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A.  Executive Summary  

 
The Audience Council has considered a range of evidence in support of its 
submission to the BBC Trust’s Review of BBC Radio 2 and BBC 6 Music, including 
written responses to the consultation from audiences in Northern Ireland and 
audience listening figures. It also draws on the feedback it has received at audience 
engagement events as well as careful consideration of the service licences for the 
two stations. Further details of the evidence base are provided in Section D.  
 
 
BBC Radio 2  

 
• There is a particular challenge for Radio 2 in continuing to attract new 

audiences. The Audience Council suggests that the strategies for migrating 
listeners from Radio 1, and for succession planning for presenters, are among 
the key considerations.  

 
• There is a significantly lower level of listening to Radio 2 in Northern Ireland 

compared with other parts of the UK in terms of audience reach and average 
hours of listening.  The Audience Council notes the strength of BBC Radio 
Ulster and the overlap in target audiences but is also mindful of the two 
stations’ different remits and offerings. The Council believes that the primary 
factors resulting in lower levels of listening to Radio 2 in Northern Ireland 
need to be understood, along with the relationship with BBC Radio Ulster.  It 
is important the commitment to building the audience for Radio 2 in Northern 
Ireland is sustained so that choice and benefits from across the BBC portfolio 
are maximised for the local audience.  

 
• The Audience Council believes that greater promotion of BBC Radio 2 in 

Northern Ireland is one important way to build awareness and grow the 
audience here, particularly among audiences who are not listening to other 
BBC radio stations. A promotions strategy for Radio 2 should consider 
opportunities for cross promotion on other BBC services, but should also be 
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carefully aligned with plans for BBC Radio Ulster in order to maximise the 
overall BBC offering to local audiences.  

 
• The Audience Council also notes the lower levels of listening by ethnic 

minorities in Northern Ireland and the UK as a whole. It is mindful of a relative 
lack of diversity among presenters, particularly in mainstream output, who are 
more likely to be white, middle aged and male. It asks that particular 
consideration be given to understanding what drives this and how diversity 
may be enhanced in the future.   

 
• Over eighty written responses to the consultation from Northern Ireland 

indicate that Radio 2 is highly appreciated by its core audience whose needs 
are generally well understood and consistently met. Listeners spoke highly of 
the variety and mix of programmes, the range and choice of music and 
knowledgeable and entertaining presenters. There was a very strong sense of 
connection between presenters and their audiences.  

 
• A significant proportion of respondents felt that the station was distinctive. Its  

broad appeal to different age groups, and the overall quality and mix of 
output were important factors, along with the lack of adverts.  A smaller 
proportion of people did not feel that the station was particularly distinct.  

 
• There was a healthy mix of views about how the station could be improved, 

including sometimes divergent opinions on particular presenters and shows.  
 

• A recurring theme for some respondents was the lack of cultural 
representation of life in Northern Ireland.  Some listeners felt that the station 
could do more to reflect the whole of the UK, and particularly Northern 
Ireland, in its output. They made reference to the presenters, to news and 
traffic updates and to the locations for live events.  The Audience Council, 
drawing on wider feedback at engagement events over a considerable period, 
believes that Radio 2 has a responsibility to reflect the different parts of the 
UK in its content, and thus promote an important element of the BBC’s Public 
Purposes. It notes that audiences in Northern Ireland place a high importance 
on the Public Purpose “Reflecting Nations, Regions and Communities” and also 
believe that this is an area where the BBC could perform better.1 The 
Audience Council notes that a Network Supply Review of Audio and Music is 
underway and asks the Trust to ensure that it addresses this issue.  

 
• Feedback suggested that the station was stronger on some aspects of 

programme characteristics than others – whilst many people referenced its 
‘quality’ and ‘engaging’ content there was less emphasis on ‘innovation’.  The 
Audience Council notes that Radio 2 has a very loyal core audience with some 
degree of reservation about changing a mix which works for them. However, 
it also notes feedback suggesting that there is room for some stretch and 

                                                
1 BBC Trust Purpose Remits Report, Northern Ireland 2009 
http://www.bbc.co.uk/bbctrust/assets/files/pdf/review_report_research/ara2008_09/purpose_remits_uk.pdf 

http://www.bbc.co.uk/bbctrust/assets/files/pdf/review_report_research/ara2008_09/purpose_remits_uk.pdf
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enhancement, providing it is in keeping with the station’s popular mandate. 
The challenge for Radio 2 will be to introduce positive changes in a way which 
brings in new audiences without alienating the core audience.  

 
• While Radio 2 has a large and loyal core audience, Audience Council saw little 

evidence of Radio 2 using this strong foundation to cross promote other BBC 
stations and services that could interest their audiences. A more wide ranging 
and generous policy of sign posting content on Radio 2 might address issues 
including the very low level of awareness of 6 Music in Northern Ireland. 

 
• Overall, responses indicated that the range of music was good but that there 

was an appetite for greater breadth and stretch.  Not everyone listened to 
speech content and some people felt that some of this programming was 
more suited to stations such as Radio 4. Those who did listen to speech based 
content such as news and current affairs were generally positive and music 
documentaries received particular praise.    

 
• There was support for the idea of nurturing new talent and song writing. 

However, there was also some evidence that listeners felt that comedy could 
improve.  

 
• Feedback suggests that a proportion of listeners do not use the website and / 

or podcasts facilities. The Audience Council would like more to be done to help 
listeners to understand the benefits of these services and how to access them. 
At the same time, it is important that other ways to access information and 
interactivity are maintained and improved for those listeners or potential 
listeners who do not have internet access. The Council also believes that there 
are opportunities to enhance the website with more information although it 
notes some positive feedback from users.   

 
• There is a high level of listening to Radio 2 via AM/FM in Northern Ireland as 

across the UK as a whole.  Very few people indicated that they listened online 
or through digital television or DAB radio.  The Audience Council suggests that 
more might be done to fulfil the Radio 2 Service Licence commitment to 
promote digital listening through DAB radio, particularly in light of Digital 
Britain proposals to phase out analogue listening by 2015. 

 
• In summary, audience feedback, coming in the main from loyal members of 

the core audience, suggests that Radio 2 is a much valued service which, like 
any good club, meets the needs of its members very well. It is important, 
however, that Radio 2 is not perceived as a ‘closed club’ and has the right 
balance of qualities to continue to attract new audiences as well as satisfy 
existing ones. Enhancing diversity and cultural representation may be among 
the factors which will help attract new audiences and develop a sense of 
ownership, along with opportunities to push the boundaries of programmes 
gradually, as suggested by some contributors to the consultation. The 
Audience Council commends Radio 2 on the value which its listeners 
place on its programmes and services and asks that it builds on 
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these strengths, particularly to continue to attract new audiences 
and reflect the diversity of life around the UK.  

 
 
 
 
BBC 6 Music 
 

• There was a very small response from Northern Ireland to the consultation 
questions about BBC 6 Music. A significant number of people said they had 
never heard of it or never listened. The Audience Council believes that there is 
scope for more promotion of the service to target users in all parts of the UK.  

 
• The Council also wishes to understand from wider feedback and audience 

research how well the station meets the expectations of its current listeners, 
particularly with regard to the choice and presentation of music.  

 
 
 
 
B.  Radio 2 : Main Themes of Audience Feedback and Audience Council 
Reflections  

 
The Audience Council has responded to each of the BBC Trust consultation 
questions, drawing on direct feedback from audiences in Northern Ireland as well as 
other evidence such as listening figures.  
 
Q1. How do you listen to Radio 2, and how often ?  
 
Lower audience reach and hours of listening : Radio 2 has a significantly lower 
audience reach in Northern Ireland compared with England, Scotland and Wales or 
the UK as a whole. The average hours of listening figure, which is indicative of 
audience loyalty, is also lower than the rest of the UK.2  
 
The Audience Council has given significant consideration to the reasons for this. It is 
aware that the appeal of Radio Ulster in Northern Ireland is very strong in absolute 
terms and relative to other BBC Nations’ radio services. There is also an overlap in 
the target audience for each station, with particular appeal to the 35 + age group.  
 
The Audience Council appreciates the view that the listening needs of part of the 
Radio 2 target audience in Northern Ireland may still be met by the BBC through 
Radio Ulster, albeit from a different part of the portfolio. It is important to ensure, 
first and foremost, that there is something for everyone within the BBC offering.  
 

                                                
2 Source RAJAR 2008 calendar year – audience reach in Northern Ireland was 14 % compared with 26 % in 
the UK as a whole (26 % in England, 24 % in Wales and 30 % in Scotland).  
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That said, the Audience Council would like to better understand the relationship 
between the two stations and their target audiences in order to understand if 
audience needs are being met as fully as they might be.  Although there are overlaps 
there are also important distinctions between the offerings of BBC Radio 2 and BBC 
Radio Ulster, as network and local stations respectively with differences in their 
remits and offerings.  
 
The Council believes that it is important to look at all the primary reasons why 
listening to Radio 2 is lower in Northern Ireland. For instance, it observes a lack of 
awareness of the station in this part of the UK and very little promotion. The Council 
suggests that there needs to be more effective promotion for the station in Northern 
Ireland, including carefully planned cross promotion (See Question 12). Above all 
there should be a sustained commitment to build the audience for Radio 2 in 
Northern Ireland so that choice and benefits from the BBC portfolio are maximised 
for the local audience.   
 
The Council also notes that listening to Radio 2 in Northern Ireland has increased 
slightly since 2003 and it wishes to see this trend continue.  
 
 
FM and Digital Listening Choices : The Audience Council notes that there is a 
high level of listening via AM/FM in Northern Ireland as across the UK as a whole.  
Very few people indicated that they listened online or through digital television or 
DAB radio.  It is perhaps surprising, of all the digital means of listening, DAB radio 
appeared to be one of the least popular.  
 
The Audience Council suggests that more might be done to fulfil the Radio 2 Service 
Licence commitment to promote digital listening through DAB radio, particularly in 
light of Digital Britain proposals that national broadcasters will upgrade to DAB-only  
by the end of 2015. Online listening may also be promoted through development and 
promotion of the website – see Question 9.  
 
 
Q2. What do you think is good about Radio 2 ?  
 
Responses to this question indicated a high level of appreciation of Radio 2 among its 
listeners in Northern Ireland.  The fact that many people responded by naming their 
favourite shows and presenters says something of the strong connection between 
presenters and listeners.  There are also clear indications of the qualities which 
audiences in Northern Ireland particularly value, with a notable level of consistency 
across responses :  
 
Variety and mix : Many contributors to the consultation appreciate the variety 
which the station provides in terms of different shows and genres and, in particular,  
the choice of music. The balance of music and chat is part of the appeal, and there is 
a sense that the station is getting the mix right for its listeners.  
 
“A good mixture of old and new music. Plus the variety of shows that are available.” 
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“Good combination of music and chat.” 
 
“The variety of the music – it’s not just the same old commercial ‘what we think is 
best’ drivel – there is a real range.”  
 
“I like the broad mix of presentation styles and the choice of music played.”  
 
It is interesting that the wide appeal of the station to different audience groups – 
especially different age ranges – is considered an important quality of Radio 2, 
recognised by many of the respondents and for some of them very much part of the 
station’s appeal. The Audience Council notes the public value of the station as a 
platform for bringing together different audience groups – particularly different age 
groups – in shared experiences, from discussions to music events.  
 
Quality : There were frequent references to the quality of the programmes. Value 
was placed on intelligent and informative content and discussion, the music offering, 
entertainment value and, most particularly, the presenters.  
 
“It is entertaining, professional and intelligent listening.” 
“Daytime is intelligent, witty and urbane.” 
 
“The presenters are entertaining and easy to listen to.” 
 
“Funny, informed, self-deprecating, great taste in music.” 
 
“Well balanced entertainment.” 
 
“Wonderful  presenters who really know their stuff.” 
 
No adverts : A number of respondents particularly mentioned the lack of 
advertising breaks as something which added to the listening experience and 
contrasted with commercial alternatives.  
 
Relationship with the audience : The strength of the relationship with the core 
audience came through very strongly in audience feedback.  
 
Overall, the Radio 2 listeners who responded to the consultation appeared to find 
much to like about the station and a sense that their needs as an audience were well 
understood and consistently met.  One listener summed up the attraction and the 
connection with the core audience : 
 
“Radio 2 appeals to a wide diversity of age groups, providing quality music both old 
and new, populated by excellent professional presenters, highlighting compelling 
current affairs slots, provides meaningful audience/presenter participation but above 
all Radio 2 is responsive to the daily needs of its core customer base whether that is 
breakfast repartee, news updates, end of working day homeward bound company or 
late night mood music.” 



 

 7 

 
 
Q3. Is there anything you don’t like or would like to change about Radio 2 
 
Representing the UK  : The Audience Council echoed the view of a number of 
respondents who felt that the station did not do enough to represent life around the 
UK, particularly in Northern Ireland. The comments were made with respect to live 
events, presenters, news bulletins and traffic news.  
 
“I would like it to have more of a UK focus. At the moment it feels too centred on 
London….news and information from all parts of the UK would help engage more 
with listeners and encourage them to listen regularly.”  
 
“Traffic news is too centred on the UK mainland. Even when there are serious traffic 
problems in Northern Ireland it is rarely that they are mentioned.” 
 
“While travel reports cover Northern Ireland issues occasionally, weather forecasts 
and news bulletins ignore Northern Ireland completely.”  
 
The Audience Council notes how regular inclusion of artists from Northern Ireland 
(eg Duke Special)n in the playlists has provided a valuable point of connection for 
local audiences.  
 
However, drawing on wider feedback at engagement events over a considerable 
period, the Council believes that Radio 2 has a responsibility to reflect the different 
parts of the UK to a greater extent in its content. It suggests that greater relevance 
and connection would help to engage more listeners here and reflect the BBC’s Public 
Purposes.  It notes that audiences in Northern Ireland place a high importance on 
the Public Purpose “Reflecting Nations, Regions and Communities” and also believe 
that this is an area where the BBC could perform better.3 The Audience Council notes 
that a Network Supply Review of Audio and Music is underway and asks the Trust to 
ensure that it addresses this issue.  
 
Other comments :  There was a strong sense of a ‘love them or hate them’ 
relationship with presenters with many respondents suggesting which presenter 
deserved more – or less – airtime.  A wide range of individual views was expressed. 
In particular, some listeners wanted music and presenters for the younger audiences 
whilst others were more resistant and wanted continuity in their core hours of 
listening. Some suggested that there was room to push the boundaries a little : 
 
“The range of music, whether in the playlists or specialist programmes, is narrow 
and obvious. There is very little to draw listeners in to areas they know little about. 
Therefore it does not compete with the increasing range of on-line opportunities. 
Radio 2 is very accessible but loses the chance to be a complement to specialist 
music. That tendency has accelerated alarmingly in the last couple of years.” 

                                                
3 BBC Trust Purpose Remits Report, Northern Ireland 2009 
http://www.bbc.co.uk/bbctrust/assets/files/pdf/review_report_research/ara2008_09/purpose_remits_uk.pdf 

http://www.bbc.co.uk/bbctrust/assets/files/pdf/review_report_research/ara2008_09/purpose_remits_uk.pdf
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“Increase the intellectual content where possible. Reverse the 'dumbing-down' 
trends exhibited at times … Broaden the music playlist on daytime radio now and 
again and change it more often to add interest.” 
 
 
Q4. Do you think Radio 2 stands out from other stations ? If so, please tell 
us how you think it is different.  
 
The vast majority of people from Northern Ireland who responded to the 
consultation gave a positive response which tended to echo the positive qualities 
which they had already identified for Question 1. Main themes were the quality of 
presenters and content and the choice of music as well as the fact that there are no 
commercial breaks. 
 
The wide appeal across age groups was also considered part of the station’s 
distinctiveness. Lack of advertising was a significant distinguishing factor for some 
listeners, although a few people felt that there were also too many BBC trails.  
 
Examples of comments include : 
 
“The presenters of Radio 2 build relationships with their listeners on a level that is 
different to other stations. From wit and banter through the challenge of current 
affairs to knowledgeable and informative presentation of music, there is something to 
appeal to a wide range of tastes.”  
 
“Yes because it plays such a wide range of music, is suitable for a wide audience 
and delivers top quality programming.”  
 
“It’s just well presented with a wide variety of brilliant subject matter.”  
 
“Commercial free. A good mix of music and speech features.” 
 
“It tends to support ideas and topics which are listenable to by all ages.” 
 
“Better class of presenter … Better choice of music.” 
  
 
 
Q5. Radio 2 is meant to appeal to all ages over 35. How well do you think 
it does this ?  
Q6. Does Radio 2 serve some groups of people better than others ?  
 
The Audience Council noted that the vast majority of people from Northern Ireland 
who responded to these questions felt that Radio 2 did appeal very well to all ages 
over 35. A few suggested that there was also appeal to audiences a little below 35, 
and this is reinforced by listening figures in this part of the UK. 
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There were heartfelt pleas not to change the positioning of the station which clearly 
worked for many people. For instance, some people did not want the station to aim 
at a younger audience or to introduce more niche music slots, needs which they felt 
were best catered for elsewhere.  
 
“It serves people who like decent music and minimal fuss well. Other stations will suit 
other people. Please don’t try to make it appeal to everyone. That will kill it dead.”  
 
A couple of contributors felt that Northern Ireland audiences were less well served in 
terms of representation :  
 
“I feel that Northern Ireland gets left out of things rather too much. We have English, 
Scottish and Welsh presenters who quite often favour their own areas, but we don’t 
have a good Northern Ireland representative. (Terry Wogan is Irish and doesn’t 
count, by the way).”  
 
“In terms of general content, Radio 2 manages to appeal successfully to a broad 
audience. In terms of news and current affairs I think it should reflect all areas of the 
UK more equally. As a BBC service it has a role to be seen as a UK network and 
should reflect modern life and news across the regions on a regular basis.”  
 
 
Q7. Radio 2 is meant to provide a wide range of music including both 
familiar music and specialist music which does not normally receive wide 
exposure. How well do you think Radio 2 does this? 
 
The Audience Council noted a largely positive response to this question. Specialist 
music shows in the early evening were important in this regard. 
 
“Fairly well. It picks some new artists to break but these are still within the station’s 
mandate.”  
 
“Most other stations you listen to churn out the same old music dictated by the 
record companies. You get some real finds with Radio 2 – Imelda May, Melody 
Gardot, Madeleine Peroux, Amy Winehouse etc.”  
 
“I can say hand on my heart that my iPod is populated with artists and music that I 
would never have come across were it not for Radio 2.”  
 
“Specialist shows such as those hosted by Bob Harris allow music to be aired on 
national radio that wouldn’t be played on regular daytime shows.”  
 
There was, however, evidence of room for some stretch in mainstream programmes 
from some members of the audience.  
 
“Fairly well, although the playlist seems to assume a lot of artists only made the one 
single. Some alternative choices from good artists’ catalogues would be nice.”  
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“I think it provides a wide range of music but I would still say that the specialist music 
could be slightly better. I enjoy the music but I'm never surprised.”  
 
A few respondents felt strongly that there was scope for more specialist music and 
that mainstream schedules were unduly restrictive. Others felt that the balance was 
right and should not be disturbed.  
 
“It’s OK as long as they don’t impinge on mainstream times. Some of the obscure 
stuff is dire.”  
 
“Not particularly well. The 7 – 8 pm slot is reserved for the speciality musics while the 
mainstream acts like U2, Coldplay etc get blanket coverage and lots of free 
advertising for their latest releases.”  
 
“This is where Radio 2 really fails. It does not try to reach the boundaries let alone 
stretch them. Specialist music if it gets a slot is mostly when working people would 
be asleep. It seems to regard as specialist anything that is not on an increasingly 
restricted playlist.”  
 
The Audience Council, reflecting on this feedback, suggests that there is scope for 
pushing the boundaries, particularly in ways which will attract new listeners.  
However, it acknowledges that this needs to be achieved with care and over time to 
achieve the right balance for the core audience. 
 
  
Q8. As well as music, Radio 2 offers speech-based content including news, 
current affairs, documentaries, religion, arts, readings and social action 
output such as health campaigns.   What do you think of this type of 
content? 
 
There was a wide ranging response to this question. A significant number of people 
did not listen to these types of programmes, preferring music based shows, although 
most seemed content that they were available for other listeners.  A small number 
felt that some of these programmes were too close to Radio 4’s remit. 
 
Those who did listen to speech based programmes were generally positive (some 
very much so), with music documentaries receiving particular praise.  
 
“I think it’s extremely important to provide access to the material listed and provides 
for a more rounded broadcasting station.”  
 
“I think these things are more for Radio 4. Documentaries / arts that are related to 
output are still relevant, however.”  
 
“Just about right, even shows like Jeremy Vine's current affairs, and Aled Jones' 
religious shows still have some musical content. The music documentaries are 
always superb.”  
 
 



 

 11 

Q9.  What do you think of Radio 2's website and podcasts? 
 
Feedback to the consultation from Northern Ireland tended to be divided between 
people who were very happy with the website and/or podcast services and those 
who didn’t use them for various reasons. The response suggests that there is more 
opportunity to encourage listeners to make more use of the website and, particularly, 
podcasts. 
 
Examples of positive comments included :  
 
“An amazing website. Easy to use and navigate, with everything I need quickly 
available from the landing page.”  
 
“Excellent – especially the Jonathan Ross website.”  
 
There was praise for the iPlayer / Listen Again facility although one person would like 
to be able to download from the iPlayer in addition to designated podcasts. Quite a 
few respondents were generally positive about the website but did not use podcasts.  
 
“Website is excellent. Have not yet downloaded a podcast.” 
 
“Website content very good. Haven’t used podcast facility.”  
 
However, there were many people who claimed no or very little experience of the 
website or podcasts. A few had some comments about how they could be improved :  
 
“You don’t always find what you are looking for. The information from programmes 
isn’t always referenced on the website.”  
 
The Audience Council believes that there is scope for educating listeners in the added 
value that online services offer listeners and the mechanics of accessing them. The 
website should be vibrant, informative, easily accessible and enhance the value of 
the station’s offering.  
 
However, the Audience Council also notes that some information and opportunities 
are increasingly only available on the website, which is not accessible to everyone in 
the target audience. It is important that Radio 2 takes account of the needs of the 
whole audience – offline as well as online – in planning access to information and 
opportunities to interact.  
  
 
Q10.  Radio 2 is meant to support live performance and encourage people 
to participate in music. How well do you think Radio 2 does these things? 
 
A smaller number of listeners responded to this question but overall comments on 
the quality of performance were positive.  
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“Very good. The shows where live music is performed in the mornings stands 
shoulders above the many ‘live’ sessions on other stations.”  
 
Again, there were suggestions that more live performances could be based outside 
London.  
 
“It does it well although most of the live performances are based in London. 
Spreading them around the rest of the UK would be a good thing.”  
 
“Quite well but it could do more throughout the UK and not be as London centric.”  
 
 
Q11.  Radio 2 is meant to support new song writing, new comedy talent 
and new artists, especially those from the UK. How well do you think 
Radio 2 does these things? 
 
There were very mixed views in response to this question.  On the whole there was a 
positive response to the question of support for new artists, although this ranged 
from lukewarm to enthusiastic, indicating that for a significant proportion of people 
there is room for some enhancement.  
 
“This is the first place I have heard, rather than heard of, many artists.”  
 
“Programmes that I listen to would seem to support this.” 
 
“It requires a more edgy and non-consensual approach – what I hear sounds too 
much like cloning.”  
 
Some respondents did not feel that this was important : 
 
“Not well thank goodness. Why must new be better or even good ? Let music 
become established before inflicting it on the public.”  
 
Specific references to comedy tended to be much more negative, and this does 
appear to be an area where Radio 2 could enhance its offering.  
 
“New comedy talent seems more hidden away now, and the promoting of new 
talent is obviously a good thing although not sure how The Script passed the quality 
test.”  
 
“On the comedy front not so good.” 
 
“I don't like the comedy spots but glad that new song writers are getting support.  
Perhaps a little more new talent could be seen on Radio 2.”  
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Q12.  Is there anything else you want to tell us about Radio 2 ?  
 
Promotion: Given lower levels of listening in Northern Ireland the Audience Council 
believes that more could and should be done to promote Radio 2 in Northern Ireland, 
particularly among audiences who are not listening to other BBC radio stations. It 
suggests that potential new audiences are not sufficiently aware of the offering or 
how to access it. For instance, it is easy to assume that people know the bandwidth 
to the station but in fact this was considered quite difficult to find for new audiences. 
Promotion could involve well targeted cross promotion on other BBC services as well 
as strategies to reach listeners to commercial stations.   

 
“It should be really easy to know about Radio 2 and where to find it. But it isn’t. It’s 
quite clever to have a text number that reflects the bandwidth – but it isn’t 
apparent.”  
 
A promotions strategy for Radio 2 should consider opportunities for cross promotion 
on other BBC services, but should also be carefully aligned with plans for BBC Radio 
Ulster (and other BBC services) in order to maximise the overall BBC offering to local 
audiences.  
 
Programme Characteristics : The Audience Council carefully considered the 
performance of Radio 2 in relation to its service licence.  The feedback which it 
received reinforced the view that Radio 2 was stronger on some of the service licence 
attributes than others – ‘ quality’ and ‘engaging’ were consistent strengths in 
feedback. However, there was less evidence of audiences finding the station 
‘innovative’. The Audience Council believes that there is more scope for innovation on 
the station, particularly in genres such as comedy, and that this would increase the 
station’s draw to new audiences.  The feedback which the Audience Council has 
reflected on suggests that there is scope for pushing the boundaries even among a 
very loyal core audience, although there needs to be care in how changes are 
introduced.  
 
Diversity: The Audience Council noted the lower levels of listening by ethnic 
minorities in the UK, and that this was also true in Northern Ireland.  It is mindful of 
a relative lack of diversity among presenters, particularly in mainstream output, who 
are more likely to be white, middle aged and male. It asks that particular 
consideration be given to understanding what drives this and how diversity may be 
enhanced in the future.  Council does note the important role already played by 
ancillary presenters – covering traffic and travel, news as well as regular features 
within programmes. 
 
Attracting new audiences : Audience feedback, coming in the main from loyal 
members of the core audience, suggests that Radio 2 is a much valued service 
which, like any good club, meets the needs of its members very well. It is important, 
however, that Radio 2 is not perceived as a ‘closed club’ and has the right balance of 
qualities to continue to attract new audiences as well as satisfy existing ones. 
Enhancing diversity and cultural representation may be among the factors which will  
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contribute to this, along with opportunities to push the boundaries of programmes a 
little, as suggested by contributors to the consultation.  
 
 
 
 
C.  6 Music : Main Themes of Audience Feedback and Audience Council 
Reflections  
 
There was considerably less feedback about BBC 6 Music : although 29 people from 
Northern Ireland responded to the consultation questions, many did so to explain 
how little they knew of the station. Within the small group of more substantive 
answers there was a range of views. Most were largely positive although a couple felt 
that the station had become too mainstream.  
 
Q1. How do you listen to 6 Music and how often ?  
 
Many of the respondents to the consultation had not listened to BBC 6 Music and a 
substantial proportion new nothing or very little about it. The Audience Council 
believes that more needs to be done to promote the station, particularly through 
other BBC stations such as Radio 2.  
 
 
Q2. What do you think is good about BBC 6 Music ?  
 
The range of music and knowledge of presenters were highly valued by the small 
number of people with a view :  
 
“It plays a lot of music that is forgotten elsewhere and seems to be put together by 
people who really know music.”  
 
“More music, less nonsense chat, wide range of new & old music, always at the 
edge.” 
 
“They are not afraid to play fantastically different music during the day and they 
constantly open my eyes to music I do not know and love. The sheer diversity of the 
station is amazing yet it still maintains a leftfield slant. This is the closest the UK 
comes to good alt-radio.” 
 
 
Q3. Is there anything you don’t like or would change about 6 Music ?  
 
Of the small number of people who responded there was a concern that some 
presenters had insufficient knowledge of music and that this led the station away 
from its remit to extend the range of music. 
 
“The day time schedule has been dumbed down horribly, apparently the original 
remit of 6 Music no longer applies during the day.  There is a significant segment of 
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the population that cares about music and wants to be surprised, informed and 
stimulated by what they hear on the radio.  Those people, I would contend, are no 
longer listening to 6 Music during the day.”  

 
“I think some of the DJs are terrible and seem not to know anything about music.  
There seems to have been a trend towards comedians rather than DJs.  I think the 
station should be brave and put more DJs and ex music journalists on.”  
 
 
Q4. Do you think 6 Music stands out from other stations ? If so, please tell us 
how you think it is different.  
 
Most of the small number of responses were positive, citing the range of music as 
the distinctive quality. A few did not feel that the service stood out from other 
stations.  
 
“The huge range of music available on the station is great, and the obvious passion 
from most of the DJs about what they're playing makes it stand out from other 
stations. The station also doesn't feel playlist-driven, with the same songs cropping 
up again and again.” 

 
“You cannot get the same breadth of music on any other station in the UK.” 
 
“It isn’t afraid to play specialist music during the day.” 
 
“Its play list is very different, I hear more new and unusual music, less chart 
bothering rubbish, presenters that actually seem to know and care about music.” 
 
 
Q5. Does 6 Music serve some groups of people better than others ? 
 
There was a mix of responses, most noting that the station appealed more to 
younger audiences and to discerning music fans (although some had already argued 
that this appeal was diminishing.) 
 

 
Q6. 6 Music is meant to offer a wide selection of music including new music, 
live music, tracks from the BBC's archive and less familiar tracks. It should 
focus on artists and material which do not receive much support from other 
radio stations and UK artists should be well represented. How well do you 
think it does these things? 
 
Most respondents felt that the station delivered well in this regard with just a couple 
of dissenting voices who felt it could do better.  
 
“Very well, most of the music I hear on the station is not usually played by other 
BBC stations or commercial radio.” 
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“too much landfill indie, too much blind acceptance of 'the canon'.” 
 
 
Q7.  6 Music is meant to provide context for the music it plays. How well do 
you think it does this? 
 
There was a mix of views among a small number of respondents.  
 
 
Q8. What do you think of 6 Music's speech based content including its news 
bulletins, features and documentaries? 
 
The response to this question was small but largely positive.  
 
 
Q9. What do you think of 6 Music's website and podcasts? 
 
The response to this question was small but positive.  
 
Q10.  Is there anything else you want to tell us about 6 Music ?  
 
The Audience Council’s main concern is the lack of awareness of BBC 6 Music and 
what it has to offer music lovers.  It would like to see greater promotion of the 
station to its target audience, including cross promotion on other stations, 
particularly Radio 2.  It is interested in a wider range of feedback and audience 
research to understand how well this station is meeting the expectations of current 
listeners, especially with regard to the choice and presentation of music.  
 
  
 
D.  Evidence Base 
 
The Audience Council took account of over 80 responses to the consultation from 
audience members in Northern Ireland. The Council took several initiatives to 
promote the consultation to a wide and diverse audience.  
 
The Council hosted a shortened version of the Trust questionnaire on its own website 
which was promoted at intervals on the BBC Northern Ireland home page.  It also 
promoted the consultation through a number of networks including The Community 
Arts Foundations, Women In Business and culturenorthernireland.org.  
 
It invited contributors to its events in May and June to participate in the consultation 
and followed up with leaflets and links to the online questionnaire to those who had 
expressed an interest.  Events were held in Ballycastle, Omagh and Belfast and 
included the business community, people from ethnic minorities and visitors from 
different parts of NI to a large agricultural show.  
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The Audience Council made wide use of consultation questionnaires in leaflet form 
through its own networks. The leaflets were also made available to taxi drivers at a 
large local firm as potentially high consumers of BBC and other radio stations.   
 
The Audience Council has considered the feedback which it has received alongside a 
range of other evidence, including audience research and the service licences for the 
two stations.  
 
 


