
BBC Audience Council Scotland 

 

Music Radio service review – submission 

 

Engagement events April-October 

 

Engagement was focussed on younger sections of the audience at three meetings in Glasgow 

in April and May, with a group drawn from across Scotland later in May, and a general 

audience meeting in Edinburgh in June, and with Radio 3 listeners and music professionals in 

Glasgow in October. Members also consulted other available sources of audience views.  

 

BBC music radio performs well in Scotland. However the country has a strong, well-

established commercial radio sector which is attuned to regional diversity across the nation 

and provides localised news services. Some popular music genres, especially those which are 

culturally-specific, are well served by Radio Scotland, Radio nan Gaidheal and BBC ALBA 

which provides traditional music programming. The performance of UK music radio stations 

should be viewed in this context.  Access to radio content generally in Scotland is subject to 

a range of issues such as poor reception or lack of availability of broadband. 

 

Awareness of Radios 1, 2 and 3 was good but Radios 1Xtra, 6Music and the Asian Network 

are not nearly so well known. Members suggest that increased use of careful cross-

promotion, and improved availability of listings information, might help. 

 

General observations 

 

 Overall radio listening by younger audience groups is in decline and the Council 

chose to conduct audience engagement mainly but not exclusively with some of these 

listeners. Most comments were received on Radio 1, Radio 2, Radio 3 and 6Music.  Council 

received very few comments on the Asian network and Radio 1Xtra. The comments raised 

a number of general issues regarding BBC music radio as follows:   

 

 Most listeners we spoke to felt that BBC network music radio stations offered them 

something they wished to listen to, and – broadly speaking – delivered the main objectives 

of their service licences 

 

 A number of people questioned the use of age range targets as a strategic device, 

arguing that musical taste is not as closely linked to age as it once was, that audiences enjoy 

listening to a wide range of music, and that in practice audiences listen to a variety of 

stations irrespective of their age. “The audience is diversifying and rather than using music as a 

badge of peer group identity, people are trying to listen to a wide range and following their own 

individual tastes. Maybe it is time to abandon age targets and plan stations and output around 

interests and taste”. “The meaning of quality may be changing. Radio programmes used to have to 

do the whole job for the listener – maybe now, the quality lies in the range and calibre of the menu 

which listeners then follow up for themselves.”  

 

 Few people we spoke to listened to radio services via online.  Many were unaware 

of the iPlayer radio app and very few had any knowledge of BBC Playlister. Engagement 



suggested that podcasts are valued. Members suggested that genre-based apps could be 

developed guiding people to those parts of the BBC music offering which are to their taste.   

 

 Radio clearly retains a role in music discovery for younger people, but many 

expressed a preference for commercial radio stations or other music sources like Spotify, 

YouTube, Songza, SoundCloud or iTunes etc. Many felt the BBC retained a role alongside 

these but that it would have to be in the forefront of developing new talent and 

technological development. “BBC music stations will be worth keeping if they keep up – they 

need to keep the momentum going. “ 

 

 Some commented that the BBC’s commitment to supporting new music should 

include more genres, and be spread more widely across the BBC music radio offering  

 

 For many in the younger audience groups, awareness of radio appears to stem from 

visual sources like TV, video and the internet videos and clips. This could be explored more.   

 

 Ease of access was raised as an issue and there appears to be a widespread desire for 

radio to be more accessible on mobile phones 

 

 There was a general feeling that the station’s online offerings were under par. “BBC 

webpages can be a bit disappointing. Often there isn’t really much there”.   

 

 Engagement suggested that radio is not front-of-mind for younger people and that 

BBC radio services will need to actively tap into their interests to attract them.  To a 

degree this might be addressed through a use of social media. Some suggested that the 

choice of BBC subject matter was instinctively too cautious –younger people have few 

sensitivities and the BBC needs to identify with the issues they care about. Against this, 

radio’s compatibility with consumers who increasingly multi-task as a matter of course could 

be a strength.  

 

 The importance of presenters: “It’s the quality of the DJs that are really bringing people 

to the stations”. 

 

 Respondents did not feel there was a great gap in BBC music provision. Some 

respondents identified areas for exploration like classic rock – well covered on BBC FOUR, 

it was said,  but not on BBC radio. 

 

 There was acknowledgement of the BBC’s role in promoting UK music. But there 

was some uneasiness: “It is good to promote UK music up to a point – but it would be nice to be 

more global – personally I find it a bit narrow. “ 

 

 Station identity – “I’ve no idea what the stations stand for”. Some felt that all radio 

formats were basically similar and predictable (“It boils down to music and chat”) and needed 

to find ways to be more distinctive. “They should push out their boundaries a bit – there should 

be more creative experimentation in programme making … like R1’s Ten Minute Takeover”.  

 

 Problem that pre-teens are not served was raised by a number of parents. 



 

Service-specific issues 

 

 There was general agreement that the range of music on Radio 1 was sufficiently 

wide and considerably better than that available on commercial stations.  

 

 Engagement which took place after Radio 1’s Big Weekend (and extensive associated 

fringe events like DJ workshops) in Glasgow in May 2014 demonstrated the impact the 

events of that type can have in raising awareness and approval for younger sections of the 

audience. Time will tell whether there is any longer-term effect on reach. However there 

appears to be scope for increasing reach for Radio 1 in Scotland.  

 

 There is high awareness of the Introducing brand and of its contribution to the 

creativity public purpose.  

 

 In audience engagement in Scotland there was virtually no awareness of Radio 1Xtra.  

 

 There was high awareness of Radio 2 among younger people often because it was 

the station of choice for respondents’ parents, but - for a few - for its specialist music 

provision like Elaine Paige on Sunday in its own right. 

 

 Many respondents felt that while Radio 3 does deliver its core mission, it sometimes 

“tries too hard” to appeal and “gets the tone wrong”. This view was not limited to older 

listeners. Is this the best tactic for replenishing the audience?  

 

 6Music was highly appreciated by its users however there was some comment that 

the programme formats are very similar.  

 

News 

 

Respondents in engagement events acknowledged that news and documentary provision on 

BBC music stations was “not very deep” but generally recognised that it was appropriate for 

its context and audience: “they’re short and they give just the essential information”. There was 

appreciation for its fact-checking and trustworthiness and because it seeks to maintain 

balance on controversial topics – that it “tolerates a bit of difference”. But some preferred 

the news provided by the local commercial station: “the dialogue with the listener is better, 

more responsive to local context” 

 

Some commented that it had had a distinctive agenda of its own - “sometimes it needs to calm 

down – too much royal babies”. But younger audience members noticed that the news editors 

were aware of what interested them and tried to cater for that: “Newsbeat today has story 

about how Miley Cyrus is ill”. On documentaries, there was praise for The Surgery (Radio 1, 

Wednesdays 2100).  Some also found the short bulletins a convenient and time-efficient way 

of keeping in touch:  “it saves you having to remember to sit down and watch the news at 10 

o’clock” 

 



Many younger listeners pointed out that they use the bulletins as a menu, following up the 

stories they’re interested in elsewhere themselves. There was spontaneous mention of how 

some of the speech content links to BBC THREE.  

 

Radio 1 and 1 Xtra 

 

The median age of a Radio 1 listener (30) is slightly above the target age range of the station 

(15-29). Performance in Scotland lags the UK and, until this year at least, was trending down. 

Reach in Scotland in 2013 was 17.6%, lower than the UK average of 20.2. Reach had fallen 

from 19.4 in 2012. Audience appreciation, at 72, was also lower than the UK average of 75.1.    

Reach to Radio 1Xtra across the UK has been steady for 3 years at about 1.8%; there are 

no separate figures available for the audience in Scotland.  

 

Music 

Engagement suggested that approval of the station was high for all listeners, but particularly 

younger listeners. Many of the latter compared the station favourably with its main 

commercial competitors. It is acknowledged that there is a similarity between Radio 1’s 

programme formats – “all music and chat” – and that playlists can be repetitive, but   

the contribution made by its new music programmes is particularly valued. High awareness 

of coverage of festivals is evident and huge appreciation was expressed for live events like 

the Radio 1 Big Weekend in Glasgow in May.   

 

For many, the Radio 1 presenters win listeners’ trust and then lead them to new music, 

while others find it odd that some people feel the need for a “trusted guide/authority figure”.  

Few respondents agreed that the range of music was too narrow – actually there was an 

awareness and appreciation of what is considered a broader range of music than commercial 

rivals. Many use Radio 1 just for entertainment, but even this group agree the network is the 

“least repetitive” of the mainstream popular music stations, with others seen as “really bad for 

that”. Many acknowledged enjoying discussions about music which had been stimulated by 

disagreement about the R1 playlist. Many commented that the network does introduce new 

music which was not available from Spotify or i-tunes. In particular, the Live Lounge material 

was commended as very original.  

 

BBC Introducing received strong appreciation. There was one comment that instead of 

trying to find new music it sounds as if the presenters are trying to define it, trying to shape 

the agenda – are they looking for self-promotion?  

 

 

Speech 

It is not just the music: speech content on Radio 1 is clearly a strong attraction into the 

station – there was frequent mention of presenters like Nick Grimshaw, speech content 

which involves prominent artists such as Miley Cyrus, and regular speech features like 

Innuendo bingoOne respondent had called the network’s Sunday evening phone-in on “grief” 

and had found it a very positive experience: “There was support before going on air.” Radio 1 

news – targeted at younger audiences - it’s short and punchy – gives just what you need.  

Listeners said they use it as a menu and subsequently use the internet to read stories of 

interest.   

 



Other media 

Exposure for the network on other media, especially digital media, is clearly critical for 

drawing new audiences. Many younger listeners appreciated the BBC related video 

interviews available on YouTube. There are 1.6m subscribers to R1 YouTube channel.  “I 

committed to Zane Low after seeing the Jaycee and Eminem interviews on YouTube – I discovered 

him and followed him to the radio”. Presenters with eclectic tastes were favoured because 

they were said to “introduce you to something new”. Audiences were aware of the powerful 

role of the internet video presence. “I heard that the Scott Mills interview with Mila Kunis got 

20m views. May have been awkward, but it got an international audience for Scott Mills”.  

 

There were many spontaneous mentions of the online mixes.  “It’s the online mix that 

attracts me, like the James Blake online mix. I heard loads of music I liked but didn’t know – 

I hadn’t realised I liked it. So for me it’s a way of expanding my tastes, digging, digging…  by 

following the presenters or producers I trust. James Blake did this for me – King Cool did 

too.” 

 

Three pillars “UK – Live – New”: 

As noted above, Introducing on R1 and also 1Xtra is clearly an important driver of new 

music discovery.  There was good awareness among younger audience members at 

engagement events. There was some comment however that instead of trying to find new 

music, Radio 1 is trying to define it. “Not sure this is right. Why are they trying to shape an 

agenda? They try to fit new music into a template, e.g. they say ‘we’re looking for guitar-driven’ or 

‘indie’ or whatever…  are they trying to create something so they can claim credit for it later?” 

 

For some younger audience groups, BBC radio is a minority source for music, most of it 

being taken from Spotify or SoundCloud. For this group Radio 1 was the most favoured 

BBC service, with approval especially for Friday evenings. They commented that Radio 1 

seemed to be “aimed at our age group” and that the guests were “good – people we’re 

interested in hearing”. There was strong spontaneous mention for BBC Introducing in Scotland 

with Ally McCrae – (Sundays); asked if they would miss any BBC stations, only Radio 1 was 

selected.  

 

Radio 1 Xtra 

Radio 1 Xtra has an audience reach of 1m+ across the UK. Sample sizes in Scotland are 

small but indicate that reach in Scotland has been around 1 per cent, constituting around 4 

per cent of the station’s  total audience, and that these listeners to the network in Scotland 

now consume 5-6 hours per week.  There was no spontaneous mention of the station at 

engagement events: one person commented that it was “great late at night or at a party”.  

 

Council view 

Engagement suggested that Radio 1 entertains and engages a broad range of listeners – both 

young and more mature - and offered a distinctive range of music, including new and live 

music. Speech output was relevant to young adults and there was an effective online 

presence.  The Executive strategy of moving the ‘older’ end of the Radio 1 audience on to 

Radio 2 and Radio 6Music leaves R1 with the problem of attracting the new, young listeners 

to radio in an environment which is becoming ever more competitive.  

 



Radio 1 and 1Xtra deliver their service licences well. Music range goes well beyond what is 

available from the commercial sector. There is a range of speech content which contributes 

to the public purposes in different ways from stimulating talk on issues in popular culture to 

built material targeted at younger audiences. The Council does not consider the relatively 

small ‘under-performance’ of Radio 1 in Scotland as significant. Commercial radio is strong 

and is obviously more attuned, in terms of news and speech, to Scotland’s cultural difference. 

Members felt that commercial sector provision in Scotland was however increasingly 

standardised and that there were opportunities for BBC stations, particularly Radio 1, to 

offer Scottish audiences something they cannot easily access elsewhere. 

 

Radio 2 

 

Radio 2’s performance in Scotland is strong, with audience appreciation, at 83.1, higher than 

in the rest of the UK (81.1) and reach in Scotland in 2013, at 26.5, a little behind that across 

the UK (28.7). Among the younger audience which was the focus of the Council’s 

engagement programme, listening was usually eavesdropping on that of a parent or other 

older person.  However there was appreciation and interest in the niche programmes Radio 

2 has to offer like Elaine Page on Sunday for film music. Audiences appeared to identify 

coverage of traditional music more readily with Radio Scotland’s provision. There was 

awareness of presenters like Lisa Tarbuck and Steve Wright but for most the music on offer 

was “old stuff”. There was an undercurrent of comment that the network focusses on the 

South East of England and that there should be a wider variety of voices from the nations. 

Some older listeners praised the mix of music and speech but that “for local interest I have to 

go to Radio Forth”.  

 

Council view  

 

Council members were unsure whether the network was sufficiently distinctive. It was felt 

that there were too many male presenters in daytime, and that the station’s worldview was 

overly focussed on the South East of England. However it was felt that the station 

contributed strongly to the citizenship purpose through the Jeremy Vine strand alone. 

 

Since the last service review in 2009 the network has strengthened its performance in 

relation to Radio Scotland, and indeed has performed particularly strongly in the last twelve 

months, reaching 29.2% or 1.3m people across Scotland in the first half of 2014. This 

compares with around 21% over the same period for Scotland. It may be that the two 

stations are not sufficiently distinctive in key parts of the daytime schedule.  

 

Three other observations made by the Council in the last review appear to be still relevant:  

 The station does not extend the range of music available to a significant extent, as 

the content which might achieve is scheduled away from peak listening times.  

 Only a very small proportion of the network’s content is commissioned from 

Scotland and the Service Licence does not require this.  

 Overall, the station is not seen as developing new talent. The presentation team is 

male-dominated and reliant on well-established presenters. It should develop more original 

young presenting talent.   

 

Radio 3 



 

Radio 3 listeners at engagement events were, overall, strongly supportive of the station.  

“A wonderfully varied and stimulating programme of music of all genres and periods”. 

There was enthusiasm about the stations strengths – the range of music, the unexpected, 

the contextual information. “Sometimes you just find something totally new – for me it was the 

music of Hans Zimmer” … “a really wide range, plus information, anecdotes about artists and 

composers, the history etc”.  

 

Presentation and tone 

It was clear that although the overall quality of the network’s content was not disputed, 

some loyal listeners found aspects of the presentational style less the “engaging”. Some 

object to “dumbing down” and a tone described as “trying to please and appeal” which is 

viewed as patronising. Aspects quoted include the programme Essential Classics, phone calls, 

“too much context”, “blabbering”, and requests for tweets. Some describe this in terms of 

“giving up on the core audience” and that it should be less commercial and more purist; that 

its presentational style “apes” CFM and should be “more confident”. “You should always have 

to concentrate when you’re listening to Radio 3”. Some commented that not all the Radio 3 

presenters appeared equally authoritative. It was suggested that perhaps performing artists 

and music professionals could play a more significant role in presentation.  

 

“Please drop the competitions, the inane questions… it’s a praiseworthy attempt to break from the 

paternalistic attitudes of the past, but it’s still not finding the right tone…” 

 

Others say the BBC has a responsibility to reach out to potential new listeners.  However 

listeners agreed that, whatever their views on the tone of the station, it was a unique and 

distinctive service.    

 

Range of music 

Audience feedback suggested the range and quality was appreciated. “It is infinitely better 

than Classic FM, it’s a great national treasure”. There was appreciation of the provision for 

jazz, early music and traditional/world music, including concerts from Celtic Connections, 

and also some welcome for broadening the range to include film music. Loyal listeners 

valued not just the Proms, but the work of BBC orchestras throughout the year and the 

chance to hear the work of other orchestras like the CBSO and SCO. There was 

appreciation of what was seen as a wide range of chamber concerts and opera from the UK 

and abroad from West Cork to Schwarzenberg, and from the Met to the Rossini Festival in 

Pesaro.  

 

It was asked if there might be an over-emphasis on the 18th and 19th century orchestral 

repertoire, “perhaps driven by a need to use the BBC orchestras”. But other listeners 

pointed to the many small professional chamber groups like The Sixteen, Ex Cathedra etc 

which were well reflected on the network.  

 

“Live” and “new” 

Live or “as live” and specially-recorded performance is attractive for many listeners. There 

was some debate about the value to audiences of this strategy. Did it constrain the evening 

schedule by limiting it to what was being performed, did it influence promoters to schedule 



concerts with a view to broadcast, or did it force producers to “winkle out” live 

performances which would otherwise have been over-looked? 

 

There was widespread awareness and appreciation among listeners of the network’s New 

Generation Artists scheme, which broadcasts the work of new performing talent and helps 

them progress in their careers. However many, including younger listeners, commented that 

the network’s attempts to sound “youthful” came over as patronising. Was there a way of 

getting authentic young voices on the air? – perhaps reflecting more of the burgeoning youth 

sector (youth orchestras, youth choirs etc) would help.  

 

A significant number of respondents acknowledged Radio 3 as “the major supporter” of new 

music in the UK. Council members noted that the SSO’s current concert season includes 

Magnus Lindberg’s Violin Concerto (2006), John Adams’ Absolute Jest (2012), a new 

commission by Mark Simpson and a complete cycle of the piano concertos of Scottish 

composer James MacMillan. They also perform rare work by little-known composers 

Wilhelm Stenhammar and John Foulds.  

 

Wider cultural remit 

There was also positive mention of topical and informative content like In Tune and Music 

Matters. Some considered that the network’s coverage of the arts (outside of music) is 

“metro-centric”.  

 

There was some debate about the network’s remit to “appeal to listeners seeking to expand 

their cultural horizons through engagement with music and the arts”. Culture is more than 

music and the arts, and this is acknowledged in the service licence, which sets a remit of 

“music and cultural programming” including “ideas and religious programming”. A minority 

view held that the network might be too focussed on music, and could engage more with 

contemporary cultural concerns across a wider range. “Classical music is an outdated view of 

European culture”. That is: classical music itself – still the core of the network – is losing the 

totemic presence it once possessed in European culture, and the network should evolve to 

engage with the dominant areas of cultural discourse of our time.  Members feel the 

network is responding to this: the ‘playlist’ has diversified to a significant extent into new 

genres like film music, traditional/world music, and some classic popular music; and the new 

evening discussion strand Free Thinking has established a wide-ranging agenda.  

 

Performance 

With some variation, the audience for Radio 3 is broadly steady at around 2m and AIs are 

consistently high. In Scotland, appreciation is a little lower, but reach is significantly less at 

3% compared to 3.9% throughout the UK.  

 

Council view 

The network was highly valued by regular listeners. Most praised the range of music on 

offer. Some felt that the “range of less familiar music to introduce listeners to new works” 

had narrowed over the years. Members of the Council observed that the more successful 

the network was in introducing listeners to “less-familiar” music, the more difficult that task 

became. Members welcomed the gradual inclusion of new genres like film and world music, 

outside the mainstream classical tradition, which is now evident across much of the schedule. 



Members feel more could be done to make potential listeners aware of the breadth of 

music now available on the network.  

 

The network demonstrably meets its remit to stimulate creativity and cultural excellence, 

with highly praised range and standards of performance, and playing a leading role in 

commissioned new work and supporting new talent. New drama offers a stimulating range 

of contemporary work on contemporary themes, work from non-Anglophone cultures, and 

new approaches to classic work. The volume of new dramatic work commissioned, though, 

does not appear to be very high.  

 

Some respondents were concerned that the station was trying to reach as many people as 

possible and risked losing a sense of what it is was really for: that it was close to giving up 

on what they saw as the core needs of its audience. Coverage of new music was said to be 

less extensive now than in previous years. But all recognised that there was a need to 

encourage new listeners to the station. Council members note that the service licence 

requires the network to “offer accessible information including material helpful to people 

with little knowledge of classical music”: the issue is around the tone and format of some of 

this material.    

 

Members felt the network did a good job of delivering the complex requirements of the 

service licence, drawing in listeners with varying tastes around the core proposition of 

classical music. Context was offered to suit listeners with different levels of knowledge so 

that a sense of discovery was retained somewhere in the schedule for even the most 

informed listeners. There was also an inventive approach to commissioning speech 

programming and covering the arts. It wasn’t clear from engagement where the new 

audience was coming from, although it appeared to be, largely, younger people who already 

had an interest in classical music for some reason.  

 

In the previous service review of 2010-2011, members felt there was scope for the network 

to connect with its “natural constituency” in Scotland to a greater extent than it then did. It 

pointed out that the BBC's investment in classical music in Scotland (especially Glasgow) 

was considerable and that this could possibly be better aligned to heighten the profile of 

Radio 3 in Scotland.  There appears to have been good progress on this objective. 

Respondents who had a good knowledge of the network appeared very aware of the extent 

of coverage of performance in Scotland, helped by the high reputation of the SSO, but also 

coverage of other Scottish musical events from the Edinburgh Festival to Scottish Opera, 

the Royal Conservatoire of Scotland and the East Neuk, Lammermuir and St Magnus 

festivals.  

 

The network is tasked with informing and educating its audience about contemporary ideas.  

The referendum question has dominated Scottish cultural life for much of the last two years. 

There were some items in topical discussion, and a stimulating contribution from A L 

Kennedy in The Essay in July. But members feel that - in spite of its potential implications for 

the UK, let alone Scotland – this profound debate which engaged Scotland for so long was 

barely reflected on Radio 3.   

 

 

Radio 6Music 



 

The station has the largest audience of the BBC digital stations and listeners are loyal, 

consuming 9 hours a week on average.  Audience appreciation is also strong with AIs 

comparable to those for Radio 3. Reach has grown from 2.4% in 2011 to 3.5%.  

The station is tasked with offering an alternative to mainstream popular music and providing 

contextual material to enhance listeners’ appreciation. Listeners consulted in engagement 

events said presenters Huey Morgan and Lauren Laverne were authoritative and authentic, 

“not patronising”, addressing the audience as adults. “They’re being straight, just being 

themselves...” The presenters’ deep knowledge of the music they play was repeatedly 

mentioned.   

 

There was some comment that there were too many male presenters. The range of music 

played was highly valued: “I get something I’m unaccustomed to”. “The music’s from across the 

range, it’s out of the usual, it’s not totally commercial in inspiration.” But for some the presenter 

is the point of entry: “I was quite attracted by Jarvis Cocker and that’s why I listened. It will not all 

be to my taste, but I can be confident that some of it is.” 

 

Away from keen listeners, though, there was low awareness of the station. It was 

commented that much of the output was of a similar format. Some felt the range of music 

genres could be a bit restricted – it was said that Lauren Laverne and Craig Charles seemed 

to focus on rock and indie: could there be more hip hop and dance music? Some felt the 

station could be more adventurous in encouraging people to be more eclectic in their tastes.  

 

Online 6Music Playlister is appreciated, and the station was said to be “well trailed” on Radio 

1 and Radio 5Live although there was scope for more cross-trailing.  

 

Overall, there was a detectable sense of excitement and relevance about the station: “I 

imagine that 6Music is very like what R1 was like back in the day…”  

 

Council view 

 

The Council felt that the station delivered its mission well, creating a strong bond with its 

audience, deepening and extending listeners’ musical tastes, and creating a sense of 

excitement and discovery that it rare in radio and perhaps unique in popular music radio 

today.  

 

Asian Network 

 

The Asian Network reaches 0.5m (1%) across the UK. Members noted that while Radio 

1Xtra covers black music, and the Asian Network covers Bollywood etc, there are other 

culturally-related sub-genres e.g. Tamils who are not well served: some niches are served 

while others are not. It was also observed that many Muslims now identify with Arabic 

music but it was not clear that this was reflected anywhere on BBC music radio. 

Engagement suggested low awareness. However some respondents said they viewed the 

network as the ‘Indian service’ which didn’t serve other groups. In the previous service 

review in 2011 the Council recognised the network as a unique focus for citizenship for the 

diverse UK “Asian community” on topics of special relevance which could be scheduled on 

other BBC networks to take British Asian culture to wider audiences. The Council notes 



some progress in this area but feels that, given the prominence of Middle East affairs, there 

could be considerably more. A further concern was that the station could do more to 

reflect the distinctive identity of the Scottish Asian community, some of whom felt that the 

station was not aimed at them. Members questioned whether it was really accurate or 

desirable to call the station an “Asian Network”. 

 


