales News Online and
Cymru Fyw, offering wide-ranging
coverage and analysis of the impact
of Covid-19 on Wales. The Welsh
Government press briefings were also
broadcast live as part of BBC Wales
Today’s coverage on BBC One Wales.

Wales in Lockdown was a special
series which captured initial
lockdown experiences across the
country. Critical: Coronavirus in
Intensive Care was another powerful
documentary as BBC Wales’ cameras
were given exclusive access to the
ICU at the Royal Gwent Hospital
which was at the heart of the initial
Covid outbreak in Wales. We also
celebrated our Welsh heroes with a
brand new series The Great Indoors,
whilst firm favourites Weatherman
Walking and Iolo’s Wild Wales
delighted audiences unable to
experience the great Welsh
countryside for themselves. At the
moment when the country’s attention
was on care homes, a remarkable
episode of Rhod Gilbert’s Work
Experience was broadcast on BBC One
Wales which focused on the brilliant
work of our carers.

Radio has been a source of comfort
throughout the year and our
stations adapted their programmes
and schedules to accommodate
listeners’ lockdown lives. Owen
Money brought his popular

32

Golden Hour to weekdays on Radio
Wales, whilst Radio Cymru’s Aled
Hughes celebrated the efforts of
volunteers going the extra mile.

Pupils and parents turned to BBC
Bitesize to supplement virtual
lessons. With resources to support
the Welsh curriculum, bilingual daily
lessons for Welsh schoolchildren
have been available throughout,

and from January a partnership
with S4C has seen Bitesize’s
educational packs broadcast daily.

Beyond Covid, BBC Wales Investigates
produced a stand-out TV moment
as almost half a million viewers
watched Wyre Davies unveil new
evidence in The Clydach Murders.
BBC Wales produced a drama
documentary on the Atomic

Bomb for the World Service and

in December 2020 completed a
landmark year of 125 programmes
to lead the commemorations of
Beethoven’s birth in 1770. For
Radio 4 we produced a major
cross-disciplinary series on
human psychological behaviour.

With most of our national festivals
on hold we worked with our partners
to ensure culture continued to be

celebrated, explored and championed.

BBC Radio Cymru brought the Urdd’s
Eisteddfod T to life for listeners
whilst The Machynlleth Comedy
Festival delivered some light relief
on BBC Radio Wales and March

saw Gwyl —a collaboration between
four Welsh festivals — all hosted

on the BBC’s online platform.

And despite the challenging
circumstances, BBC Wales completed
its relocation to Central Square in the
heart of Cardiff in September 2020.

BBC Annual Report and Accounts 2020/21

2019/20
95%

920/0

Pan-BBC reach
% of adults in Wales who use BBC TV/iPlayer,
Radio or Online on average per week

Source Compass by Ipsos MORI 16+

'790/0

% of adults in Wales who think the BBC
informs, educates and entertains people
in the UK/them (ineffective 13%)

Source Ipsos MORI 18+

620/0

% of adults in Wales who think the BBC is
effective at reflecting people like them
(ineffective 22%)

Source Ipsos MORI 18+

For the full list of statistical information
on Wales see page 162

To read more about how the BBC Board
has monitored and reviewed performance
in Wales, see the report on page 170

Return to contents



The BBC in Scotland

As the first Covid lockdown was
introduced, in March 2020, BBC
Scotland quickly responded

by introducing Bitesize and
Authors Live programmes on
the BBC Scotland channel, to
assist those who were no longer
able to attend school, whilst
Reflections at the Quay and The
Service reached out to Scotland’s
diverse faith communities.

The pandemic and Brexit
understandably dominated the news
agenda across the year. Public health
information was carried extensively
across our programmes and services;
we introduced a new Sunday Show
programme, in part simulcast on
radio and television; and Debate Night
allowed virtual audiences to discuss
the topics of the day with panels

of politicians and commentators.

With traditional models of
programme production largely
halted, we sought and quickly
introduced new and innovative
programmes and formats, including
Shelf Isolation, Socially Distant with
Susan Calman and Scenes for Survival,
a series of innovative digital short
artworks produced in conjunction
with the National Theatre of
Scotland. We also brought back
some cherished archive, offering
audiences re-runs of classic dramas,
comedy, football and rugby.

In the six-part Billy and Us, Scottish
comedy icon Billy Connolly looked
back over his life and career;

and Kirsty Wark celebrated
Edinburgh’s enduring festival

spirit in Edinburgh 2020: My Light
Shines On, streamed simultaneously
on the Festival’'s website.

The BBC Scotland channel collected
a prestigious RTS Judges Award

for its achievements during its first
year of broadcasting. And there
were welcome returns for some of
its audience favourites, including
Murder Case, Scotland’s Home of the
Year and The Children’s Hospital.
Scotland’s recent history was
examined in The Years That Changed
Modern Scotland; and there was a
thought-provoking look at social
class in the 21st century in Darren
McGarvey’s Class Wars. Narrated

by Ewan McGregor, the three-part
Stormborn, on BBC One, looked at
how animals survive and thrive on
the northern edges of the Atlantic.

Hogmanay brought the final kick

of the ball for Only an Excuse whilst
rising star Jim MacDonald ploughed
arich comedy furrow in The Farm.

Music moments featured
prominently on BBC ALBA, with
programmes as varied as the Ceol
Aig Baile series, Na Trads: An Tobar
and That’s the Way We Do It — Peat
& Diesel. Sport was also a channel
mainstay and 360, a new women’s
digital sports show, was made
available on iPlayer, the BBC ALBA
website and worldwide on YouTube.

Music also remained at the heart
of the Radio Scotland schedules,
where new programmes included
Take the Floor: Your Requests and
BBC Introducing in Scotland.

2019/20
90%

8 80/0

Pan-BBCreach
% of adults in Scotland who use BBC TV/
iPlayer, Radio or Online on average per week

Source Compass by Ipsos MORI 16+

'760/0

% of adults in Scotland who think the BBC
informs, educates and entertains people
in the UK/them (ineffective 12%)

Source Ipsos MORI 18+

5 50/0

% of adults in Scotland who think the BBC
is effective at reflecting people like them
(ineffective 25%)

Source Ipsos MORI 18+

>~ Forthe full list of statistical information
on Scotland see page 161

>~ | Toread more about how the BBC Board

has monitored and reviewed performance

in Scotland, see the report on page 174

BBC Scotland channel
% Effective % Ineffective Source
% of weekly users 16+ rating the BBC Scotland channel as effective at helping 2020/21 73% 14% Ipsos MORI 16+
the BBC to deliver the mission overall in Scotland weekly users in
2019/20 73% 12%
Scotland
% of weekly users 16+ rating the BBC Scotland channel as effective at helping 2020/21 74% 14%
the BBC to deliver the public purposes overall in Scotland 2019/20 7501 16%
0 0
Scotland s Home of the Year
BBC Scotland
Strategic Report Return to contents 33
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Delivering our creative remit

Public purposes

To reflect, represent and serve the diverse
communities of all of the United Kingdom’s
nations and regions and support the
creative economy continued

The BBC in Northern Ireland

We described the impact of the
Covid-19 pandemic on all aspects of
community life, providing audiences
with detailed information and
analysis and an important forum for
debate. Our news programmes
explained the measures being taken
by the Northern Ireland Executive to
limit the virus’ transmission and
made effective use of the BBC’s
specialist journalism.

BBC Newsline’s audience increased
significantly during this period
and Evening Extra facilitated live
coverage of Ministerial briefings
at Stormont. We also covered
issues around the conclusion of
the Brexit transition period and
the politics and practicalities of
the Northern Ireland Protocol.

BBC Radio Ulster/Foyle maintained
almost the entirety of its usual
schedule during the early stages of the
pandemic. Its programmes provided
listeners with companionship and
connection, reflecting Covid-19
concerns and mental health issues,
including a joint initiative with

local charities on loneliness. We
expanded our local education output
to support students learning at
home and engaged schoolchildren in
the BBC’s work through the return
of Two Minute Tales, Two Minute
Masterpiece and the Young Reporter
project, which explored feelings

of isolation due to lockdown.

We developed our local presence

on BBC Sounds with new podcasts,
including Year 21 (which looks at the
centenary of Partition). We unlocked
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the riches of our local television
archive in BBC Rewind and curated

A Season of Arts, which featured new
commissions and a special collection
of programmes on BBC iPlayer.

We adapted our television
commissioning process to take
account of Covid-19 restrictions,
supporting production companies
and their work and responding
to new audience needs. Locally
produced programmes delivered
strong performances, with a
diverse mix of content including
The Paddy Raff Show, Keepin ‘er
Country at Home, Edward Carson
and the fall of Oscar Wilde, and
the ever-popular Nolan Live.

Sports fans were able to enjoy
some favourite sporting moments
from the BBC’s archives in Sport
Re-run and we also gave them a
front row seat as major fixtures
began to resume, including through
the online streaming of events.

Local skills, talent and places were
showcased in Bloodlands (which

has now been commissioned for

a second series) and through the
long-awaited return of Line of Duty.
Our work in this area will be further
developed through Hope Street, a
new daytime television drama series,
and other initiatives arising from

the BBC’s Across the UK plans.

We renewed our successful
partnership with Northern Ireland
Screen — which underpins so much of
what we are able to do, including the
BBC’s programming in Irish and
Ulster-Scots —and worked with
Libraries NI to deliver a range of
programmes and events as part of
Book Week NI.
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2019/20
92%

8 80/0

Pan-BBC reach

% of adults in Northern Ireland who use BBC
TV/iPlayer, Radio or Online on average per
week

Source Compass by Ipsos MORI 16+

800/0

% of adults in Northern Ireland who think the
BBC informs, educates and entertains people in
the UK/them (ineffective 9%)

Source Ipsos MORI 18+

5 Oo/o

% of adults in Northern Ireland who think the
BBC is effective at reflecting people like them
(ineffective 25%)

Source Ipsos MORI 18+

For the full list of statistical information
on Northern Ireland see page 163

To read more about how the BBC Board
has monitored and reviewed performance
in Northern Ireland, see the report on
page 179
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The BBC in England

Local and regional BBC services
were there for audiences during the
most extraordinary and difficult
times - reporting the latest news,
connecting communities and
providing moments of relief with
new television commissions.

On 23 March 2020, BBC Local Radio
launched the Make a Difference
campaign —a virtual noticeboard for
those offering help and those needing
support. Since its launch, there

have been 4.5 million interactions
with BBC Local Radio in what is

the biggest response the BBC has
ever had to a local radio campaign.

Make a Difference launched across
all 39 local radio stations to help
keep communities connected
across England. Individuals,
volunteer groups and local
organisations offered help to those
in need with acts of kindness
when it was needed the most.

With schools closed, Make a
Difference called for donations

to help children gain access

to online learning. Working

with our partners, including
Business to Schools, an incredible
116,000 devices were donated

to schools and local charities.

Weekly virtual church services and
religious reflections from various
faiths were broadcast whilst places
of worship were closed. Local radio
teamed up with manufacturers,
retailers and a loneliness charity

to offer free DAB radios to the

most vulnerable aged over 75,

and BBC England also signed a
Memorandum of Understanding with
the Community Media Association,
meaning community radio would
be able to broadcast local news
content for free during the crisis.

When Leicester became the first
city to go into a local lockdown, local
radio extended the smart speaker

update service and launched a
news service covering Leicester
in both English and Gujarati.

Three new temporary local

BBC outputs launched where
rates of infection had been
particularly high, in Bradford,
Sunderland and Wolverhampton.

Regional TV newsrooms adapted
ways of working to ensure
audiences continued to get news
about their local areas. The
BBC’s regional 6.30pm news
bulletins saw a large increase in
viewing from March onwards,
with average audiences across
England up by 19% year-on-year.

BBC England also continued to
entertain audiences, offering light
relief from the challenges faced.
Winter Walks offered the quiet
so