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BBC Audience Council Wales 

BBC Trust Service Review of Network Music Radio Services; 

Submission to the consultation phase of the review, autumn 2014 

This document reflects comments heard by BBC Audience Council Wales members both 

from their personal networks, and from the audience outreach events hosted by the 

Council during the spring and autumn of 2014. Nine events were organised by the Council 

specifically to gather the views of audiences in all parts of Wales on the BBC’s Network 

music radio services. Four of these were with young people at FE colleges in various parts of 

Wales while another more recent event gathered the views of the members of the 

Penywaun youth club in the Cynon Valley. In June the Council met with members of the WI 

in Denbighshire at their annual Council meeting. During July and August, ACW members 

conducted audience outreach activity at the Royal Welsh Agricultural Society Show in Builth 

Wells, the national Eisteddfod in Llanelli and the Rhyl Air Show. In total, Council members 

approached close to 600 members of the public so as to hear their views on the BBC’s 

Network music radio stations, and while the nature of the contact was varied in nature – 

sometimes fleeting, but on occasions an in-depth discussion – they all contributed to the 

perceptions of the Council on these radio stations. In approaching audiences, the Council 

used the following questions – or variations on the same theme - to consider their radio 

listening:

 

In its submission to the scoping phase of this review, made in June, the Council highlighted a 

number of issues or audience perceptions that had been brought to its attention during the 

early outreach activity conducted by it in relation to this Review: 

 Do you listen to the radio? 

 If so, when (e.g. what time of day?), where (at home, in the car?) and how (on a radio 

set, through the TV, on-line, via an app?)? 

 How important is it to you? 

 What kind of music do you most enjoy and how does that decide your radio 

listening? 

 If you listen to the BBC’s music radio stations (Radio 1, 1Xtra, Radio 2, Radio 3, 

Radio 6 music, BBC Asian Network), what makes you choose to listen to them and 

what’s special about them? 

 If you listen to these stations, how important is the range of different music played by 

the stations? 

 Is the variety of output on your radio station of choice important to you? For 

example is it important to you that the stations also have news bulletins and 

programmes such as Radio 1’s Newsbeat and current affairs output?  

 Do you listen to different radio stations at different times of the day and if so, why is 

this? 

 (If the answer to question 5 is ‘no’ then ask the following) What radio stations do 

you listen to – and why do you like these? 
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- there was a deep appreciation of the variety of popular music genres explored and 

covered in the more specialist output of Radio 1, Radio 1 Xtra, Radio 2 and 6 Music 

though concern about the scheduling of some of this output. 

- a deep appreciation of the expertise of a high proportion of the presenters of the 

BBC’s music radio stations was expressed and the importance of their role as 

introducers and curators of musical knowledge and taste. 

- the perception of some people that Radio 1 and Radio 2 have repetitive playlists – 

particularly so during the day-time. This was of particular concern to the Council 

since it felt that it was the absence of repetition in the music output of both stations 

that made them particularly distinctive. 

- some people expressed the view that a number of Radio 2’s day-time shows were 

structured in a very similar way, and that this could be a contributor to the audience 

perception of repetitiveness. 

- could it be that the predominance of male presenters during Radio 2’s day-time 

schedule also contributed to this perception? It could of course be the case that the 

‘silent majority’ appreciate the consistent structure of the programmes, and that this 

contributes to the station’s popularity. 

- the contrasting opinions on the role of ‘banter’ in the programme of the BBC’s 

music radio stations. Some welcomed this aspect of the programmes, but younger 

people clearly consider this a disincentive to listen. While they recognised that ‘chat’ 

and ‘gossip’ was an important aspect on any radio station’s output, younger 

audiences expressed the view that they felt this was sometimes at the cost of the 

music. 

- developing talent was considered a key aspect of the attraction of the BBC’s music 

radio stations, as was live music and live events in relation to both popular and 

classical music. 

- the news output of many of these stations was appreciated and fulfilled an important 

role in contributing to the BBC’s public purpose of sustaining citizenship and civil 

society. 

- Concern that the programme of budget savings are now becoming manifest in the 

output of the BBC’s music radio stations in areas such as specialist music shows. 

In submitting its advice to the Trust during this, the consultation phase of the Trust’s 

Review of the BBC’s Network music radio stations, the Council addresses the questions 

outlined by the Trust in its terms of reference for the review. 
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1. How well does the BBC serve audiences with ‘music radio’? 

- How well does the BBC support a wide range of music genres? 

- Does the BBC provide adequate support for UK, live and new music? 

- How are new technologies changing the way the BBC should services audiences with 

‘music radio’? How are listening habits changing? 

The Council heard from the public that on the whole they felt that the BBC served 

audiences well with its network music radio stations and supported a wide range of music 

genres. The Council was encouraged for example at the number of unique tracks broadcast 

by both Radio 1 and Radio 2, particularly in comparison with commercial rivals. There was 

widespread appreciation too for the level of live and commissioned music broadcast by the 

music radio stations. This encompassed such strands as Live Lounge, Introducing and also 

the concerts broadcast by Radio 3, especially so the BBC Proms.  

However, the Council did hear of some unease from some members of the public that they 

felt that some genres of popular music had a diminishing profile, as did artists of all genres 

from the Celtic nations of the UK. For example one couple said that they were disappointed 

that Radio 1 no longer gave ‘indie’ music the prominence it once did. The Council also 

endorses the paper submitted by its member, Ian Stevens, in which he raises concerns 

regarding BBC Radio 1 specialist programming schedule changes. The Council shares Ian’s 

concerns that the recent “proposed schedule changes and cuts to the range of shows on 

Radio 1, and have a disproportionate impact on the specialist programming, those very 

shows..[that]..give the greatest public purpose to Radio 1’s output”. 

A number of the Council’s early audience outreach events were at FE colleges in north-west 

Wales, and the impact of Radio 1’s Big Weekend in Bangor in 2010 was still clearly felt and 

appreciated. The station’s coverage of music festivals was also valued with the provision 

from the Glastonbury festival considered exceptional – as one member of the public said “it 

was so good, it was almost better than being there”. The Council is hopeful that the new 

BBC Music strategy will attract greater acknowledgement for the BBC’s work in developing 

and promoting new musical talent across the broad range of genres covered by its network 

radio music stations, as well as from all the UK nations. 

What was fascinating for Council members was to hear from young audience members in 

particular about the ways in which they accessed services. On a number of occasions, it 

became clear that for many of them the radio set was entirely redundant, with a significant 

proportion of them accessing the radio stations via the internet and their smartphones, and 

even then doing so in a variety of ways. The Council heard from one young member of the 

public about the way in which she visited the Radio 1 website to view the station’s playlist, 

and then went to the BBC iPlayer to listen to those tracks. Others told the Council that 

they listened to the live streams of the radio stations via their smartphones, while other 

listeners accessed Radio 1 for example through the station’s YouTube channel. Some also 
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made use of catch-up services to listen to more specialist genre based radio programmes. It 

was clear that listening habits are changing radically and rapidly amongst younger people in 

particular with one salutary comment being made by a youth worker in the Cynon Valley, 

who told Council members “the first thing they say when they get in my car is ‘put 

something else on’” – making the point that not even Radio 1 was attracting some young 

people to radio listening. However, the role of the traditional radio set cannot be 

underestimated, with the Council hearing regularly that a key moment for listening was 

during the morning or afternoon commute, and that others heard radio stations because 

they were on as background sound in their homes. The Council also heard from young 

audiences in less affluent areas that it would be dangerous to assume that all young people 

could access or afford the latest technology both in terms of infrastructure (such as 

broadband) and devices (such as smartphones or tablets). More than once, the Council also 

heard from members of the public that poor reception dictated their listening choices and 

that they sometimes listened to the BBC’s Network Music radio stations because they 

weren’t able to access the radio stations that would otherwise be their first listening choice. 

The Council felt some concern that its own perception that the BBC’s music radio stations 

on the whole provided a varied musical playlist during its output was at odds with the 

perception of audiences approached during its most recent outreach activity. A significant 

proportion of the individuals approached made the point that they felt the playlist (in 

particular the day-time playlist) was repetitive.  Others made a similar point, in relation to 

Radio 1 and Radio 2, that they felt that the format of the day-time programmes in particular 

were very similar. The Council wonders therefore whether it is this which is contributing to 

the perception of repetitiveness rather than the music played. The Council also shares the 

impression of the public that Radio 2’s day-time presenters are predominantly male, and 

while there is no criticism of individual presenters or indeed the quality of the output from 

those male presenters, the Council is concerned that the diversity of the audience is not 

being reflected amongst presenters. The Council accepts of course that this ‘repetitiveness’ 

could be part of the attraction of the station and a contribution to its position as the most 

popular radio station in Wales. 

Council is also concerned about the development of the next generation of both female and 

male presenters with the traditional route of commercial radio disappearing fast, and the 

introduction of ‘celebrity’ presenters threatening to undermine the pivotal role of BBC 

Network music radio presenters as curators and introducers of new music to listeners. 

Having presenters who are genuinely knowledgeable about the music played is a crucial 

factor in the attractiveness of the BBC’s music radio stations for many listeners. 

BBC Radio 3 attracted a high number of positive comments from the small number of 

regular listeners identified by the Council during its audience outreach activity. One 

respondent summed up the views of many when she described the station as “peerless” 
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with the only criticism of the station being that some listeners felt its breakfast programming 

was somewhat downbeat. 

The Council was encouraged to hear strong appreciation of BBC 6 music albeit from a small 

section of audience members. There was particular praise for the variety of music and 

speech output, with notable presenters praised for their combination of musical knowledge 

and accessibility including Lauren Laverne, Steve Lamacq and Huey Morgan. 

2. How well are Radio 1, Radio 1Xtra, Radio 2, Radio 3, 6 Music and Asian 

Network performing against the terms of their service licences? 

- Are the services delivering high quality and distinctive content? 

- To what extent are licence fee payers using the services, and are some demographic 

groups better served than others? 

- Are the services making an effective contribution to delivering the BBC’s public 

purposes? 

- Are the services delivering good value for money? 

The Council’s view, based on its interaction with audiences, is that on the whole the BBC’s 

network music radio stations are delivering high quality and distinctive content, which 

contribute effectively to fulfilling the BBC’s public purposes. At almost every audience event, 

comments were received to the effect that the news provision of the stations was a key 

part of their offering. Radio 1’s Newsbeat was clearly an important contributor in this 

regard, with a number of the younger respondents describing it as the main means by which 

they accessed “the news headlines”. Often they would then follow up any stories of 

particular interest by accessing the BBC website. A proportion of those questioned also 

praised the mix of speech and music on the other music radio stations, and emphasised that 

this was an important contributor to the purpose of sustaining citizenship and promoting 

civil society. However, others emphasised the point that it was the music played that was of 

primary interest to them.  

One point of particular concern to BBC Audience Council Wales is that Radio 2 is the most 

popular radio station in Wales, but that in failing to address the citizenship issues of interest 

to that audience it was de facto undermining civil society in Wales. As the Council noted at 

one of its recent meeting, “it would be ironic if audiences in Wales were to be better 

informed about the state of the NHS in England during the forthcoming 2015 UK General 

Election campaign than about the NHS in Wales.” It is a matter of some concern that Wales 

is given so little attention by the station including, but not limited to, the choice of topics 

and the selection of guests on the Jeremy Vine programme and the fact that not one of the 

station’s programmes is made in Wales.  

An interesting point heard more than once by the Council was that a number of those 

approached felt that there was too big a gap between the target audience age profiles of 

Radio 1 and Radio 2 as identified in their respective service licences. One participant echoed 
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the views of a number of people when he said “I feel I’m too old for Radio 1, but too young 

for Radio 2”.  

The Asian Network was particularly praised by those few listeners the Council approached 

during the period under review, and its “cheerful commentary” and broadcasting of the 

latest Asian music made it an excellent service. 

3. Are Radio 1, Radio 1Xtra, Radio 2, Radio 3, 6 Music and Asian Network well-

positioned to deliver their services licence commitments in the future? 

- Do their strategies and funding allow them to meet their objectives? 

- Are the services making an effective contribution to changing audience expectations and 

listening habits, primarily in response to technological shifts? 

While the Council is not in a position to express a view on the funding of the stations, it 

does appear from the qualitative outreach work undertaken by the Council that the public is, 

on the whole very appreciative of the services, and views them positively. It is generally, 

though not universally, the case that audiences consider the licence fee to be good value for 

money at £0.40 per day for all the BBC’s services, including of course its network music 

radio services. 

There is, however, a wider concern shared by the Council relating to the impact of 

Delivering Quality First. Whether this is due to fewer programmes or live music broadcasts, 

Council perceives that it impacts on audience appreciations of the quality and range of music 

broadcast on the BBC’s stations.  

As outlined above, it is also the case that younger audiences in particular are accessing some 

of the stations by a number of different means and devices, and appreciative of the efforts of 

the radio stations to make them available by different means. Whether Radio 1 in particular 

is changing quickly enough to address changing audience expectations remains to be seen, 

but to what extent this is linked to the station’s content or indeed any other aspect of the 

station’s activity, as opposed to societal and technological changes, is a moot point. There 

are clear questions regarding audience replenishment for all the BBC’s radio stations and 

this may well become most pressing for Radio 1 and Radio 2 in the period before the 

stations are next reviewed by the Trust. 

4. Should the Service Licences for Radio 1, Radio 1Xtra, Radio 2, Radio 3, 6 

Music and Asian Network be changed? 

The Council considers that the Service Licences should be changed to address some of the 

issues raised above – in particular the matter of Radio 2’s support for Sustaining Citizenship 

and Civil Society in Wales.  

An increasingly consolidated commercial music radio sector with its tightly structured 

playlists and show formats and on the other hand the wider societal and technological 
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changes which are impacting on listening habits, as referred to earlier in this response, raises 

questions regarding Radio 1’s service licence in references to its target audience. 

The Council still hears from audience members who no longer listen to Radio 1 since Chris 

Moyles left the breakfast show; this was by no means an audience entirely outside the target 

audience range of 15-29 year olds. Given the previous comments raised about the perceived 

‘gap’ in natural transition from Radio 1 to other BBC music radio services, it is likely that a 

proportion of this audience have migrated to commercial music radio.  

The Council believes that it would be useful for the Trust to consider the current rigid 15-

29 year old audience target range in terms of its relationship with the aims and objectives 

listed in section 4 of the Radio 1 service licence and in terms of the ‘journey’ and signposting 

to other music radio services, beyond BBC 1Xtra, as well as BBC 3 output. How much 

emphasis should be placed on the target audience range for Radio 1, as opposed to the 

content, station profile, distinctiveness and overall attitude which is expressed through the 

music and speech output? 

The Radio 1 speech output is held in high regard by audiences, particularly the Newsbeat 

brand, and the Council would urge the Trust to consider how the service licence can 

facilitate greater exposure of this crucial service beyond the current output of hourly 

daytime bulletins and longer form reports at lunchtime and teatime. This may include 

reference to greater exposure and innovation via its digital output, together with BBC 3 

collaborative efforts. Similarly, the Radio 1 Stories brand could be broadened beyond a 

single, weekly hour long documentary slot, through greater integration with iPlayer, BBC 

online, the BBC News app and the Radio 1 YouTube channel.  

As previously stated, the Council welcomes the launch of the BBC Music brand and 

considers this will be of enormous benefit to audiences in providing strategic direction for 

the corporation’s music output, including music radio. The Council hopes that this strategic 

programme will not only look at how the key events, such as the BBC Proms or 

Glastonbury are delivered across different music radio stations, but also how the services 

cover genres regarded as more specialist and covered less on commercial radio. For 

audience members this is particularly important when looking at music genres or sub-genres 

that are covered on more than one station, for example dance music currently has specialist 

shows on Radios 1, 2 and 6 Music; what is the strategy and relationship between these 

shows? Is there sufficient signposting and distinctiveness? Given that people of different age 

ranges appreciate the same music genre, what emphasis should be placed on age ranges 

within service licenses?  

Similarly, there is genre overlap between specialist programmes on Radios 2 and 3, for 

example jazz and world music. Whilst the different approaches to the genres are noted by 

the Council, it cannot be overlooked that further consolidation of specialist shows in both 

range and genres could impact on audience appreciation.  


