
 
BPI Response to the BBC Trust Review of Music Radio Stations 

1.  BPI (British Recorded Music Industry) ltd. is the representative voice for the 
recorded music industry. Our membership comprises around 300 independent 
record labels and the three major record labels – Universal Music, Sony Music and 
Warner Music. Together, these account for more than 85 per cent of the sound 
recordings sold in the UK every year.  

2. BPI believes that the BBC is a fundamentally important part of the ecosystem for 
British music, and for the UK creative industries as a whole. BBC Radio is a critical 
part of the success of British Music and the recorded music sector. The suite of radio 
stations, taken together, provide for a mix of tastes and views, expose listeners to 
new music and give the opportunity for music to find mass audiences and target 
specific genres of interest.  

3. The Trust should be cautious that a review of the services does not reduce the huge 
diversity it offers, which the commercial sector would not be able to match. It should 
also look at the important spill over effects of the expenditure on music radio into 
the thriving UK sector for the production and export of music.  

4. The UK is a world beater in the production of music, of investing in, developing and 
breaking new acts. The availability of a range of different radio services, provided by 
the BBC, is a crucial part of that process that leads to the phenomenal success of the 
UK in music and in the creative industries as a whole.  

Importance of the Creative Industries to the UK 

5. The Creative Industries are a significant contributor to UK exports and growth. 
According to the Department for Business, Innovation and Skills, the Creative 
Industries are the third biggest export industry for the UK, after advanced 
engineering and financial services.1  

6. Recent DCMS data showed that growth of the sector in 2011 and 2012 was 9%2. 
Enders Analysis predicts that growth at this level will continue in 2013 and remain so 
in 2014 and 20153.  
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7. The Creative Industries contributed £71.4 billion to the UK’s economy in 2012, well 

over 5% of the total UK economy and an increase of 9.4% from 2011, higher than for 
any industry sector. The creative industries accounted for 8% of total UK service 
exports in 2011, an increase of 16.1% from 2009.  

8. During difficult economic times, the creative industries have grown much faster than 
the rest of the economy, accounting for 1.68 million jobs in 2012, 5.6% of the total 
number of UK jobs, an increase of 8.6% from 2011, far outperforming the UK 
economy as a whole4.  

9. Business activity is also growing in this period. 10% of registered businesses are 
engaged in the creative industries in 2013, up 17% from 20105, faster than the 
growth of all businesses.  

10. Music is one of the UK’s most successful creative industries and, after the USA, is the 
second biggest exporter of music in the world. The UK has a 13.3% share of global 
sales of recorded music up from 11.8% in 2010 and holds a 25% market share for 
sales of music in the EU6. The UK music industry contributes £3.5bn to the UK 
economy adding £1.4bn to the value of exports and 101,680 full time jobs.7 

 

11. The global reputation of the UK music industry continues to produce world beating 
talent. One Direction were the biggest selling recording artists in the world in 20138. 
The top-selling global artist album came from a British act in six of the last seven 
years7.  

12. This is part of a bigger sector that relies on the investment by record companies to 
support the significant success this country has in production of talent in music. The 
wider UK music industry contributed £3.8 billion to the economy in 2013, growing 
9%. As a whole the industry contributes £2.2 billion in exports and employs 110,000 
people.8 

13. Music also has an impact on other sectors, such as tourism. There are 6.5 million 
music tourists generating spending of £2.2 billion.9  
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14. Worldwide, the creative sector is a growth market, and the UK should be in a strong 

position to capitalise on this growth. But growth in music revenues relies on a 
constant process of investment in new artists, developing them and breaking them 
worldwide.  

15. The availability of mass audiences through BBC radio services helps that process – 
whether it is to gain a young audience or to appeal to older listeners. Worldwide 
success comes across genres, and that diversity of genres is important in helping the 
UK music industry as a world force.  

16. The Music industry provides high levels of investment through A&R spend. The 
record industry:  

 reinvests over 20% of its revenue in artist development; and  

 44% of this expenditure in the form of advances.  

17. The existence of the BBC suite of radio services gives the music industry confidence 
that the music they invest in – from classical and opera to urban and dance – will 
find an audience and be given an opportunity to build a fan base. The BBC’s services 
have no equal in the world, and the economic value of that to the UK’s economy 
goes well beyond the expenditure on individual services.  

18. The BBC is also an important part of the revenues of recorded music companies, 
artists and session musicians. The revenues from broadcast royalties flow back into 
the salaries of individual musicians and back into the investment of record 
companies. A reduction of value of music within BBC radio will reduce the 
investment available for new music in the UK. 

19. It is this cycle of investment, production, discovery, success that leads to exports and 
positive benefits for the UK economy.   

BBC Radio Formatting 

20. The music industry relies on being able to get music played on radio to reach new 
audiences. According to a 2014 survey by YouGov, the radio is still the single most 
important form of discovery for music10 with “more than six in ten (65%) music 
listeners who consciously strive to discover new music they haven’t heard before are 
more likely to discover new content via radio”. 
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YouGov (2014) How respondents typically strive to discover new music 

 

21. The importance of radio for discovery means it is important that there is enough 
diversity in the output to gives a fair access to music appealing across different 
demographics. The channels need to cater for all age groups and playlisting decisions 
need to be fair, and give a reasonable chance for music that tends to appeal to 
different demographics to have access to mass audiences through the BBC.  

22. This means the BBC Music channels have to have adequate coverage across all 
demographics and through the channel strategy, or individual formatting decisions 
on specific channels, ensure that the tastes of the British public for music across 
genres are catered for reasonably.  

23. Of course, not all discovery is of “new” music. It is important to play music that 
people know from all eras, and the BBC can, through its use of back catalogue, 
ensure new audiences are found for old music they may never have heard before. 

24. For those that responded to a question as to whether they liked music or the radio 
there is a clear cross-genre breakdown which shows that interests are extremely 
diverse and have significantly similar size of audiences. The graph below taken from 
figures in the AudioMonitor report, shows that people who are interested in the 
radio are as likely to like country as they are Hip-Hop or rap.  The UK has eclectic 
tastes and the radio portfolio of the BBC needs to reflect this.  



 
AudioMonitor (May 2014) - Which of the following are you currently interested in? Which 
of the following types of music do you generally like?  

 

25. The Audiomonitor report shows the important balance between Radio 1 and Radio 2 
audiences, and the clear segmentation of audiences for music.  However, it also 
shows that there is an wide variety in the kinds of music that radio listeners wish to 
consume.  

26. This diversity is a strong reason for the BBC to maintain a suite of channels that have, 
within its programming caters for niche audiences. BBC can have the two ends of the 
spectrum – it can supply new music to mass audiences and it can cater for very 
specific audiences. This cannot be replicated in the commercial sector.  

27. 15 to 24 year olds were more likely to listen to Radio 1 than Radio 2 and that 
although those aged 45+ were less likely to listen to Radio 1, they are the age 
bracket most likely to listen to Radio 2. 

28. The Audiomonitor research also shows a clear diversity of tastes between Radio 1 
and 2, which is crucial for the exposure of different kinds of music to new audiences. 
Radio 1 focuses on Hip-Hop/Rap, Indie/Alternative Rock and Dance, Radio 2 offers a 
mainstream pop audience but widens this for Country, Rock and Jazz enthusiasts. 

29. Formatting and playlisting decisions to target certain age groups or genre 
preferences are important. For instance the balance of age between Radio 1, Radio 
2, and 6music audiences should be designed to ensure that different age groups are 
covered.  
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30. However care must be taken not to segregate and “tribalise” the target audiences by 

encouraging age-appeal targets that may be too narrow and do not overlap 
sufficiently. Often music which is liked by young people is also liked by slightly or 
much older people and vice versa. It is dangerous to conclude that music tastes can 
be predicted by age targeting, and by trying to appeal to certain age groups by 
presenter style and attitude based on social stereotyping being associated with a 
certain style or “age band” of music.    

31. Individual formatting decisions on each station should ensure that there is enough 
diversity of genre that there is adequate coverage for the main mass market radio 
stations, and the importance of stations such as 1xtra, Radio 3 and Asian network as 
they provide for particular specialised segmented audiences.  

32. It is extremely important that BBC is careful that there is not a gap between the 
young demographic where Radio 1 is targeted and older listeners targeted by Radio 
2 where music targeted at that age group cannot find a mass audience. 6 Music is 
crucial in that regard and it is finding a growing audience as a result.  

33. 6 Music has a particular role with its public service commitment to diversity of music 
genres. There is nowhere on commercial radio that you would be likely to find Craig 
Charles’ Funk Show, Gilles Peterson’s eclectic mix of soul, hip-hop, house, afro, 
electronica and jazz, and Stuart Maconie’s Freakier Zone of experimental releases. 6 
Music has all of those shows on the same day, Saturday.  

34. Radio 3, 1Xtra and Asian Network are classic public service broadcasting. There is 
nothing quite like them in the commercial sector and are a fundamental part of the 
BBC’s core mission and the diversity of services available.  

35. Radio 3’s investment in new orchestral performances is not paralleled in the 
commercial world, and it is the only service of its kind in the UK. It supports the 
livelihoods of orchestral musicians – musicians that by being able to make a living 
out of playing also support the UK’s reputation for film scores, classical 
performances and supplying session musicians for all genres of recorded music.  

36. The availability of high quality classical musicians for recorded music is a selling point 
for recording music here in the UK. BBC Radio 3 is a fundamental part of keeping the 
high standards of classical musicians in the UK.  

37. BPI also recognises the ambition of the current Director of Music, Bob Shennan, to 
work on new ways to maximise the ability of the BBC to give greater exposure to 
British music and to new and emerging talent across its broadcast channels and 
across the bbc.co.uk/music website, the iPlayer and the Playlister service. This is an 
ambition we welcome warmly. 



 
38. BBC Introducing has have been successful in bringing new acts to attention, exposing 

music at an early stage. The use of different channels of the BBC to promote new 
artists is unique to the way the BBC is set up and is a distinct advantage over 
commercial radio. 

39. This is the main reason why there is a healthy market for both the BBC stations and 
Commercial radio to flourish. Because of the license fee and its mission, BBC can 
take more risks on new music, and help build music for BBC and commercial radio 
audiences.  

Listening habits 

40. The review specifically calls for views on where listening habits have changed. 
Demand for music, and other creative content has exploded in the digital age.   

41. For all the shifts in consumption of content, Radio is still an overwhelming mass 
medium. Rajar announced in October that 89% of the adult UK population tuned in 
to their selected radio stations each week in the third quarter of 2014.11  

42. Despite all of the channel possibilities, radio is still overwhelmingly where audio 
listening is. AudienceMonitor ask specifically on what device a previous day’s 
listening has taken place. Radio receiver is the highest, with nearly 70 of people 
having listened to radio in some form. Other forms of listening will, of course, also be 
radio but via PC etc. and 8% are expressly listening to internet radio.   
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On what device were respondents listening to audio  

 

Source: Audiomonitor.  Base 2,470 respondents who had listened to audio the previous day 

 

43. An amazing 9.3m people listen to the Radio 2 Breakfast Show with Chris Evans, 
around 5.8m people listen to the breakfast show on Radio 1. 6 Music has a growing 
audience of nearly 2m according to the Rajar figures for Q3 201412 . These are 
significant audiences in a time of theoretical disaggregation of audiences.  

44. The stations are also greatly appreciated by their listeners, with appreciation rates in 
BBC research of over 70%. 6Music is at the top of that index with up to nearly 84% 
appreciation from its listeners.13  

45. Broadcast radio is still a very significant source of listening to music and those that 
listen to other music files will also listen to broadcast radio in high numbers. Over 
80% of consumers listen to radio, according to AudienceMonitor14.   
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46. However, even where other services are used to listen to audio, radio is still 

incredibly important. The graph below shows that of those that listen to streaming 
services such as Spotify or Deezer, over 90% still listen to Broadcast radio.  This is the 
same for those that listen to digital files, e.g. iTunes, Amazon or ripped CD 
collections.    

Proportion listening to radio that also stream or use digital files 

 

Value for Money 

47. Of the BBC Radio Channels under review the main talk stations, Radio 4 and 5 live, 
are more expensive than the music stations under review. Radio 1 and Radio 2 
combined cost less than Radio 415.  

48. Radio 2 is as little as £4 a year per listener, 6Music costs £6 per year. These are 
insignificant sums for the value created. BPI would urge the Trust to look at the 
overall expenditure on music radio as significant value for money. It is a low cost part 
of the BBC’s estate and, for the reach, proportion of people listening this is very 
good value for money for the licence fee payer.  

49. Any value for money calculation should also consider the impact of the BBC’s 
expenditure in the round – on the UK economy and on the production of music 
specifically. BPI would ask that the Trust – if it has concerns over value for money – 
commissions specific economic analysis to look at the multiplier effect of music on 
the economy.  
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Conclusion 

50. The BBC’s music radio stations give extremely good value for money. They are low 
cost, yet have very high reach across all age groups. They are a crucial source of 
discovery for new music and that is of fundamental importance to listeners and 
record companies alike.  

51. BPI would urge the Trust to support the work of the BBC in creating a new BBC Music 
brand, supporting the breaking of new acts and its innovations in cross-channel 
support for music. The BBC is by far the most important place for new music and for 
music from unknown artists.  

52. BPI would urge the Trust to give specific attention to ensuring that the range of 
programming is maintained, and that all audiences, including niche music genres, 
can find a place in the BBC’s channels to listen to the music they love.  

53. The BBC Trust should ensure that through its formatting and its services, the BBC 
maintains mass audience channels for all age groups and continues to offer genre 
diversity both on its channels and within its suite of channels for niche audiences. 
This will maximise the benefit to the licence fee payer as a whole by ensuring the 
diverse musical tastes of the nation all have a home in the BBC.  

54. BPI sees no evidence from listener ratings, or from looking at the cost base of the 
music channels that there is evidence of the need for change, and that any change 
should be under the current resources and within the current suite of channels.  

55. BBC music radio is a fundamental part of the story of British success in creativity, in 
production of music talent and in building that into international success. BPI looks 
forward to working with the BBC to continue to improve the opportunities for its 
listeners to discover new artists, or re-discover old artists.  


