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Executive Summary 

I. The review 

The BBC Trust launched its review of the BBC’s provision of content and services to younger 
audiences aged 13 to 34 in September 2008, as part of its rolling programme of service reviews as 
required in the Charter and Agreement. This document is the BBC Executive’s submission to the 
review. 

September 2008 Review begins; public consultation launched 

Autumn/Winter 2008 
Trust gathers evidence from BBC Executive, public consultation, 
audience research and other sources 

Winter 2008/9 Trust analyses data and prepares report 

Spring 2009 Report finalised and published by the Trust 

II. The scope of this submission 

This submission focuses on the BBC’s provision to younger audiences through three youth-
targeted services: Radio 1, 1Xtra and BBC Three1. It also considers how the BBC is serving this 
audience across its portfolio of services, as well as with content targeted to this age group from 
Formal Learning and BBC Switch.  

This submission is designed to  
� Provide understanding and insight into the 13-34 age group and their media habits  
� Describe the BBC’s overall strategy for its provision to younger audiences aged 13-34 and 

evaluate how the BBC is performing amongst this age group (section 2)  
� Outline and evaluate the performance of the BBC youth-targeted services against their 

Service Licences, delivery of the BBC’s purposes and the reach, quality, impact and value for 
money (RQIV) framework 

� Describe the BBC’s strategy for its future provision for younger audiences aged 13 to 34 and 
propose changes to existing Service Licences, where appropriate (section 5)  

III. The 13 to 34 Audience 

� The years 13 to 34 encompass a very wide range of life stages, from school age children to 
parents and married couples  

� Younger audiences are extremely media literate, having grown up with new technology as an 
integral part of their education, work and leisure time 

� All broadcasters, including the BBC, find it challenging to serve this demographic effectively, 
competing for their time and attention with the likes of games consoles, mobile phones and 
social networking websites, as well as a wide range of alternative content providers 

IV. Overall BBC provision for younger audiences 

The BBC’s relationship with younger audiences has traditionally been one of its biggest challenges. 
While the BBC has a long history and heritage in providing targeted content to UK children, from 
the age of 13 onwards their relationship with the BBC weakens in the face of lifestyle changes, 
greater competition from other broadcasters and media providers and wider access to new media 
technology. This challenge is not unique to the BBC, but meeting it is critical to the BBC’s future 

1 BBC Asian Network is not within the scope of this Review and will be reviewed by the BBC Trust at a later date   
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ability to serve all UK audiences and deliver its public purposes in a way and form that meets 
audience expectations. 

In order to meet this challenge, the BBC provides targeted content for young audiences as part of 
a wider portfolio including more mainstream services. From the introduction of Radio 1 in the 
1960s to the recent launch of BBC Three, the BBC aims to translate the public purposes into a 
form that younger audiences understand and value, by supporting their role as citizens, helping 
them learn, reflecting their lives back to them, entertaining them and letting them escape, 
exploring new digital technologies and providing an informed perspective on the world.   

Summary of performance: 
� The mainstream BBC services continue to play an important role in reaching a younger 

demographic: in the BBC portfolio, BBC One has the highest reach to 13 to 34s, followed by 
Radio 1, BBC Two, bbc.co.uk and BBC Three2 

� Claimed cross-platform reach to the BBC is decreasing among 13 to 34s, with the main 
declines in television. Online reach is growing while radio is stable 

� On television, the BBC reaches more young audiences than any other broadcaster, but as a 
portfolio has been declining more quickly than Channel 4, five and Sky. BBC Three now 
makes a material contribution to portfolio share among this age group 

� On radio, commercial radio leads over the BBC (in contrast to among all audiences) but has 
been declining while BBC radio has grown. Growth has mainly been driven by Radio 1 

� Across television and radio there have been declines in reach at the younger end of the age 
bracket: teens and 18 to 21s 

� Online reach to the young is growing: almost half of 16-34s now access the BBC website on 
a weekly basis 

� Younger audiences are as likely as over 35s to be high approvers of the BBC, but fewer are 
‘glad the BBC exists’ and believe that the BBC represents good value for money  

Building on the BBC Trust’s Purpose Remit Survey3, Management commissioned two pieces of 
research to inform this submission, evaluating the BBC’s provision to younger audiences, framed 
around the public purposes. Quantitative research from YouGov surveyed over 6,000 people4, 
assessing the personal importance of purpose-related statements and how respondents perceived 
the BBC and a range of other media organisations performed against them, whilst qualitative work 
from Sparkler explored how well audiences felt the BBC was serving them, with reference to the 
BBC public purposes. 

Summary of the quantitative research 
� Younger audiences attribute a higher personal importance than over 35s to more innovative, 

risk-taking content, as well as statements related to the ‘Emerging Communications’ purpose 
� By contrast, statements related to the ‘Citizenship and Civil Society’, ‘Global’ and ‘Education 

and Learning’ purposes were rated less important by younger respondents than over 35s 
� The BBC performed strongly among 13-34s on the ‘Citizenship and Civil Society’, ‘Global’ and 

‘Education and Learning’ purposes, but less well on ‘Creativity and Cultural Excellence’ 
statements (“have lots of fresh and new ideas” and “not afraid to try new things”) and 
Nations and Regions statements (“reflects the lives, interests and experiences of younger 
audiences”) 

� Channel 4 generally outperformed the BBC and other media organisations on ‘Culture and 
Creativity’ statements 

� Social networking websites play an important role for younger audiences in reflecting their 
lives, interests and experiences back to them, and bringing them new talent 

2 BARB, Rajar, TNS Tracker. Year to June 2008 
3 BMRB, April 2007 
4 Nationally representative survey 
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Summary of the qualitative research: 
� Younger audiences value the BBC and its public purposes, in particular its news output, 

promotion of British culture and music provision 
� They viewed Channel 4 as providing the most content for young people 
� Radio 1 and BBC Three were spontaneously identified as providing for young people 
� Online services are very important to this group, both bbc.co.uk and iPlayer in particular 

IV. Performance of services targeted to younger audiences 

The BBC’s youth-targeted services aim to build their own individual, distinctive identities, while 
working together in a complementary way to support delivery of the BBC’s public purposes, for 
example in covering large-scale events (e.g. music festivals) and delivering impact for learning 
activities. There is crossover in reach: almost half (48%) of 15-34s consume at least one of the 
BBC’s youth targeted services on a weekly basis, of which 20% only watch BBC Three, 16% only 
listen to Radio 1, and 11% consume both5. Building on the ambitions laid out in Delivering Creative 
Future, Management believes there is an opportunity to encourage greater coordination across 
television, radio and online youth-targeted content in the future, particularly in the areas of 
learning and social action campaigns.   

The performance of the BBC’s youth-targeted services is summarised as follows: 

Radio 1 
� Youth-targeted service established in 1967, with a strong heritage in the UK making a major 

contribution to the reach of the BBC Radio portfolio amongst the young  
� Has seen growth in reach (now 5.1m) and share (now 27%) amongst their target age group 

(15-29s); awareness among 15-29s remains high (75%) but has fallen as a result of greater 
competition 

� 60% of Radio 1’s audience listen to no other BBC service  
� Radio 1’s average age is within its target age group: 27 (median); 29 (mean)6 

� The station is highly distinctive from commercial youth-targeted stations, in terms of its high 
levels of speech and support for new, UK and live music 

� Audiences value Radio 1’s distinctive remit in supporting new, UK and live music, while 
Newsbeat shows how the BBC can successfully deliver news to the young 

� Multiplatform and interactive elements are helping to maximise impact among this audience 
� There is potential for Radio 1 to be more ambitious with its social action initiatives and 

increase the impact of opt-out programmes in the Nations  

1Xtra 
� Reach has grown considerably since its launch in 2002 (580k7) but is limited by digital-only 

availability and the specialist nature of its schedule. Awareness remains low 
� Among its listeners and the record industry, the station is highly valued in its support for UK 

black music 
� The station offers a comprehensive news service, but management proposes leveraging 

learnings from Radio 1’s news provision to deliver this in a way that better meets the needs 
of a younger listenership 

5 PBTS. Year to June 2008 
6 Rajar 4+. Year to June 2008 
7 Rajar 4+ weekly reach. Year to June 2008, 12 month weight 
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BBC Three 
� Has seen strong growth in reach and quality measures since its launch in 2003, particularly 

among its target audience and teens. The bulk of the channel’s growth is consistently driven 
by its own UK produced originations 

� BBC Three now contributes to BBC portfolio share to the young. Over half a million BBC 
Three viewers watch no other BBC television channel 

� The channel has a disproportionate share of viewing on iPlayer compared to linear, and the 
catch-up service makes a material contribution to reach for certain programmes 

� Is developing into a recognised youth brand with overall quality perception and awareness 
among 16-34s gaining steadily 

� Has built a reputation for new, innovative British comedy, but there are opportunities to build 
similar credentials in drama and entertainment 

� Has supported a rich slate of ‘serious’ factual output and rates better than other youth-
targeted services on the Education and Learning purpose statements. There is, however, an 
opportunity to get more credit and recognition for this output 

� The constrained availability of BBC Three means the channel is unavailable to younger 
audiences when they start to watch television, limiting its impact, reach and value for money 

Other content targeted to younger audiences: 
� Learning products such as Bitesize drive reach and impact among the young and learning 

campaigns use BBC broadcast output in imaginative, engaging ways for younger audiences 
� In its first year of launch, BBC Switch has established a distinctive position in its provision of 

UK originated content to teenagers. Management will continue to review the performance of 
BBC Switch while seeking opportunities to build reach and impact 

V. Future strategy 

The BBC’s youth services act as a vital bridge from early teens to mid-30s – providing continued 
value to licence fee payers as they move from one life stage to the next and supporting the future 
health of the rest of the BBC portfolio. This submission has identified the challenges that the BBC 
must address to remain relevant to today’s and tomorrow’s young people, highlighting the need 
to: 
� Constantly evolve and develop across multiple platforms to stay relevant and deliver value to 

younger audiences who will remain in the vanguard of new technology take-up and highly 
value the BBC’s ‘Emerging Communications’ purpose 

� Continue providing services that are clearly differentiated from the market 
� Meet this audience’s desire for fresh and new ideas and the need to take creative risks 
� Continue providing targeted content that reflects the lives, experiences and 

communities of young people in the UK 
� Deliver the best creative content to meet fast-changing audience habits and 

preferences 
� Fill the gaps in the value the BBC delivers to younger audiences, in particular teens and 

ethnic minorities 
� Drive higher impact among the young in key genres, including drama and 

entertainment on BBC Three, social action campaigns on Radio 1 and news on 1Xtra 

The future strategy of the BBC’s provision for this audience will aim to address these challenges 
and will build on the plans agreed with the BBC Trust in Delivering Creative Future: providing 
distinctive public service content that appeals to young people’s interests, needs and attitudes 
through its youth-targeted services; providing content for broad audiences, including the young, 
through its mainstream services; and strengthening the BBC’s on-demand proposition to better 
deliver the public purposes in a digital world. This strategy can be best summarised as follows:  
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Radio 1 and 1Xtra: 
� Engage and develop closer connections with the next generation of listeners through the 

Switch zone and supporting new, younger presenting talent 
� Build Radio 1 and 1Xtra’s visual and video offer to exploit new media opportunities as they 

arise – meeting the audience’s desire to see as well as hear the station 
� Enrich the Radio 1 and 1Xtra offer online with more targeted multiplatform, interactive and 

on-demand content, in order to reflect listeners’ changing media habits and better deliver the 
BBC’s public purposes 

� Further develop social action as a core part of what Radio 1 offers, both through campaigns 
that tackle issues of concern to younger listeners, and continued provision of a regular weekly 
advice show 

� Develop closer ties and partnerships with other areas of the BBC to make audiences more 
aware of the full range of the BBC’s offering to young audiences, in particular for major events 
and through cross-promotion on BBC iPlayer 

� Drive greater impact from the Radio 1’s opt-out programmes in the Nations 
� Consolidate 1Xtra’s position as the home of UK black music, building reach and awareness 
� Grow reach and impact of 1Xtra by changing the format of its news provision and reviewing 

its music-related Service Licence conditions (subject to relevant approvals) 

BBC Three: 
� Invest in new UK-produced multi-genre content for younger audiences, innovating and

investing in new British talent 
� Continue to build its reputation for ‘serious’ factual programmes for young audiences 
� Better connect with younger audiences through a more coherent and consistent drama offer 
� Build a stronger, more consistent slate of entertainment programming 
� Continue to be a genuine innovator and risk-taker with multiplatform, further developing this 

content as a core part of its offer 
� Improve BBC Three performance in pre-watershed, widen availability and maximise reach, 

impact and value for money by extending the transmission hours of BBC Three to 3pm 
(subject to relevant approvals)  

VI. Proposals for changes to Service Licences 

� Management proposes widening availability and maximising the reach and consumption of the 
BBC’s offer for young people on television by extending the transmission hours of BBC 
Three to start from 3pm (subject to relevant approvals), allowing the BBC’s targeted teens 
offer to have more impact, as well as benefitting BBC Three’s performance among its target 
age group 

� In order to better meet the expectations and habits of younger audiences, and enable the 
continued growth of the station, Management proposes an adaptation of the current 
1Xtra news provision Service Licence condition, bringing it in line with the Radio 1 
news provision condition that supports the highly successful Newsbeat 

� Management proposes working with the BBC Trust to review the extent to which 1Xtra can 
grow reach whilst fulfilling all its Service Licence music-related conditions, examining 
whether any of those conditions should be amended to attract more listeners whilst still 
maintaining a highly distinctive music policy 

Management would also like to consider changing the approach to the Service Licences for Radio 
1, 1Xtra and BBC Three to better reflect their multiplatform approach. This could potentially 
change them from television / radio licences to ‘Multiplatform Brand Licences’, reflecting how 
interactivity and on-demand have developed beyond enhancement and experimentation to 
become a core part of the services and their delivery of the public purposes. This is subject to 
further discussion with the BBC Trust and will be aligned with bbc.co.uk discussions around 
budget allocation and the similar proposals that formed part of the Children’s Review. 
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1. Understanding the Audience 

1.1 Key Points 
� The years 13 to 34 encompass a wide range of life stages, from school age children at 

the lower end, to parents and married couples at the older end  
� Younger audiences are extremely media literate, having grown up with new technology 

as an integral part of their education, work and leisure time 
� All broadcasters, including the BBC, find it challenging to serve this demographic, 

competing for their time and attention with the likes of games consoles, mobile phones 
and social networking websites 

1.2 The audience 
There are approximately 17.5 million people between 13 and 34 in the UK – just under 30% 
of the total population. The years 13 to 34 are important formative years, during which 
young people finish their full-time education, begin to work and develop their careers and 
they move from being dependents to almost half having their own children by the age of 34. 
Splitting the age group into four broad life stages highlights this: 

13-17s 18-21s 22-29s 30-34s 

3.9 million 

>97% in full-time 
education 

3.3 million 

While ~50% are still 
in full-time 

education, 36% are 
working full-time 

6% are parents / 
guardians 

10% are married or 
living as married 

6.5 million 

Majority (62%) work 
full-time, although 
10% in full-time 

education 

Almost a third are 
parents / guardians 

58% are married or 
living as married 

3.9 million 

>70% work full-time 

Half are parents / 
guardians 

75% are married / 
living as married 

Source: ONS, BARB 2008 

Younger audiences represent one of the most diverse demographic groups in the UK today 
– and are significantly different to previous younger generations. Young people are more 
likely to be ethnically diverse: while 89% of all adults are white, this proportion drops to 84% 
among 15-34s. Previous generations of young people were more likely to have children and 
marry younger than young people are now. 

Younger audiences today are extremely media literate. They are the first adult group in the 
UK to have grown up during the proliferation of new radio and TV channels, the rise of 
broadband, computer games, mobile phones and latterly digital television and radio. At the 
lower end of the age range, younger audiences have grown up with access to computers and 
multimedia in school; while many young people have home access to broadband, own 
sophisticated mobile phones and MP3 players and participate in online social networking. 
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The new landscape is reflected in the importance young audiences ascribe to different 
technologies8: 

� Among all adults the five main terrestrial TV networks dominate with 24% choosing 
them above all other media. Among 25-34s this drops to 17%; among 18-24s to 9%; 
among 12-17s to just 7% 

� The media that 12-17s and 18-24s would choose above all others is their mobile 
phone, followed by computers and broadband internet. The five main terrestrial 
networks are fourth  

� Games consoles feature in the top five media among 12-17s and 18-24s 
� Radio does not feature at all in the top five media for younger audiences (although 

reach to radio content remains high) 

The BBC’s Emerging Media Study in 2007 plotted the sophistication of UK audiences based 
on their ownership and usage of digital media. This curve is clearly more advanced for 
younger audiences – and particularly pronounced among teens:  

All 16-34 aged 12-17 

0% 
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4% 

6% 

8% 
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0-4 5 to 10 to 15- 20- 25- 30- 35- 40- 45- 50- 55- 60- 65- 70- 75- 80- 85- 90- 95- 100+ 
9 14 19 24 29 34 39 44 49 54 59 64 69 74 79 84 89 94 99 

Uses few 
Digital Media Spectrum 

Users of lots of 
digital media digital media 

Source: BBC Emerging Media Study 2007 

Young people are much more likely than older audiences to have access to new media 
technologies, as well as using existing technology in more sophisticated ways. They are more 
likely to: 
� Spend money on gadgets: most own an MP3 player, a digital camera, a sophisticated 

mobile phone or a games console 
� Consume television or radio content on-demand; timeshift programmes on a PVR 
� Download music from the internet – both legally and illegally 
� Subscribe to podcasts 
� Use their mobile phone to take videos, listen to music or access the internet 
� Want to watch television on their mobile phone 
� Use the internet for entertainment purposes: for social networking, setting up their own 

blog or uploading a video of themselves 

8 BBC Emerging Media Study, 2007 
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� Watch user-generated content on the internet – and claim to value it as highly as 
professionally-made content9 

The pace of technological change is unlikely to slow in the near term, with on-demand likely 
to become an ever more common method of consumption in a landscape of increasing 
media convergence. If the habits of today’s young people are suggestive of generations to 
come, the BBC must tailor its offer to ensure it remains relevant. 

1.3 Younger Audiences’ Consumption of Media 

1.3.1 Television 
On television, reach10 to 13-34s is lower than for all audiences (88.0% versus 93.1%) and has 
experienced the sharpest declines (-2% points since 2003, compared to -0.4% for all 
audiences); this is particularly pronounced among 18-21s (-4.7% points since 2003). On 
average younger audiences consume around two hours less than they did ten years ago11. 

10 

12 

14 

16 

18 

20 

22 

24 

26 

Born in 
1990 

(hours per week) TV Consumption as viewers age 

Age 

Born in the 
1960s & 
1970s 

Born in 
1985 

Born in 
1995 

10 11 12 13 14 15 16 17 18 19 20 21 22 23 24 25 26 27 28 29 30 31 32 33 

Source: BARB, TRP 

The growth of multichannel has made a much wider range of content available to younger 
audiences, fragmenting viewing. 470 television channels now broadcast in the UK, compared 
to around half that number in 200212. While the five main networks accounted for 68% of 
13-34 viewing in 2003, these channels represented just 48% of 13-34 viewing in 200813. 
While BBC One remains the most popular television channel among younger audiences in 
terms of reach and share, a number of youth-targeted are now available (e.g. E4, ITV2, Sky 1, 
Virgin 1) as well as specialist channels that appeal to younger audiences’ interests, e.g. music 
channels. However, the growth of multichannel has not led to a growth in the provision of 
originated PSB content to younger audiences: youth-targeted services from other 
broadcasters generally show US acquisitions and repeats of terrestrial network 
programming.  

9 Ofcom Communications Market Report 2008 
10 BARB, 15 minute weekly reach. Year to June 2008 
11 BARB, TNS, TRP 
12 Ofcom Communications Market Report 2008 
13 BARB, TRP. 13-34 share. Year to June 2008 
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The introduction of catch-up video on-demand services from the major broadcasters was a 
major step change in the provision of television content to audiences and will play an 
increasingly important role going forward. On-demand extends the availability and 
accessibility of television content, enabling viewers to watch television content when and 
where they want to. This is particularly important for younger audiences who are more 
likely to use on-demand services as they are more suited to their lifestyle and expectations.  

The most popular television programmes among 13 to 34s are mainstream programmes 
such as soaps and talent shows. Programmes such as Top Gear, Big Brother and Heroes 
achieve high 13-34 audiences and skew to a younger demographic.  

Top 10 Television Programmes among 13-34s14 

Average Audience Composition Index 
Site Channel (000) by 13-34s 

1 Britain's Got Talent Final Result ITV1 3,011 75 
2 The X Factor ITV1 2,900 93 
3 Eastenders BBC1 2,887 85 
4 The Apprentice BBC1 2,617 97 
5 Britain's Got Talent ITV1 2,485 72 
6 Top Gear BBC2 2,367 121 
7 Dancing On Ice ITV1 2,318 66 
8 Uefa Champions League Live ITV1 2,264 78 
9 Big Brother CH4 2,191 131 

10 Coronation Street ITV1 2,189 57 
Source: BARB 

1.3.2 Radio  

Radio reach to 13-34s has remained steady at around 16 million15, although as a proportion 
of the total population this represents a decline of 2.7% points since 2003 to 88.9% in 2008. 
Younger listeners have always listened less than those over thirty, but this gap is increasing. 
In 2003, 13-17s listened for around eighteen hours each week, compared to around fifteen 
hours in 2008. This compares to around 24 hours per week for over 30s in 2008.  

The way audiences are consuming radio has changed significantly over recent years. Ten 
years ago radio was available via traditional radio sets, stereo systems and some portable 
music devices. Now, audiences can access radio stations online, on digital radio sets, on their 
digital television and by mobile phone. The launch of RadioPlayer by the BBC in 2002 also 
created the opportunity to listen to radio on-demand via the internet, while the introduction 
of podcasts has allowed audiences to download radio content for portable listening. 31% of 
adults16 tune into digital radio each week. Younger audiences are more likely than older 
audiences to listen digitally via digital television and the internet, while DAB listening is more 
skewed to older audiences. On average each month in 2008, there were 4 million UK on-
demand listening hours to the BBC17 and around 7.4 million BBC podcasts downloaded in 
the UK18. 

14 BARB, January to September 2008 
15 Rajar, 4+ weekly 15 minute reach. Year to June 2008 
16 Rajar, Q308 
17 SAGE. Year to June 2008. Data after June 2008 is not robust following integration of RadioPlayer into iPlayer 
18 SAGE. Year to September 2008 
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Competition in the radio market is very different to television, with a wide range of local, 
regional and national stations. In 2002 there were an estimated 345 local, regional and 
national stations broadcasting19, However, the number of stations available to listeners was 
limited depending on their location. The launch of digital radio expanded this choice -
increasing the number of stations to 397 and widening the availability of regional services to 
cover much more of the UK. Commercial radio has traditionally focused on listeners aged 
between 25 and 45 through delivering music-based services, but the arrival of digital led to 
more youth-targeted stations such as Kerrang! and The Hits, and the wider availability of 
stations such as XFM. Consolidation in the market has also led to some local and regional 
stations becoming quasi-national brands, for example Heart and Galaxy. 

1.3.3 Online 

Access to broadband internet has increased significantly over recent years to around 58% of 
the UK population. Broadband access is particularly common among younger audiences – 
with more than two thirds of 16-34s having broadband in their home20. As data speeds have 
grown faster, the internet has increasingly become a form of entertainment – particularly so 
among younger audiences. Young audiences use the internet for gaming, social networking, 
communicating with friends, catching up on the news, listening to music and watching video 
– whether from traditional broadcasters or user-generated content. Although YouTube was 
only founded less than four years ago, people now watch hundreds of millions of videos a 
day. Every minute, ten hours of video is uploaded to the website21. 

Reflecting their wider range of activities online, the young spend close to twenty four hours 
on the internet at home each month (almost 3 hours longer than over 35s)22 and account 
for a third of all internet use (despite only representing a fifth of the population)23. The most 
popular websites for young people are similar to those for all audiences, i.e. Google, MSN 
and Yahoo, while certain sites such as Facebook and Apple skew younger than the average. 
The BBC website comes fifth, but skews slightly older. 

Top 10 websites for 13-34s24 

Unique Audience Composition Index by 13-
Site (000) 34s 

1 Google 10,788 101 
2 MSN/Windows Live 9,762 114 
3 Facebook 7,131 140 
4 Yahoo! 6,680 100 
5 BBC 6,523 96 
6 Microsoft 6,420 100 
7 YouTube 5,793 116 
8 eBay 5,541 98 
9 AOL Media Network 4,789 111 

10 Amazon 4,325 90 
Source: Nielsen 

19 Ofcom Communications Market Report 2008 
20 TNS Tracker, September 2008 
21 YouTube 
22 Nielsen. 16-34s, August 2008 
23 Ofcom Communications Market Report 2008. 18-34s, 
24 August 2008 
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2. BBC Provision for Younger Audiences 
2.1 Key Points 
� Delivering Creative Future laid out the BBC’s strategy to serve younger audiences both 

through the mainstream and youth-targeted services 
� BBC One and Radio 1 are the two biggest services in terms of reach to younger 

audiences; BBC Three is now fifth (after BBC Two and bbc.co.uk)25 

� Overall BBC television performs less well among younger audiences when compared to 
all audiences, while BBC radio reach and share among 13-34s have been growing 

� Younger audiences attribute more personal importance to some ‘Culture and Creativity’ 
and ‘Emerging Communications’ purpose statements than over 35s26. By contrast 
statements related to ‘Citizenship and Civil Society’, ‘Global’ and ‘Education and 
Learning’ are rated less important compared to older audiences 

� The BBC performed strongly among 13-34s on the ‘Citizenship and Civil Society’, 
‘Global’ and ‘Education and Learning’ purposes, but less well on ‘Creativity and Cultural 
Excellence’ statements (“have lots of fresh and new ideas” and “not afraid to try new 
things”) and Nations and Regions statements (“reflects the lives, interests and 
experiences of younger audiences”) 

� Channel 4 generally outperformed the BBC and other media organisations on ‘Culture 
and Creativity’ statements, while the social networking websites play an important role 
for younger audiences in reflecting their lives, interests and experiences back to them, 
and bringing them new talent 

2.2 The BBC’s Strategy for Younger Audiences 

The BBC’s relationship with younger audiences has traditionally been one of its biggest 
challenges. While the BBC has a long history and heritage in providing targeted content to 
UK children, from the age of 13 onwards their relationship with the BBC weakens in the 
face of lifestyle changes, greater competition from other broadcasters and media providers 
and wider access to new media technology. This challenge is not unique to the BBC, but 
meeting it is critical to the BBC’s future ability to serve all UK audiences and deliver its 
public purposes in a way and form that meets audience expectations. 

In order to meet this challenge, the BBC provides targeted content for young audiences as 
part of a wider portfolio of more mainstream services. From the introduction of Radio 1 in 
the 1960s to the recent launch of BBC Three, the BBC aims to translate the public purposes 
into a form that younger audiences understand and value, by supporting their role as 
citizens, helping them learn, reflecting their lives back to them, entertaining them and letting 
them escape, exploring new digital technologies and providing an informed perspective on 
the world. 

The BBC’s six year plan Delivering Creative Future set out Management’s plans to serve all 
licence fee payers better, both by nurturing its heartland audiences and by reaching out to 
those who use the BBC less often. Younger audiences were identified as one of these 
harder-to-reach audiences. The Delivering Creative Future strategy for younger audiences 
can be summarised as follows:  

i. Content for targeted audiences 

25 BARB, Rajar, TNS Tracker. Year to June 2008 
26 YouGov, September and October 2008 
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� Use audience-targeted services (Radio 1, 1Xtra, BBC Three) to provide public 
service content that appeals to young people’s interests, needs and attitudes 

� A particular gap in provision was identified among the teen audience, leading to the 
launch of BBC Switch with targeted content on television, radio and online 

ii. Content for broad audiences, including the young 
� Use the mainstream services to deliver the public purposes to a broad audience, 

including the young 
� Continue investing in genres of broad appeal – notably drama, entertainment and 

comedy – which deliver value to hard-to-reach groups without compromising the 
BBC’s relationship with the heartland 

iii. Stronger on-demand proposition 
� Better deliver the BBC’s purposes in a digital world by increasing the accessibility of 

BBC content through availability via on-demand platforms and supporting the 
delivery of content in new forms and ways to engage audiences better.  This will 
particularly benefit younger audiences who are more likely to have broadband access 
and use new platforms to access media content 

Delivering Creative Future also supported greater use of repeating to create more value for 
licence payers and increase the impact of BBC originations. For example, BBC One 
programmes transfer to BBC Three to attract audiences to the digital channel and vice-
versa. 

The youth-targeted services considered in this review are Radio 1 (15-29s); 1Xtra (15-24s) 
and BBC Three (16-34s). BBC Asian Network also targets a younger demographic (under 
35s) but is not included in this review27. The BBC also creates teen-targeted content 
through BBC Switch (television, radio and online content for 12-17s), BBC Bitesize (a 
revision and recap service for 6-16s), BBC Blast (creative skills development for disengaged 
youngsters aged 13-19) and Learning Zone Broadband (a clips-based resource for use in the 
classroom). Beyond the age of 18, specific skills and knowledge are catered for by the 
broader adults Formal Learning portfolio, e.g. RaW – which helps adults with basic literacy 
skills. Learning campaigns work across the BBC portfolio to maximise impact, for example 
the Thread campaign covered the issue of ethical fashion, working across BBC Three (Blood, 
Sweat and T shirts), bbc.co.uk (/thread), BBC Blast (Thread fashion show) BBC Switch and 
BBC Two (Twiggy’s Frock Exchange). 

2.3 Performance of the BBC among Younger Audiences 

2.3.1 Reach, Quality, Impact, Value 
Claimed reach of young people to the BBC has dropped over the past five years, from 95% 
in 2003 to 92% in 200828. There have been declines to news output in particular from 74% in 
2003 to 69% in 2008. The main decline has been in television (-5% pts), while bbc.co.uk 
reach has increased by 15% pts and radio has remained steady. Reach declines are most 
pronounced at the younger end of the age bracket. 

The most important BBC service in reaching 13-34s is BBC One (11.1m per week), followed 
by Radio 1 (7.4m per week), BBC Two (7.0m), bbc.co.uk (4.9m) and BBC Three (3.9m)29. 

In terms of quality, the same proportion of 15-34s as over 35s are high approvers of the 
BBC (37%)30, with the average score from younger audiences slightly higher. Almost half 

27 BBC Asian Network will be reviewed by the BBC Trust at a later date.  
28 PBTS, based on ‘watch nowadays’, 15-34s only. Year to June 2008 
29 BARB, Rajar, TNS Tracker. Year to June 2008 
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(45%) of younger audiences are ‘glad the BBC exists’, less than over 35s (49%). On value 
metrics31, 50% of 15-34s give the BBC a score of 5 or more (in line with all adults at 54%) 
while 16% are high approvers, less than all adults (21%). Approval of the BBC on this 
measure weakens towards the older end of the age bracket as economic independence 
increases.  

Television:32 

• BBC reaches more young people than other broadcasters, but as a portfolio it has been 
declining more quickly than the Channel 4, five and Sky portfolios33 

- 75.9% 13-34 weekly reach34 to BBC TV, versus 66.2% to ITV, 65.9% to Channel 
4 and 39.7% to five portfolios 

- 6.5% pts decline in BBC TV reach to 13-34s since 2003 (albeit from a higher 
base), versus +6.2% pts for Channel 4, +1.4% pts for five and +1.7% pts for Sky. 
ITV’s portfolio reach has declined by almost 8% pts during the same period 

• The BBC TV portfolio has been performing below average among certain age, 
geographic, sociodemographic and ethnic groups 

- Overall lower reach to 18-21s and teens, as well as young people in lower 
sociodemographic groups, non-whites and in the Nations 

- Reach declines particularly pronounced at the younger end of the age bracket: 
18-21s (-12% pts) and 13-17s (-9% pts) 

• BBC news is judged by 13-34s to be by far the best provider of news and current affairs 
on television, however reach has been declining 

- >7m 13-34s reached each week35 (43.5%) 
- Decline of 11.6% points of reach since 2003 
- Most important television news programmes to reach younger audiences are 

News at Ten (3.5m) and BBC Breakfast (2.4m) 
- Half of 13-34s believe the BBC to be ‘best for news’, versus 15% for both Sky 

and ITV36 

• These trends are not reflected on BBC Three, which has been playing an increasingly 
important role among younger audiences (see section 3.3) 

• Around one third of 16-34s in digital homes access BBC red button services37 

• Favourability towards the BBC among younger audiences is in line with all adults – with 
a mean score of 6.2 versus 6.3 among all adults38 

30 PBTS, 15-34s only. Year to June 2008 
31 “The BBC represents good value for the licence fee”, PBTS, year to June 2008. Rate highly = score 8-10 
32 BARB, 13-34s, year to June 2008, unless otherwise stated 
33 Since 2003 
34 BARB, weekly 15 minute reach 
35 BARB, weekly 3 minute reach 
36 PBTS 
37 TNS Tracker, August 2008 
38 PBTS, year to June 2008 
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2003 – 2008 13-34s Weekly 15+ Reach to BBC Television by Age Group 
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Radio39: 
• Among 13-34s commercial radio leads over the BBC, but has been declining while BBC 

radio has grown  
- Commercial radio reach has declined by 7.4% pts since 2003 to 71%, while BBC 

radio has grown by 1.1% pts to 60.4% 
- Share among 13-34s: commercial radio 55%, BBC radio 43% 
- 2003-08 BBC radio growth >2% in average hours listened, versus 18% decline in 

commercial radio 
• BBC radio performance among 13-34s has been in line with or better than its 

performance among all audiences (4+) 
- 2003-08 reach growth of 1.1% pts, versus 1.3% pts for all audiences  
- Share growth of 8% pts, versus 3.9% pts for all audiences during same period  

• Growth is driven by the older end of the age bracket: reach to teens and 18-21s is 
steady or down (albeit at a lower rate than all radio) 

• More than half of 13-34s listen to news output from BBC radio, an increase of 1% pt  
since 2003. This has been mainly driven by Radio 1  

• BBC radio is strong in Wales, reaching 72% of 13-34s, compared to 61% in Northern 
Ireland, 60% in the UK overall, 60% in England and 55% in Scotland 

39 Rajar, 13-34s, 15 minute reach. Year to June 2008 unless otherwise stated 
* This data represents year to June 2008. 
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Online: 
• Just under half (46%) of 16-34s visited bbc.co.uk in September 2008, up from 32% in the 

same month 2003. This is in line with reach to all adults (46%)40 

• Maximising access to BBC content is key to this age group:  
- 37% of 16-34s with internet access also consume BBC content on third party 

sites41 

- Just over a third of 16-34s access BBC content on their mobile each month42 

• The BBC news website reaches around 2.7m 13-34s each month43 

2.3.2 Performance against the BBC public purposes 

Building on the Trust’s Purpose Remit Survey, Management commissioned two pieces of 
research to inform this review, evaluating the BBC’s provision to younger audiences, framed 
around the public purposes. Quantitative research44 surveyed over 6,000 people assessing 
the personal importance of purpose-related statements and how respondents perceived the 
BBC performed against them, whilst qualitative work  discussed how well audiences felt the 
BBC was serving them, with reference to the BBC public purposes. 

Quantitative Research 
The YouGov research revealed that younger audiences attribute a higher personal 
importance than over 35s to more innovative, risk-taking content, overindexing on 
statements such as “not afraid to take risks and try new things” as well as statements related 
to the ‘Emerging Communications’ purpose (“provide content and programmes in a variety 
of ways”). By contrast, statements related to ‘Citizenship and Civil Society’, ‘UK to the 

40 TNS Tracker, September 2008 
41 TNS Tracker, Q3 2008 
42 TNS Tracker, September 2008 
43 Nielsen, July 2008 
44 YouGov, September and October 2008. Nationally representative survey 
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World and World to the UK’ and ‘Education and Learning’ were rated less important by 
younger audiences than older respondents.   

In terms of the BBC’s performance against the statements, the BBC performed strongly 
among 13-34s on the ‘Citizenship and Civil Society’, ‘UK to the World and World to the 
UK’ and ‘Education and Learning’ purposes, but was judged to be underperforming overall 
against two statements: “have lots of fresh and new ideas” and “not afraid to try new 
things”. The BBC also performed less well on ‘Nations and Regions’ statements but this 
purpose was judge to be less important than other purposes for 13 to 34s. 

Personal Importance Versus  
BBC Performance among 13-34s45 
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The YouGov research evaluated the BBC’s performance alongside a group of other media 
organisations, including traditional broadcasters, platform operators and websites. While the 
BBC rated highest on statements related to ‘UK to the World & World to the UK’ and 
‘Citizenship & Civil Society’ purposes, Channel 4 performed particularly strongly on ‘Culture 
& Creativity’. The social networking sites play an important role among younger audiences in 
reflecting their lives and interests and bringing them new talent. 
� The BBC scored significantly higher than the other organisations on statements such as 

“help you know and understand what is going on in the world” and “makes news and 
current affairs interesting to you” 

� While the BBC scored much higher on “help you learn new things”, Channel 4 was 
rated slightly above the BBC on “not afraid to deal with serious issues” 

� Channel 4 generally outperformed the BBC and other media organisations on ‘Culture & 
Creativity’ statements, including “have lots of fresh and new ideas” and “not afraid to 
take risks and try new things” 

45 YouGov, September and October 2008 
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� YouTube was rated highly on a number of ‘Culture & Creativity’ statements, including 
“wide range of enjoyable and entertaining programmes and content”, “have lots of fresh 
and new ideas” and “not afraid to take risks and try new things”  

� In general the social networking sites were deemed to better reflect the lives and 
interests of younger people. MySpace and YouTube scored highly on “introduce you to 
new UK talent” 

� The BBC was judged to be significantly ahead of other media organisations on “provide 
content and programmes in a variety of ways” (Emerging Communications) 

Qualitative Research 

The Sparkler research46 asked younger audiences about their perceptions of the BBC and its 
content, with reference to delivery of each of the six public purposes. In order to include 
people with opinions and views about the BBC, the survey primarily talked to users of the 
BBC and its services with two qualitative groups talking to non-users. We aim to draw out 
these distinctions where possible. 
• While initial perceptions of the BBC were of a formal, stuffy broadcaster, younger 

audiences did value the BBC and its public purposes: 
- Respect for the role of the BBC, particularly in promoting British culture in the 

UK and abroad 
- BBC offered quality, although sometimes at the expense of risk-taking 
- Music provision stood out: no other broadcaster / provider compared 
- Although the BBC provided less content for young people than Channel 4, most 

felt it provided the right amount 
- Respondents recognised and often praised the fact that the BBC often delivers 

something for all. 
• Respondents who claimed not to use the BBC valued the BBC public purposes less than 

other audiences, preferring media organisations that purely entertained them: Dave and 
E4 were mentioned as favourite channels 

• Channel 4 came across as the most popular broadcaster among young people; whereas 
ITV was perceived to be for older audiences 

• BBC Three and Radio 1 – as well as some content on BBC Two – were mentioned 
spontaneously as providing for young people 

• Importance of the online services:  
- A large number of respondents believed that iPlayer was the future of 

broadcasting and key to delivering to young audiences 
- Bbc.co.uk is the homepage for many  

• The research asked respondents to rate what percentage of each broadcaster’s overall 
offer they felt was aimed at young people: 

Broadcaster % of programming aimed to 
young people 

Channel 4 60-85% 
BBC 35-50% 
Sky 1 20-45% 
ITV 20-35% 
five 5-15% 
Source: Sparkler September 2008 

46 September 2008 
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3. Performance of Services Targeted to Younger Audiences 

In order to serve this diverse demographic, the BBC’s youth-targeted services need to build 
their own individual, distinctive identities, while working in a complementary way to support 
delivery of the BBC’s public purposes. There is crossover in reach: almost half (48%) of 15-
34s consume at least one of the BBC’s youth targeted services on a weekly basis, 20% of 15-
34s only watch BBC Three, 16% only listen to Radio 1 and 11% consume both. 

The BBC’s youth portfolio has been working together to better cover large-scale events 
such as music festivals, support greater cross-promotion and also drive higher impact for 
BBC Learning activities. An example of the latter is the BBC’s Blast schemes, which currently 
engage over 400 young people each year. The schemes – which include creative traineeships, 
the Youth Panel (an opportunity for young people to give insight and feedback on BBC 
provision), news reporting traineeships and film bursaries – aim to connect with a diverse 
range of young people, partnering with other media organisations and involving departments 
across the BBC. For example, creative trainees have been placed in BBC Switch, 1Xtra, 
Newsround and other radio stations; reporter trainees have created content for News 24, 
1Xtra and Radio 1 Newsbeat among others; and young film-makers will preview their 
content on BBC Two. Going forward Management is considering how these schemes can be 
developed across the wider BBC, while maintaining the ability to connect with younger 
audiences. Examples of other learning campaigns are included in the following sections on 
Radio 1, 1Xtra and BBC Three, as well as in section 4 (formal learning).  

Building on the ambitions laid out in Delivering Creative Future, Management believes there is 
an opportunity to encourage greater coordination across television, radio and online youth-
targeted content in the future (while maintaining their individual identities), particularly in 
the areas of learning and social action campaigns.   

3.1 Radio 1  

3.1.1 Introduction and Summary 
Radio 1 was established in 1967 as a direct response to changing social and cultural factors, 
in particular the emergence of pirate radio stations. The station has enjoyed a colourful 
history and become a British icon, but remains the BBC’s key youth orientated service, 
reaching almost 13 million47 people a week and accounting for a quarter of all radio listening 
by 15-29s. 

This section outlines Radio 1’s overall performance among young listeners, demonstrates 
the station’s distinctiveness when compared against commercial stations targeting similar 
audiences and examines the key ways it delivers the BBC’s public purposes. 

� Radio 1 has seen growth in reach (now 5.1m) and share (now 27%) amongst 15-29s; 
awareness among 15-29s remains high (75%) but has fallen as a result of greater 
competition 

� The station is highly distinctive from commercial youth-targeted stations, in terms of 
its high levels of speech and support for new, UK and live music 

� Audiences value Radio 1’s distinctive remit in supporting new, UK and live music, 
while Newsbeat shows how the BBC can successfully deliver news to the young 

47 Rajar 4+ 15 minute weekly reach, January to June 2008 
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� Multiplatform and interactive elements are helping to maximise impact among this 
audience 

Management have identified a number of areas for future development and believes there is 
potential to become more ambitious with its social action initiatives, and to increase the 
impact of opt-out programmes in the Nations. Future strategy is outlined in more detail in 
section 5.2.2. 

There are no requests for variations in Radio 1’s Service Licence. 

3.1.2 Service Licence Overview 

Radio 1 Service Licence Remit 
“The remit of Radio 1 is to entertain and engage a broad range of young listeners with a 
distinctive mix of contemporary music and speech. It should reflect the lives and interests of 15-
29 year olds but also embrace others who share similar tastes.  

It should offer a range of new music, support emerging artists – especially those from the UK – 
and provide a platform for live music. News, documentaries and advice campaigns should cover 
areas of relevance to young adults.”  

Key Points from the Aims and Objectives of Radio 1 in the Service Licence 
Radio 1 should: 
� Deliver a wide range of programmes that expose listeners to new, sometimes 

challenging material they may not otherwise experience 
� Reflect a diverse range of new and UK music  
� Offer a mix of music, information and entertainment in daytime shows, whilst using 

an extensive playlist to introduce unfamiliar songs alongside more established ones 
� Support artists at the forefront of new music in its specialist programmes 
� Cover a wide range of live music and live events 
� Include news at the heart of daytime output and feature regular documentaries and 

social action campaigns 
� Complement the broadcast output with online and interactive features, and 

experiment with new technologies as they become available. 

The annual service budget for Radio 1 is £32.5 million. In 2007/08 the actual spend on 
content was £31.5 million (-3% variation).  

3.1.3 Reach, Quality, Impact, Value 

Reach on Radio and Online48 

• Reach and share performance has been strong, particularly among the target audience: 
- Following falls in reach 2000 to 2003, weekly reach has grown by around one million 

over the last five years to 12.9m (4+) and 10.9m (15+) 
- Among 15-29s, reach grew from 4.9m in 2003 to 5.1m in 2008, although as a 

proportion of the population this represented a drop of 2.2% pts to 43.6%. This is 
less steep than 15-29 reach declines for all radio (-2.9% pts) 

- 60% of Radio 1’s audience listen to no other BBC radio service 

48 All figures are Rajar, based on annual averages / first six months of 2008, unless otherwise stated  
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- Share among all audiences has grown from c. 8% in 2003 to 10.5% (4+) and 10.2% 
(15+). Share among 15-29s is also up: from 21.3% to 27.0% 

• Breakfast – in common with most stations – has a significant effect on overall 
performance: 15+ reach to the breakfast show has increased from 5.5m to 7.0m49 

• Comparatively strong performance in Wales, Northern Ireland and more rural areas in 
England; performing less well in major cities where competition is higher, and in Scotland 

• Over a fifth (21%) of Radio 1’s audience listen digitally at least once a week, particularly 
online 
- 12% of all radio online listening was to Radio 1  

• Radio 1 is generating significant traffic to its website50 as well as having a strong presence 
on third party websites such as Facebook and YouTube:  
- >900k unique UK users a week  
- >1 million audio on-demand requests, 4 million hours of live listening and 1.5m 

podcast downloads per month 
- 550k ‘friends’ of The Chris Moyles Show on Facebook 
- Chris Moyles has the most popular BBC podcast with >600k downloads each month 

Radio 1’s performance among its target age group has been strong; however, the station also 
reaches people outside this group who share similar tastes, including 2m under-15s and 1.6m 
30-34s. The median age of a Radio 1 listener is 27; whilst the mean average age is 29 (both 
up a year from 2003)51 

While the station continues to target younger audiences, changing attitudes and lifestyles 
means many listeners are ‘staying younger for longer’ - marrying and settling down later than 
previous generations. The Sparkler research52 also suggests that audiences are now split less 
on age demographics and more around their demands and expectations for content – and 
the lack of alternative commercial stations providing a similar mix of music, speech and DJ 
commentary may explain why many listeners who have grown up with Radio 1 remain with 
the station into their thirties. 

Quality 

• Approval for Radio 1 over the last year53 has averaged 7.7 out of 10 (15+), compared to 
the BBC radio average of 8.1; rising to 8.4 among 15-29s. Both are improvements on 
2003 when the average was 7.2 (15+) and 7.8 (15-29s) 

• Radio 1’s AIs over the last year54 averaged 76. The Chris Moyles Show, Colin Murray and 
Scott Mills were the daily programmes with the highest AIs  

• The Radio 1 website achieves 78% appreciation and a strong net promoter score of 2855 

Impact 

• Hours per listener have increased compared to 2003, although they have fallen back 
during 2008 from a peak in 200756 

49 Q403 (the last quarter before Chris Moyles began presenting the breakfast show) and Q308. The length of the 
breakfast show increased by half an hour in October 2007 
50 Sage, based on UK figures only. Year to June 2008 
51 Rajar 4+, year to June 2008 
52 Sparkler, September 2008 
53 PBTS; July 2007-June 2008 
54 Pulse, July 2007 to June 2008 
55 bbc.co.uk Pulse, Q3 2008 
56 Rajar, annual averages for 2003 and 2007; and April to September for 2008 
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- Hours per listener (15+) have increased by around 10% since 2003 (among 15-
29s +4%), versus a 8% decline for all radio (among 15-29s -14%): audiences (15+) 
listened to Radio 1 on average for 9:15 hours in 2008 versus  8:24 in 2003 

• Awareness has declined among all audiences and 15-29s57 

- Awareness among all audiences has dropped from 83% in 2003 to 74% in 2008; 
among 15-29s it has also declined from 84% to 75% 

- Lack of awareness is most acute in London where competition is higher. Other 
stations have experienced similar declines 

• Radio 1 has the highest ‘best for’ scores for new music, music from UK artists, live 
music and live events / concerts of any station monitored, particularly among 15-29s58 

Value59 

• In 2007/08 Radio 1 cost c.£1,700 per transmission hour, significantly lower than the 
other BBC national analogue stations  

• On a cost per listener hour basis, Radio 1 costs around 0.28p - lower than all other 
stations in the BBC network radio portfolio 

3.1.4 Performance Measured against the Public Purposes 

3.1.4.1 Range of Output and Distinctiveness 

“What began as a virtual monopoly now has more competition than at any time in its history, but 
the station sounds more sure of itself than ever, a hard-won mix of popular and extreme, accessible 

and specialist, engaging and rude. 

The midlife crisis that proverbially hits at 40 happened at Radio 1 more than a decade before, when
Matthew Bannister was appointed to modernise the station and justify its existence. But perhaps 

only now, with its sister station 1Xtra and all its digital offshoots, is it really sounding as intended, a 
vital companion to growing up”. 

Simon Garfield – Observer Music Monthly, Radio 1 40th Anniversary Edition,
September 16th, 2007

The Service Licence states that Radio 1 should provide “a distinctive mix of contemporary 
music and speech” and the station invests in a wide range of content. In daytime 42% of Radio 
1’s output is speech and 55% music (jingles and trails make up the remainder). Levels of 
speech are consistently higher than commercial stations targeting similar audiences, for 
example Capital FM and XFM in London feature around 20% speech, Galaxy 105-106 in the 
North East 15% and Kiss in London 9%60. 

Levels of news provision on Radio 1 are also higher than on commercial stations targeting 
young audiences. 332 hours of news and sport were broadcast in 2007/08, with an average 
of 68 minutes each weekday daytime. Independent monitoring over a number of years has 
found an average of 6hrs 47mins of news and sport in daytime each week on Radio 1. Key 
103 in Manchester (3hrs 20mins) had the highest level among the commercial stations 
surveyed; with 2hrs 53mins on XFM in London. Almost an hour and a half of the news on 

57 PBTS. Year to June 2008 
58 PBTS. Year to June 2008 
59 All figures are Q108 
60 Intelligent Media research 
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Radio 1 was in The Chris Moyles Show – more than both Kiss 100 (London) and Galaxy 105-
106 (North East) feature in daytime across a full week. 

Radio 1 is also distinctive from commercial stations in the range of music it plays, with a 
focus on supporting more new, UK and live music. Independent monitoring of output in May 
2008 compared it against six leading commercial stations61 and indicated that Radio 1:  
� Played more new music in daytime 62: 57%, versus Capital (30%), Galaxy (28%) and XFM 

(26%)  
� Had a greater variety of new songs in daytime, rotated less often on average: 80 songs, 

repeated 5.7 times, versus XFM (34 songs, 6.4 plays each on average), Kiss (26 songs, 9.3 
plays) and Capital (24 songs, 11.8 plays) 

� Supported more new, UK music in daytime: 40 new, UK songs, versus XFM (24), 
Capital, Kiss and Virgin (9 each) and Galaxy and Key (7 each) 

� Broadcast more live music: 72 tracks during the full week, including 20 in daytime, 
versus XFM (44 tracks in the full week, 10 in daytime). The was little live music on any 
of the other stations 

During the survey week, 40% of all songs, and 46% of the new songs Radio 1 played in 
daytime were not played by any of the other six stations monitored over the same period; 
and the overall crossover between the network and other stations is usually less than a 
third. After weighting tracks to account for their significance in each station’s output, the 
average percentage of Radio 1’s daytime music played by another station from the 
competitor set was 23.5%.  

Levels of new and UK music were broadly consistent across daytime, with at least half the 
music in the four key weekday programmes being less than a month old. Scott Mills featured 
the most new music during the May Intelligent Media survey (64%), followed by Jo Whiley 
(61%) and Edith Bowman (55%). Chris Moyles featured the least new music (52%) but played 
the most UK music (64%, versus Radio 1 average of 49%). Despite featuring higher levels of 
speech and less music overall than commercial stations at breakfast, The Chris Moyles Show 
still plays more new, UK music: in total there were 28 plays of new, UK tracks during Chris’ 
show in the week surveyed (32% of the music played), compared to 15 plays each on Galaxy 
and Kiss (9% and 6% respectively), 12 each on Virgin and XFM (10% and 8% respectively), 7 
on Capital (5%) and 4 on Key (3%)63. 

“Radio 1 is uniquely supportive of new music in the UK (and worldwide), whereas the 
commercial sector tends to be more homogenised, conservative and driven by the needs of 

advertisers, with consequent risk of lowest common denominator music programming. 
The willingness and desire of Radio 1 to present its audience with music it may not have heard 

before is at the heart of the UK's very vital, creative and artistic musical scene” 
Martin Mills, Chairman, Beggars Banquet 

Separate analysis of the most popular tracks64 also suggests little similarity to commercial 
stations. In the first nine months of 2008:  
� Radio 1’s most played track in a week was also the most played track on commercial 

radio on just two occasions - and only appeared in the commercial radio Top 20 on 
twelve occasions during the period 

61 Intelligent Media research, 17th to 23rd May 2008 – the closest stations to Radio 1 on each measure noted 
below 
62 New music is defined as music pre-release or less than a month since (physical) release 
63 Comparisons based on music featured between 6.30 and 10am on each commercial station. 
64 Analysis of Top 20 tracks played on Radio 1 and commercial radio published each week in Music Week; based 
on airplay tracking by Nielsen Music Control (full week, rather than solely daytime) 
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� On average, just 7 (35%) tracks in Radio 1’s Top 20 for any given week also appeared in 
the corresponding commercial radio Top 20 

Some of the tracks supported by Radio 1 will feature more widely on commercial radio at a 
later date once they become hits or are more familiar; but the station’s support for more 
innovative tracks can be crucial to their success.  

The YouGov research assessed Radio 1’s performance against a number of purpose-related 
statements, compared to a range of competitors (Galaxy, Kiss, XFM, Capital and Virgin). The 
research indicated that audiences recognise and value the distinctive nature of Radio 1 
versus commercial stations. On the statement “provides different and enjoyable content”, 
Radio 1 scored 7.2, while the nearest commercial station was Kiss, with a score of 6.5. Radio 
1’s score on this statement was notably better among 15-29s than over 35s.  

The distinctiveness of Radio 1 was also recognised by listeners in the Sparkler qualitative 
research. There were mixed views on the balance between niche and mainstream music in 
daytime, but overall it was felt to be right - some non-listeners were put off by too much 
new music, some passionate music fans thought the station was too popular, but many 
commented that the station was less repetitive and more multi-genre than competitors. 
Levels of speech were also seen as  distinctive, although many non-listeners complained it 
was too serious and there was too much of it.  

“They’ll take more chances and play new British bands’ music. A lot of radio stations have their 
bog standard playlists and it just gets repetitive. I think Radio 1 does have a wider scope in the 

music they play” 
Female, 30-34, Glasgow – Sparkler Qualitative Groups 

3.1.4.2 Stimulating Creativity and Cultural Excellence 

Radio 1’s Service Licence requires it to make a very important contribution to this purpose, 
primarily though its contribution to musical creativity in the UK:  
� Provide a significant platform for new music and emerging UK artists 
� Broadcast an eclectic mix of live music and events 
� Offer creative programming that reflects other areas of cultural life in the UK today, 

for example, film, comedy and entertainment  

Supporting new music and emerging UK artists 

“Pop music would die without Radio 1 in this country” 
Noel Gallagher, Time Out, 16th October, 2008 

Radio 1 is a key broadcast supporter of musical creativity in the UK, highly valued by the UK 
record industry for its work in helping to develop new talent and expose it to the widest 
possible audience. The commitment to new and UK music is substantial, with 65 hours of 
specialist programmes scheduled each week65, as well as high levels of support in daytime 
through its extensive playlist.   

Daytime66: 

65 Radio 1 has a Service Licence condition to broadcast at least 60 hours of specialist music  
66 All figures based on internal BBC analysis of scheduled music in daytime or the Radio 1 playlist 
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� 52% of the music was new and 52% from UK artists in 2007-0867 

� 363 different tracks appeared on the daytime playlist during 2007, added on average 3.8 
weeks before physical release and staying on the list for 7 weeks 

� 7 of the Top 10 most played artists in daytime during 2007 were UK acts, four of whom 
were new – Klaxons, Mika, The Enemy and The Pigeon Detectives 

� In an average week an estimated quarter of the tracks on the playlist come from 
independent labels, primarily UK-based 

Specialist shows: 
� Cover a range of genres including rock, punk, hip-hop, Asian beats, drum and bass, as 

well as various types of dance music 
� An estimated 80% of the music in specialist shows is ‘new’ (pre-release or less than a 

month old) and around 50% is from UK artists68 

� Roughly half (55%) the music in specialist shows comes from acts signed to independent 
labels - with demos, white labels and ‘bedroom labels’ responsible for a further 20%. Just 
a quarter comes from artists signed to major labels. 

“In terms of traditional media I think we are blessed in the UK. You can’t fault Radio 1; as far 
as I am aware there is not another station in the world that does what they do for new music 

across all genres.” 
Jonathan Dickins, Adele’s Manager – Music Week, May 27th 2008 

Radio 1’s team of specialist DJs, acknowledged experts in their fields, play an important role 
acting as trusted guides for listeners and provide a vital platform for new artists, particularly 
those from the UK. There is a clear path to move artists from the station’s specialist shows 
into daytime: over the last three years, three-quarters of the tracks added to the daytime 
playlist have also featured in specialist shows69. This role is particularly valued by 
independent labels:  

“The station consistently takes a bold and original approach, and has been instrumental in 
helping the careers of artists signed to XL, including Adele, M.I.A and Dizzee Rascal… Radio 1 
helps to level the playing field between independent labels such as ourselves and the corporate 

conglomerate record companies that we compete against.” 
Richard Russell, CEO, XL Recordings 

The launch of BBC Introducing… in June 2007 has increased Radio 1’s ability to discover and 
help develop new bands and artists at the grass roots. The pan-BBC initiative showcases the 
best unsigned, undiscovered and under the radar music, artists and DJs from around the UK. 
As well as weekly Radio 1 opt-out programmes in each of the Nations, there are now BBC 
Introducing… shows on 1Xtra, 6 Music and over thirty BBC local radio stations. They 
provide a network dedicated to discovering new talent, with DJ Huw Stephens bringing 
together the best from around the UK each week in his Radio 1 show. BBC Introducing… 
stages have featured at a number of festivals, including Glastonbury, Radio 1’s Big Weekend, 
Bestival and Creamfields.  

67 Radio 1 has Service Licence conditions that in daytime at least 40% of the music is from UK artists and 45% is 
‘new’ (pre-release or less than a month since release) 
68 Internal BBC estimation based on the Radio 1 schedule in August 2008 
69 Internal BBC analysis of all tracks added to the Radio 1 Playlist in 2005, 06 and 07.
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Case Study: BBC Introducing… and Radio 1’s support for The Ting Tings 

The Ting Tings, signed to a small independent Manchester record label, were first played on Radio 
1 in May 2007 by Steve Lamacq, followed by a number of other shows across the specialist 
schedule. They were nominated by BBC Radio Manchester to perform on the BBC Introducing… 
stage at Glastonbury, where they played to around forty people.  

Their second single in October 2007 featured in Radio 1’s daytime schedule, picking up play in Jo 
Whiley’s show as well as in specialist programmes. After signing to Columbia Records, the next 
single, released in January 2008, was added to the Radio 1 daytime playlist and The Ting Tings 
performed live on the station, both at Maida Vale for a special BBC Introducing… night and in Jo 
Whiley’s Live Lounge. 

In April, That’s Not My Name was added to the Radio 1 playlist a month before release; and the 
band performed alongside Madonna at Radio 1’s Big Weekend in Maidstone in May. On release, 
the track reached No. 1 in the UK singles chart and The Ting Tings were added to a number of 
commercial radio stations for the first time. A year after their first play on Radio 1, the band’s 
debut album reached No. 1. 

“I can quite honestly say that if it wasn’t for BBC Introducing and Radio 1’s continued commitment to 
discovering and airing new British talent, The Ting Tings would still be playing gigs in their living room, for 

their friends back home in Manchester.” 
Stephen Taverner, Manager, The Ting Tings 

Radio 1 has the highest ‘best for’ scores for new and UK music and also scored highly in the 
YouGov research against the statements “plays a wide variety of new bands and new music” 
(7.7, versus nearest competitor Virgin at 6.2) and “supports UK bands and artists (7.6, 
versus nearest competitor XFM at 6.4). Audiences also rated Radio 1 ahead of other 
stations on the statement “has presenters who know a lot about the music they play”. 

The Sparkler qualitative research indicated that audiences value the station’s support of new, 
UK music. In particular the station’s specialist schedule was applauded and seen to be 
unique, while the range of genres were considered to be wider than other stations. Many 
understood the journey of tracks from specialist to daytime.  

“Zane Lowe is awesome… and Annie Mac… Real champions of new music.” 
Male, 22-29, London – Sparkler qualitative groups 

Live Music and Events 

In 2007/08 Radio 1 covered 29 major live events and festivals, and broadcast 368 new 
sessions and Live Lounges70. Live music coverage ranges from new, unsigned bands in 
session, to the biggest global superstars in concert.  
� Radio 1’s Big Weekend is the station’s own mini-festival held each year in May, 

available on radio, television, red button and online. The station deliberately chooses 
locations where high profile live music events are rare. In 2008, c.35,000 free tickets 
were given away to listeners for the event in Maidstone, where over 40 bands and 
many DJs performed over four stages 

70 Radio 1 has Service Licence conditions to broadcast from around 25 major events and broadcast at least 250 
sessions per year 
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� Full-scale concerts under the Radio 1 presents… strand in 2008 have included the 
Kooks in Liverpool, celebrating its European City of Culture status, Foo Fighters at 
Wembley and The Killers at the Royal Albert Hall 

� On average there is at least one Live Lounge performance in daytime each week, 
with five or six sessions across specialist shows 

� Radio 1’s schedules will occasionally be cleared to allow for one-off landmark 
programmes. Examples in 2008 have included a six hour Africa Express concert live 
from the BBC Electric Proms and an evening dedicated to rock legends Metallica 

� As well as coverage of well known events like Glastonbury and T in the Park, many 
smaller scale, more niche events such as the Sting Reggae Festival in Jamaica, or the 
Block Weekender electronic dance festival are also featured. 

Radio 1 has the highest ‘best for’ scores for live music as well as scoring highly on the 
statement “covers a good range of live music and events” in the YouGov research (Radio 1 
7.7, versus nearest competitor Virgin 6.2). The Sparkler research supported this: listeners 
said they believed no other station does as much as Radio 1 for live music and spoke of its 
‘clout’ and ability to gain unlimited access to events and attract big name guests. 

”They do all the festivals – Glastonbury, Reading, Leeds, The Foo Fighters’ recent gig, Live at 
Maida Vale, Big Weekend… no-one else does that much” 

Male, 22-29, London – Sparkler Qualitative Groups 

Other creative programming

Many other significant aspects of cultural life are also reflected across the station. 
� Chris Moyles is an original and innovative presenter whose observations on real 

life and popular culture aim to reflect the experiences of his listeners. The show 
won the 2008 Gold Sony Award for Best Breakfast Show and continues to connect 
strongly with young audiences; 7m people listen each week71 and the show receives 
thousands of texts daily   

� Jo Whiley’s show features a range of guest experts, covering fashion and computer 
gaming, as well as money and relationship problems 

� Edith Bowman’s afternoon show is home to Radio 1’s film coverage, with weekly 
reviews, tips and guests talking about both the latest Hollywood blockbusters and 
new UK films 

� Scott Mills interacts closely with the audience and exploits the internet to offer an 
off-beat and entertaining view of the world.  Recently ScottCam enabled listeners to 
watch Scott non-stop for a week through webcams set up throughout his house. 
The feature received 1.2 million UK unique users in a week – a record for Radio 1 - 
and 4.8 million requests for video streams 

� Colin Murray provides an alternative late-night perspective. His Black Hole features 
rare or undiscovered television clips, comedy performances and musical remixes or 
collaborations chosen by listeners; whilst young poets and MCs are given a chance 
to shine in the Spoken Word Surgery 

12.5% of Radio 1’s eligible hours in 2007/08 were made by independent producers, including 
25 of the 42 documentaries broadcast and an average of 20 hours a week of key specialist 
music programmes – for example Judge Jules, Radio 1’s Essential Mix and Westwood72. 

71 Rajar, 15+ weekly reach, Q308 
72 Radio 1 has a Service Licence condition to contribute to the overall BBC Radio commitment to commission at 
least 10% of eligible output from independent producers 
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In the YouGov research, Radio 1 scored highly on the statement “has entertaining 
presenters” (7.2, versus nearest scoring competitor Kiss at 6.4) and “uses the internet in 
interesting ways” (7.3, versus nearest scoring competitor Kiss at 6.0). 

3.1.4.3 Sustaining Citizenship and Civil Society 

Radio 1 should make an important contribution to this purpose, primarily through news and 
current affairs and through its social action output: 
� Deliver accurate and impartial news in an appropriate tone and language  
� Explain complex issues and place them into context to develop understanding 
� Encourage feedback, ideas and stories from listeners, and offer regular opportunities 

for debate 

Radio 1’s strategy for news output is to include it as an integral part of its daytime schedule. 
The Service Licence condition is for at least one hour of news during daytime each weekday, 
with regular bulletins during daytime at weekends73. Currently 68 minutes are delivered each 
weekday, with half-hourly bulletins during Breakfast, two fifteen minute Newsbeat 
programmes at 12.45pm and 5.45pm and hourly bulletins elsewhere – far more than any 
similar commercial station targeting young audiences. Management recognise that younger 
audiences may not tune in to Radio 1 specifically for its news programming, but believe this 
format maximises its potential impact. 

News on Radio 1 reaches an estimated 9.5 million listeners a week, 62% of whom are under 
35 years old. In contrast Radio 4’s news reaches 8.5m people a week, 88% of whom are 
over 35, and 3.5 million 13-34s watch the BBC’s News at Ten. The most–listened-to bulletin 
is at 8am during The Chris Moyles Show, reaching 3.9 million listeners in Q3 2008. The two 
15-minute weekday Newsbeat programmes have a combined reach of 4.3 million listeners a 
week, with 18% of the UK’s 15-29s (2.1m) listening to at least one programme74. Newsbeat 
has high awareness among a younger age group: around 45% of 18-34s claimed to have 
heard of the programme. By contrast Radio 4’s Today programme has awareness of 17% 
(18-24s) and 27% (25-34s)75. 

Newsbeat forms an integral part of the BBC’s strategy to maintain reach to news output 
among the young. Drawing on the broader resources of BBC News, coverage is produced 
by a dedicated team of journalists focused on communicating with a young audience and 
adept at making complex issues more accessible. There are specialist politics and health 
correspondents, as well as dedicated technology and entertainment reporters, reflecting the 
greater interest shown in these areas compared to many older listeners. Examples of 
Newsbeat’s original journalism include a series of debt diaries which revisit listeners affected 
by the credit crunch and a week of reports from the Greek island of Laganos highlighting 
how the behaviour of rowdy Brits was worse than officials were revealing. There was 
extensive coverage of the US Presidential election, including a number of Newsbeat specials 
from America; and in the UK a group of listeners were taken to interview the Conservative 
leader David Cameron, an exchange also filmed and broadcast on BBC Two’s Newsnight. 

Technology developments in recent years have increasingly affected the way the news team 
operates, with the growth in text messaging in particular opening a new way of 
communicating with the audience. Feedback from listeners is now integral to many reports 
and also influences the news agenda. The issue of troops having to use soft-skinned Land 

73 This Service Licence condition was introduced in April 2008. In 2007/08 the condition was based on an annual 
requirement for at least 310 hours – in total 332 hours were broadcast. 
74 Rajar, 15+, Q3 2008 
75 YouGov Journalism research, November 2008 
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Rovers in Iraq for example first came to light via texts to Radio 1 from serving soldiers, 
before the story was taken up elsewhere across the BBC and in other media outlets.  

Young audiences consume media on many platforms, often simultaneously, and Radio 1’s 
news provision reflects this, with increasing use of video online to enhance coverage. 
Advances in film and communications equipment also now allow key reports to be easily 
shared with other news outlets across the BBC. Whilst in Afghanistan in September for a 
series of special reports, Newsbeat’s Tulip Mazundar was able to appear live on BBC One’s 
Breakfast News via video link and introduce footage shot and edited on site. The same 
material was then incorporated into an online diary. 

Newsbeat’s pages online have been significantly enhanced since the start of 2008 with 
investment in additional staffing and a direct link from the BBC News homepage. As a result 
weekly page impressions from UK users have risen by 230% from around 220k before the 
re-launch in January to 744k in mid-October. On average there are around 420,000 unique 
UK users a week on average. The closer ties to BBC News online also ensure Radio 1’s 
news agenda is reflected more effectively to a wider audience who may not access the 
station otherwise. 

In the YouGov research, audiences rated Radio 1 higher than all its competitors on 
statements related to this purpose, for example on “makes news and current affairs and 
other topical issues interesting to you”, Radio 1 scored 5.9 versus its nearest competitor 
Capital at 5.2; on “provides high quality, independent journalism”, Radio 1 achieved 5.4, 
versus nearest competitor Galaxy at 5.2. Whilst young audiences rate BBC news as a whole 
highly (scores between 7.2 and 7.6), it is worth noting that these scores for Radio 1 are 
lower than for other purpose statements, indicating that news provision is not perceived by 
listeners as central to their enjoyment of Radio 1. The Sparkler research indicated that 
Newsbeat delivers its remit well, describing it as concise, to the point and not too 
complicated. Some queried the notion of impartiality when DJs inject their own opinion; 
however this also helped listeners to understand the news in an entertaining way. 

The station’s social action output is included in the following purpose. 

3.1.4.4 Promoting Education and Learning 

Radio 1 should make a significant contribution to this purpose, primarily through its social 
action output, a regular advice programme, documentaries and vocational initiatives:  
� Provide in-depth examinations of a range of issues significant to its audience, with 

social action campaigns usually featuring in daytime programming 
� Music should build listeners’ repertoires and knowledge  
� Offer practical vocational advice to those wishing to pursue a career in the music 

industry 

In 2007/08 Radio 1 broadcast 50 editions of The Surgery (Radio 1’s weekly advice 
programme), 42 new documentaries76. Recent social action campaigns have examined mental 
health, sex, alcohol and body image. 

The Surgery is broadcast every Sunday evening as part of Radio 1’s Switch slot. Trained 
counsellors are on hand to deal with calls and emails, with the main areas of concern 
centred around sex, body image, drugs and alcohol, stress (often due to money or work 

76 Radio 1 has a Service Licence condition to broadcast at least 40 new documentaries a year 
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pressures) and bullying. The programme reaches around a quarter of a million people in an 
average week, with each two hour show typically receiving around a thousand texts and 
between forty and fifty calls. A number of special editions of The Surgery have featured in-
depth documentaries exploring difficult issues, for example I See Darkness dealt with 
depression whilst Back from the Dead looked at those who have survived suicide attempts. 
Amongst the texts that night:  

“This show has been fantastic. My m8 commited suicide 2 weeks ago. If only she could of held 
on a bit longer. Any1 having problems, plz talk 2 sum1” 

Text to the Sunday Surgery, 19th October, 2008 

In addition to regular advice through The Surgery, Radio 1 also runs two or three social 
action campaigns each year to inform its audience and act as a stimulus for discussion. 
Campaigns are usually focused in daytime programmes, supported by in-depth material 
online. Recent examples have included: 

� Beat Bullying (2005): over a million wristbands were given away to listeners to raise 
awareness and combat bullying 

� Bare All (2006): in conjunction with 1Xtra, MTV and Durex, Radio 1 conducted a sex 
survey to encourage young people to discuss issues of sexual health 

� Feed Your Head (2007): aimed to raise awareness of mental health, winning a Mental 
Health in the Media award 

� Body Image (2008): Radio 1 used its website to encourage discussion of issues to do with 
body image with online photo galleries and on-air discussion 

Case Study: Radio 1’s Alcohol Experiment 

In September 2008, Radio 1’s Alcohol Experiment aimed to raise awareness around the effects of 
excessive alcohol consumption. In order to avoid alienating young audiences who are likely to 
ignore advice on this subject, the ‘campaign’ was renamed an ‘experiment’ and used Radio 1 
personalities to illustrate the risks.  

The experiment focused on the physical effect of drinking twice the daily recommended intake of 
alcohol every day for three weeks, using Aled, producer of The Chris Moyles Show, and Dev, 
1Xtra’s early Breakfast presenter. Other features included Scott Mills visiting an A&E department 
in a Leeds hospital and Nick Grimshaw spending a night with police in Watford. Online, the risks 
were brought to life through morphing DJ photos to illustrate how people can change physically 
over time as a result of excessive drinking. Supporting information posted on the Radio 1 
website will continue to provide a semi-permanent source of advice for listeners keen to 
discover more. 

The involvement of key presenters from across the daytime schedule was designed to maximise 
the reach and awareness of the campaign. Online there were half a million page views of Aled 
and Dev’s video diaries and other Alcohol Experiment related pages. 

Radio 1 also features a wide range of documentaries, scheduling them according to their 
subject matter, rather than in a dedicated slot in the schedule. The profile of The Mighty 
Boosh was broadcast in Colin Murray’s show for example; whilst an investigation into the rise 
in popularity of the drug Ketamine among clubbers went out in Pete Tong’s In New Music 
programme. Roughly half Radio 1’s documentaries are music-focused, with the other half 
exploring other areas of interest to the audience. Examples in 2008 have included:  
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� International Radio 1: the series used key specialist presenters to introduce listeners 
to the music and culture of other countries and cities. Among the places featured 
were St Petersburg, Tokyo and New York  

� My First Million traced the lives of three young, self-made millionaires 
� Fast Fashion Nation looked at the fascination with cut-price, disposable clothing and 

the impact it has on those making it in Asian sweat-shops 
� Other documentaries have told the story of a particular artist or band, for example 

Muse or Usher; or a music scene or event 

Measuring the impact of social action campaigns and documentaries is difficult, as audience 
awareness is usually low for short-term and one-off events. In addition, unlike TV ratings, 
Rajar cannot measure the audience to individual programmes, only quarterly slots. Traffic to 
the website can help indicate audience interest in campaigns which include specific 
interactive elements however - for example Radio 1’s Body Image campaign resulted in 8.5 
million page impressions to the online photo galleries (at the time the biggest response to a 
programme feature or event on the station), while texts often offer anecdotal evidence of a 
documentary’s impact.  

"This is the best programme I've ever heard. Whoever decided to do this deserves a medal" 
Text regarding Radio 1's Story of Metallica, 15th September 2008 

On the statement “deals with issues that matter to young people”77, Radio 1 scored 6.9, 
versus nearest scoring competitor Galaxy at 6.1. Radio 1’s score on this is notably higher 
among its target audience than over 35s (6.4).  

The Sparkler qualitative research found that audiences were often not aware of social action 
campaigns or documentaries on the station, although many recognised recent campaigns 
when prompted. This is an area of opportunity going forward and Radio 1’s management is 
considering how it can develop its social action and documentary output to achieve greater 
impact among younger audiences, as well as developing metrics that will enable the station 
to monitor its success in this area.  

Radio 1 has a commitment to offer vocational advice for new bands and those wanting to 
pursue a career in the music industry. In the past this information was offered as part of the 
station’s One Music initiative, which is no longer actively promoted. A significant online 
resource still exists and is accessible from the Radio 1 website but the advice pages need 
updating and developing. Within Radio 1 the focus has shifted more to developing BBC 
Introducing… as the station’s principal way of supporting emerging artists and acts at a grass 
roots level (see section 3.1.4.5 for more details). Management is examining how best to 
provide vocational advice as part of that offering or more broadly within the BBC portfolio. 

3.1.4.5 Reflecting the UK’s Nations, Regions and Communities 

Radio 1 plays a part in this purpose through its live events schedule, weekly opt-out 
programmes in the nations and specialist programmes and forums which bring together 
musical communities from across the UK.  

The opt-out programming in Scotland, Wales and Northern Ireland was re-branded in 
October 2007 to become part of BBC Introducing… and extended from 90 minutes to two 
hours. In total 258 hours were broadcast in 2007-0878. The programmes showcase music 

77 YouGov, September and October 2008  
78 Radio 1 has an annual Service Licence condition to broadcast at least 200 hrs of Nations’ opt-out programming  
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almost entirely from each nation and feature sessions from local bands. Huw Stephens 
presents a weekly ‘Best of’ the Introducing shows, with tracks from the nations and other 
shows across local radio in the English regions, providing a path for local, regional and 
Nations’ bands into Radio 1’s network output. The Nations’ shows led to the discovery of 
Colin Murray, who was the original presenter of the Northern Irish opt-out, and Huw 
himself, who began his Radio 1 career as co-host of the show in Wales. Both are now an 
integral part of the Network’s line-up. 

Radio 1 overall performs well in the Nations with particular strength in Wales and Northern 
Ireland, where it reaches 58% and 54% of 15-29s respectively (versus 44% reach to 15-29s in 
the UK as a whole). In Scotland reach is 43%, slightly below average, but comparatively 
better than BBC Radio as a whole79. Reach to the individual opt-outs remains small, 
reflecting their specialised nature, although Management is currently exploring ways of 
increasing both reach and impact for these shows in future. 

Radio 1’s events programme covers a range of music events from across the UK. Of the 29 
major events covered in 2007-08, 22 were based outside of London. Examples include Planet 
Love (Northern Ireland), Coloursfest (Scotland) and The Green Man folk festival in Wales. 
Radio 1’s Big Weekend deliberately chooses areas that are underserved by live music (the last 
three events held in Maidstone, Preston and Dundee) which brings benefits to the local 
economy. Preston Council estimated the economic benefit to the city was around £1.3m, 
while Maidstone Borough Council’s deputy chief executive Trevor Gasson told Kent TV that 
“the exposure which Maidstone has received nationally and internationally has been priceless”. 
Radio 1 reflects a range of UK cultural events, such as the Notting Hill and Leeds Carnivals 
and London Mela, as well as aiming to bring together communities of young people who 
share a common interest through the station’s online message boards. 

Radio 1 contributes to both Comic Relief and Sports Relief and has helped raised over a 
£1.5 million over the last few years through events such as Chris Moyles’ Red Nose Rally in 
2005, which travelled from John O’Groats to Lands End encouraging donations from 
listeners on the way. In 2007, this transformed into Rallyoke when the team performed 
karaoke across the UK and in 2008, breakfast co-hosts Dave Vitty and Dominic Byrne ran 
Sport Relief miles at all 32 English and Scottish premier league grounds.  

On the statement “reflects the lives, interests and experiences of young people in the UK 
today”80, Radio 1 scores significantly higher than its competitors at 7.3 (Kiss had the nearest 
score with 6.4). 

3.1.4.6 Bringing the UK to the World and the World to the UK 

Radio 1 plays a part in this purpose primarily by bringing the world to the UK. It showcases 
the best global music talent, covers significant overseas events and festivals and reports on 
key international stories and issues in its news programming.  

Although one of Radio 1’s primary roles is to promote UK artists, coverage of the most  
popular and inventive non-UK acts is essential to the station maintaining credibility and 
providing creative stimulus to UK musicians.  
� The daytime playlist features the best new music from a wide range of international 

artists; with specialist shows delving deeper to highlight the most exciting emerging 
talent 

79 Overall BBC Radio reach among 15-29s in Scotland during 2008 was 55% vs 60% across the UK 
80 YouGov, September and October 2008  
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� The majority of Radio 1’s events coverage focuses on the UK, but attending festivals 
like Sonar in Barcelona allows the station to record international artists who rarely 
visit our shores 

� Africa Express, part of the 2008 BBC Electric Proms, saw Radio 1 clear its schedules for 
six hours to broadcast this unique collaboration involving over a hundred African 
and Western musicians  

Radio 1 also aims to bring international news and events to its audience through its news 
output. Coverage in 2008 has included trips to visit the troops of the Parachute Regiment in 
Afghanistan and detailed coverage of the US presidential election. 

On the statement “helps you know and understand about what is going on in the world”81, 
15-29s scored Radio 1 at 5.9, versus its nearest scoring competitor Capital at 5.4. Radio 1’s 
score was significantly higher among its target audience than among over 35s (4.9).  

3.1.4.7 Emerging Communications 

Radio 1 contributes to this purpose by encouraging the take-up of DAB and other digital 
technologies, in particular by promoting 1Xtra and making high quality content available on 
digital platforms. 

Radio 1 works closely with 1Xtra, with regular cross promotion, joint campaigns and sharing 
coverage of key events, such as 1Xtra Live in Coventry and the 2008 Notting Hill and Leeds 
carnivals. Key presenters work across both stations, including Westwood, Mistajam and Ras 
Kwame; while Trevor Nelson’s Saturday evening show on Radio 1 is simulcast with 1Xtra, 
allowing him to showcase highlights from his 1Xtra Breakfast show. 

Radio 1 aims to be a truly multiplatform brand, building on its radio presence with a strong 
presence online, on mobile, on red button and on television. In a world where audiences are 
increasingly consuming radio on devices with a screen, Radio 1 believes it is essential that 
the station continues to build a visual as well as audio presence in order to maintain 
relevance. Radio 1’s Big Weekend is an example of how the BBC has used multiplatform to 
drive maximum reach and impact for its content and better engage its listeners. Coverage of 
the 2008 event in Maidstone on radio was enhanced with coverage on BBC television 
channels and red button. Online, listeners could access live sets, behind-the-scenes video 
reports, band profile pages, online blogs and photos. 

Radio 1 scored highly on the purpose statement “provides content and programmes in a 
variety of ways”82, scoring 7.3 among 15-29s versus nearest scoring competitor Kiss at 6.1. 
This is significantly higher among 15-29s than over 35s (6.6). 

Going forward, Management believes it is essential that Radio 1 continues to build on its 
interactive and visual initiatives. They are already an intrinsic part of the service and its 
delivery of the BBC’s public purposes and will become even more so into the future. Plans 
for the station to further develop its digital presence and build stronger relationships with 
the audience are outlined in section 4.4.2 on future strategy. As Radio 1 develops as a 
multiplatform service, Management believes this may eventually require changes to Radio 1’s 
Service Licence, which currently describes its online presence as complementary to 
broadcast output rather than an integral part of its provision for young audiences.  

81 YouGov, September and October 2008  
82 YouGov, September and October 2008 

34 



3.2 1Xtra 

3.2.1 Introduction and Summary 
1Xtra was launched in August 2002 as part of the BBC’s digital radio portfolio. While 
targeted at 15-24 year old lovers of black music, part of its remit is to re-engage 
underserved and hard to reach young ethnic minority audiences with the BBC. 

This section outlines 1Xtra performance; its distinctiveness compared with commercial 
stations targeting similar audiences; and how the station delivers the BBC’s public purposes. 

� Reach has grown considerably since launch (580k83) but is limited by digital-only 
availability, its specialist schedule and low awareness 

� Digital television is the most popular way of accessing the station – with DAB still to 
cut through to young listeners 

� Among its listeners and the record industry, the station is highly valued in its 
support for UK black music 

� The focus on new and UK black music means the station is specialised and niche in 
its appeal, which could limit future growth potential 

� The station offers a comprehensive news service, but management proposes 
leveraging learnings from Radio 1’s news provision to deliver this in a way that 
better meets the needs of a younger listenership 

� As with Radio 1, multiplatform and interactive elements are now an intrinsic part of 
the service 

Part of 1Xtra strategy over the last year (from autumn 2007) has been to warm-up the 
station and ensure listeners are not put off by thinking it is ‘too cool’ for them to be a part 
of. The focus on new and UK music means the offering remains highly specialised, however, 
and is only likely to appeal to limited segments of the audience. Delivering the high volume 
of news required by its Service Licence also poses a significant challenge. 

Management have identified a number of areas for future development, believing there is 
potential to increase the impact of its news coverage and an opportunity to become more 
ambitious with its social action initiatives. Reviewing the station’s music conditions in its 
Service Licence could also help drive future reach while maintaining 1Xtra’s support of the 
UK black music industry and the station’s distinctiveness versus commercial stations. We 
would welcome a conversation with the BBC Trust on this subject in the context of its 
expectations and ambitions for the service’s future growth. 

3.2.2 Service Licence Overview 

1Xtra Service Licence Remit 
“The remit of 1Xtra is to play the best in contemporary black music with a strong emphasis on 
live music and supporting new UK artists. The schedule should also offer a bespoke news 
service, regular discussion programmes and specially commissioned documentaries relevant to 
the young target audience (15-24 year olds), particularly – although not exclusively – those from 
ethnic minorities.” 

83 Rajar 4+ weekly reach. Year to June 2008 
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Key Points from the Aims and Objectives of 1Xtra in the Service Licence 

1Xtra should: 
� Bring together the full range of contemporary black music and culture 
� Concentrate on new black music and artists, particularly British ones 
� Support the UK black music industry, offering a wide range of new music, rather 

than following the Top 40 charts 
� Feature live music as a key part of the schedule 
� Include innovative and relevant speech – with a daily news programme, 

documentaries and social action campaigns 
� Provide high quality programming to encourage listening via digital platforms 
� Compliment the broadcast output with online and interactive features  

The annual service budget for 1Xtra is £7.2 million. In 2007/08 the actual spend on content 
was £6.7 million (-7% variance).  

3.2.3 Reach, Quality, Impact, Value 
Reach on Radio and Online84 

� Reach and share have grown, but the station remains small 
- Audience of 580k people (4+), up from 180k in 2003 (15+ reach is 495k)85 

- Among 15-24s, reach is 300k (3.7%) 
- Share is up from 0.1% in 2003 to 0.3% in 2008 (4+ and 15+) 

� 1Xtra’s audience is younger and of lower sociodemographic groups than other BBC 
stations 
- 31% of 1Xtra’s audience listen to no other BBC radio service 
- 54% are C2DE 
- Mean age of 24; median age of 21 
- 24% are non-white, compared to 7% of all radio listeners and 5% of BBC radio 

listeners. The proportion of non-whites has decreased as reach has grown – 
down from 37% in 2003 

� Digital television is an important listening platform for 1Xtra86 

- 30% of 1Xtra listening is via digital television 
- Listening via DAB (16% of listening) is lower than other BBC digital stations, e.g. 

55% of listening to 6 Music is via DAB 
- 8% of 1Xtra listening is via the internet 

� 1Xtra’s website attracts a high number of users relative to its reach87 

- 80k unique UK users per week 
- 200k audio UK on-demand requests per month 
- 150k hours of UK live listening per month 
- 80k podcast downloads in the UK per month  

While listeners to the station have increased steadily, 1Xtra’s growth has been constrained 
by a number of factors. The slow take-up of DAB, particularly among the young has limited 
its availability to audiences, while the station’s distinctive nature in supporting new and UK 
music has led to output with more niche appeal. The Service Licence condition that around 

84 Rajar, based on annual averages, unless otherwise stated. 2008 is a 12 month weighted average from July 2007 
to June 2008 to ensure robust data 
85 Rajar 15+ weekly reach 
86 Rajar Q308. Note that 45% of 1Xtra listening and 27% of 6 Music listening is on an unspecified digital platform 
87 Sage averages based on UK users only during the first six months of 2008 

36 



10% of output should be news, documentaries and social action also presents a challenge to 
the station in providing programming that meets audiences’ needs and expectations. 

Quality / Impact 

� Data on quality measures are not robust for 1Xtra due to small sample sizes and no 
figures are available for 2008  

� The average listener tunes in for 5h 23m each week, an hour more than in 2003, 
with 15-24s listening for an average of 5h 45m88 

� Awareness of the station has grown since launch but remains low compared to 
established networks: 18% among all audiences and 26% among 15-24s 

� The 1Xtra website has 78% appreciation and a high net promoter score of 5789 

Value 

In 2007/08 1Xtra cost £750 per transmission hour and around 4.7p per listener hour.  

3.2.4 Performance Measured against the Public Purposes 

3.2.4.1 Range of Output and Distinctiveness 

1Xtra aims to provide its audience with a diverse range of content and programming, with 
relatively more accessible daytime output and a highly specialist schedule in the evenings and 
overnight. The station covers a range of musical genres, from the popular (e.g. RnB) to more 
niche (e.g. desi-beats). 

1Xtra’s support for new and UK black music, together with its diverse speech content, 
makes it clearly distinctive from any commercial station. Independent music monitoring 
found that:90 

� 1Xtra played more new music in daytime: 57%, versus 40% on Choice, 28% on 
Galaxy and 21% on Kiss; 110 new songs on 1Xtra versus 55 on Choice, 22 on 
Galaxy, 26 on Kiss 

� There was more UK music: 36% on 1Xtra, 16% on Choice, 26% on Galaxy, 32% on 
Kiss – with up to eight times as many new songs by UK artists: 56 on 1Xtra, versus 
11 on Choice, 7 on Galaxy and 9 on Kiss 

� In daytime, 91% of all songs and 74% of new songs on 1Xtra were unique to the 
station and not played by any of the three commercial stations that week  

The highest overlap between 1Xtra and a commercial radio station was with Choice, which 
(once songs were weighted to account for their significance in each station’s output) 
featured around a quarter (26%) of the music that could be heard on 1Xtra. The overlap 
with Galaxy and Kiss was 17%. 

23% of 1Xtra’s total output each week is speech91 – rising to 29% during daytime, versus 
15% and 9% respectively in daytime on Galaxy and Kiss92. 

88 4+ 
89 bbc.co.uk Pulse, Q3 2008 
90 Intelligent Media, 17th to 23rd May 2008 
91 1Xtra has a Service Licence condition that around 20% of total output each week should be speech  
92 Intelligent Media speech surveys of 1Xtra (September 2008); Galaxy (May 2008); and Kiss (May 2007). Choice 
has not previously been monitored for speech  
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“Currently no legal station plays as much British Black music as 1Xtra. 1Xtra pioneered UK 
music from the start. Artists who were just starting off such as Dizzee Rascal, Estelle, Jay Sean, 

Wiley, Taio Cruz can all claim to have been championed by 1Xtra from grass roots right 
through to commercial success” 

Billy Grant – Manager, Jay Sean 

The Sparkler research found that audiences understood and valued 1Xtra’s promotion of 
new UK talent, considering it distinctive when compared to commercial stations. This remit 
was otherwise delivered by pirate radio stations and the internet. 

3.2.4.2 Stimulating Creativity and Cultural Excellence 

1Xtra is tasked with making a very important contribution to this purpose by: 
� Providing a home to new black music in the UK and a platform for a range of music 

rarely heard elsewhere 
� Featuring all the popular urban music genres and supporting the UK black music 

industry 
� Covering live performances and club nights 

Supporting new music and emerging UK artists 

1Xtra has been a strong supporter of the UK’s black music industry, including small 
independent labels and bedroom DJs. Many labels specialising in UK urban music struggle to 
gain significant radio airplay and few have yet developed the infrastructure needed to 
compete with larger American labels. There are few British black music superstars; it was 
only after the UK singer Estelle signed to a US label that she became a household name in 
the UK. 1Xtra provides a vital platform for these artists. 

“It gives young people a real chance of getting heard on radio without having to have a big video 
on TV or a major record deal. That in turn stimulates creativity by introducing new audiences to 
fresh music. For me 1Xtra is the leading station in giving new acts an opportunity to be heard” 

Rich Castillo, A&R, Shalit Global Entertainment  

1Xtra plays over 1,200 different tracks each week, with around 420 in daytime93. Its output 
covers the full range of contemporary black music genres and includes 77 hours of specialist 
programming94. In 2007/08, 72% of all music played was new95 and 44% from UK artists96. 
The vast majority of new UK tracks usually come from artists either unsigned or on small 
indpendent labels - with less than a quarter estimated to be on major labels97. 

Despite its relatively short history, 1Xtra has supported a string of new UK urban artists 
from the start of their careers, including Dizzee Rascal, Kano and Wiley. Wiley is one of the 
most innovative and creative talents on the UK’s black music scene, both as an artist and 
producer and has been supported since the channel’s launch in 2002. 

93 Based on regular independent monitoring of 1Xtra by Intelligent Media; Nov 2006 to May 2008. 
94 Analysis of the 1Xtra schedule, October 2008 
95 Pre-release or less than a month after (physical) release 
96 1Xtra had Service Licence conditions in 2007/08 that 70% of music should be new each year and 40% from UK 
artists. These changed to 60% and 35% of daytime music in April 2008 
97 Based on BBC analysis of Intelligent Media tracklistings from May 2008 

38 



Case Study: 1Xtra’s support for Wiley 

Wiley first released his single Eskimo while still unsigned, driving round London to sell to 
specialist record shops. This track was added to the 1Xtra playlist in 2003. Since then 10 of his 
other tracks have been added to the daytime playlist, with one-offs and album tracks receiving 
support in the station’s specialist schedule, with an estimated 2,500 plays in total.  

Wiley has also appeared freestyling and as a guest on various 1Xtra programmes and featured in 
the line-up for the first 1Xtra Live event in March 2008. Wiley’s single Wearing My Rolex was first 
played on 1Xtra in January 2008 and the station’s support for the track supported its transfer to 
the Radio 1 playlist in March 2008. The single went on to sell over 200,000 copies, taking grime 
music from the street into the mainstream.  

1Xtra’s close connections with Radio 1 also ensure that the best new black music and most 
exciting new UK acts are also exposed to a wider audience. 

1Xtra’s target age group considered the station to be on a par with Kiss in delivering 
statements related to this purpose98, although 1Xtra listeners rated the station considerably 
higher. For example, on “reflects black music and culture in the UK” 1Xtra scored 6.7 
among 15-24s, the same as Kiss and higher than Choice and Galaxy (both 6.1), while 
listeners99 scored it as 7.5. On “plays a wide range of new black music”, 15-24s scored 1Xtra 
at 6.8, in line with Kiss (6.7) and higher than Choice and Galaxy (5.9), while listeners scored 
it as 7.5. 

1Xtra has high Service Licence commitments to new music (60% in daytime, compared to 
45% on Radio 1) and UK music (35% in daytime, just below Radio 1 at 40%). This presents a 
challenge for 1Xtra, as the most popular urban music artists are often from overseas and 
focusing on urban music means there is a smaller number of tracks to choose from, 
compared to the range for a multigenre station. A careful balancing act is required to ensure 
the daytime music offering in particular remains accessible and avoids becoming too 
specialised and niche in its appeal.  

1Xtra listeners mentioned100 the station as a key destination to find out about new, UK 
urban artists, but there was also evidence that the station could be alienating other listeners. 
Non-listeners who were aware of the station wanted a broader international mix of music, 
while they saw 1Xtra as only playing UK-based black or urban music101. Brand research 
conducted earlier this year supported the view that the station was admired for its 
credibility, but could at times be seen to be trying too hard to be ‘street’, ‘rude’ or ‘cool’ in 
the music it played102. Management would welcome the opportunity to work with the Trust 
to review the extent to which the station can grow reach whilst fulfilling all its Service 
Licence music-related conditions and present options to examine whether any of these 
conditions should be amended to attract more listeners whilst still maintaining a highly 
distinctive music policy. 

98 YouGov, September and October 2008  
99 Those who had ever listened to the service 
100 Sparkler, September 2008 
101 Sparkler, September 2008 
102 Sparkler, April 2008 
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Live Music and Events 

1Xtra broadcast 66 live music events in 2007-08103, ranging from major festivals and events, 
to small scale specialist club nights. At the first ever 1Xtra Live event held in Coventry in 
March 2008, 4,000 fans of black music were able to enjoy a combination of established US 
and UK stars, including Akon, Estelle, Chris Brown and Craig David, performing alongside 
emerging acts like Taio Cruz and Jay Sean. It was the station’s first large-scale, multi-media 
event and 1Xtra’s aim is to develop the event into an annual showcase for black music in the 
UK. Management are also exploring the possibilities for increased television coverage in 
partnership with BBC Three in future years. 

Other major events covered in 2008 included: the Notting Hill and Leeds Carnivals, 
including a Carnival After Party in London; Glastonbury, with Westwood hosting Jay-Z’s 
headline performance; The Africa Cup of Nations, with shows from Ghana; Ras Kwame’s 
Introducing… tour, a series of club nights showcasing new and UK acts; and 1Xtra Loves 
Summer, which featured shows from Ayia Napa and Malia. 

Live music specials have included an exclusive performance from Mary J Blige in the BBC’s 
Maida Vale studios and 1Xtra presents John Legend; whilst MistaJam’s early evening show 
regularly features new and emerging bands in session. 

In addition to supporting new musical talent, 1Xtra also works to support the next 
generation of presenting talent. Most recently it has teamed up with BBC Blast to run a 
series of workshops which offer attendees the chance to quiz current DJs for tips and 
advice, learn some basic broadcasting skills and record a demo with an experienced 
producer. New presenters, often with little or no previous radio experience, are also 
frequently given opportunities on-air.   

1Xtra began to commission significant amounts of programming from independent 
producers in May 2007 and they accounted for 11.3% of eligible hours in 2007/08. An 
average of 20 hours a week of independent specialist music programmes are broadcast, 
including the hip-hop, homegrown and UK garage mix shows. In addition around half 1Xtra’s 
documentaries are currently made by independent producers 104. 

3.2.4.3 Sustaining Citizenship and Civil Society 

1Xtra contributes to this purpose through its news programming, in-depth documentaries 
and regular social action output. The station’s Service Licence requires that these genres 
should represent around 10% of output each week.  

1Xtra aims to provide news and current affairs that engage its target age group, dealing with 
issues of relevance in an appropriate tone and style. The station recognises that most 
listeners will not tune in specifically for news – they primarily want to discover more about 
music – but believes it can still have a significant impact if delivered in the right way. This 
forms an integral part of BBC News’ strategy to maintain reach to audiences underserved by 
the BBC, with whom 1Xtra has a distinct relationship. Growth of the station would further 
enhance the station’s role in delivering this.  

The station currently delivers over 17 hours of news programming a week: 

103 1Xtra has a Service Licence condition to broadcast at least 50 live music events each year 
104 1Xtra has a Service Licence condition to contribute to the overall BBC Radio commitment to commission at 
least 10% of eligible output from independent producers 
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� Over 7 hours of news via almost 150 bulletins in an average week, with 4 hours of 
these bulletins in daytime 

� A two hour news programme, Max, each weekday afternoon from 2 till 4pm 

In 2008, topics covered have included gun and knife crime, the age of consent, mental health, 
the use of the N word and R. Kelly’s trial on child abuse charges. For example, a two hour 
special edition of Max’s show looked at all aspects of youth crime, hearing from former gang 
members, victims and musicians with others – including prison officers and parents – 
contributing via text. A special Street Diary documentary included contributions from the 
best friend and girlfriend of one 16 year old who’d been stabbed to death by a teenage gang 
in London; as well as presenting a more positive view, revisiting a group from Manchester 
who had opted out of gang life and were working to become mentors.  

Management believes that 1Xtra’s news agenda resonates with the audience and that the 
quality of much of the output is strong. The overall format however - in particular the 
inclusion of a daily two-hour news programme - is designed more to ensure the station’s 
original Service Licence condition to broadcast around 10% news, documentaries and social 
action is met, rather than to address audience need. Recent research asked audiences what 
they most wanted from news provision. The top answer among younger audiences (48% of 
18-24s and 55% of 25-34s) was ‘headline summaries’105. On 1Xtra several different 
approaches have been taken in an attempt to make the afternoon news magazine 
programme work: the time slot has been shifted from early evening to afternoons and in 
autumn 2005 it was re-launched with a single presenter, Max, at the helm. However, the 
show is still failing to attract many listeners; indeed analysis of reach by daypart indicates that 
1Xtra’s audience drops significantly during Max’s show, from around 30k at 2pm to around 
10k by 3.30106. While most digital stations experience a dip at this time of day, on 1Xtra this 
is particularly marked.  

The YouGov research gave little indication that 1Xtra’s audience want the quantity of news 
currently provided107. 1Xtra was ranked alongside Choice FM in London for news and 
slightly ahead of Kiss and Galaxy – but given the volume of 1Xtra’s coverage the differences 
were not as great as may have been expected. By means of comparison, Radio 1’s target 
audience judged Radio 1 to be notably better on this purpose and ahead of its competitors, 
with scores of between 5.4 and 5.8 on ‘Citizenship and Civil Society’ statements among its 
target audience, versus around 5.3 for 1Xtra. 

The Sparkler qualitative research found there was debate about 1Xtra among listeners - 
some thought the station should be solely about music; others wanted debate on relevant 
issues such as knife crime - but most only wanted news covered in bulletins. 

”I only really listen to the music, not the news side of it” 
15-17, Male, Bristol – Sparkler Qualitative Groups 

Management believes that it is time to accept that a long news magazine strand on a youth-
oriented station does not offer the best fit with audience needs and consumption patterns. 
Management remains committed to high quality news content on the station, so is proposing 
maintaining spend on news, documentaries and social action at the current level but changing 

105 YouGov Journalism research, October 2008 
106 Rajar, 15+, Jan-June 2008  
107 YouGov, September and October 2008  
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the schedules and formats to be more appropriate for the target audience. Management 
would like to adopt a model that is used successfully by Radio 1: 
� Introducing two new 15 minute Newsbeat style programmes in daytime108 every 

weekday, providing comprehensive but fast-paced reporting and analysis of key news 
stories 

� Broadcasting occasional (three or four times a year) extended one hour news shows 
to cover areas of particular relevance and interest to the audience. These would 
benefit from wide promotion to drive reach and awareness 

� Refocusing the current two hour Max news magazine show every weekday to 
concentrate on discussion of topical and cultural issues rather than a news-led 
agenda. The show would feature more music and no longer count in its entirety 
towards the quantitative Service Licence condition for news  

� Continuing to broadcast weekly documentaries within the Max show  

Management also believes that the volume of news bulletins on the station do not reflect 
how and when young audiences want to consume news. Currently the station is providing 
hourly three minute bulletins throughout most of the night as well as in daytime. 
Management wholly supports regular news throughout the day but believes news bulletins 
overnight are not the best use of resources – serving very small audiences and alienating 
rather than engaging those listeners tuning in mainly for specialist music. Again they are 
scheduled to enable 1Xtra to meet its volume-based Service Licence condition for news 
rather than address any obvious audience need (note that on Radio 1 the only news bulletin 
during specialist programmes is at 10pm on weekdays, with the next update at 4.30am). It 
therefore proposes the following: 
� Continue to provide two or three minute hourly bulletins during daytime (minimum 

of 30 minutes each weekday) 
� Provide shorter hourly bulletins during the evenings (7-11pm) on weekdays 
� Stop providing overnight bulletins (midnight to 6am) where listening is minimal, 

although BBC News would still cover major breaking news overnight as appropriate  

Spend on news, documentaries and social action would be maintained at current levels with 
resources saved from dropping the overnight bulletins reallocated to support the two new 
daily 15 minute news programmes. Documentaries would continue to feature as part of 
Max’s show combined with an enhanced range of social action output (described in more  
detail in section 3.2.4.6). 

108 The exact times to be confirmed, potentially 1pm and 6pm, Monday to Friday. 
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News would remain core to 1Xtra’s daytime output. While overall hours of news, 
documentaries and social action would decrease from the current 10.3% of total hours (or 
7.9% if you exclude the musical elements within Max’s show) to around 4.5%, in daytime the 
figure would remain high at 8.3%. News bulletins and programming would account for 
around 7 hours a week, half an hour more than on Radio 1110 - with around 6 hours in 
daytime, ensuring provision remained considerably higher than on other radio stations 
targeting this age group: 
� Kiss 100 in London: provides 57 minutes (1.2% of daytime hours) of news and sport per 

week 
� Galaxy 105-106 in the North East: provides an average of 1 hour 10 minutes (1.5% of 

daytime hours) per week111 

Based on current audience patterns consumption of 1Xtra’s key news programming would 
increase by around a third (32%) if the new format was adopted - the combined weekly 
reach of the two proposed 15 minute slots being 181k, compared with the 137k currently 
listening to Max’s two hour show112 (note overall consumption of 1Xtra news – around 450k 
per week - is unlikely to change significantly as this figure includes many who only hear one 
or two short bulletins). 

Management would therefore like to work with the BBC Trust to develop a new news-
based Service Licence condition for the station that would make it possible to implement 
these changes. 1Xtra’s news, documentaries and social action play an important role in 
delivering the ‘Citizenship and Civil Society’ purpose to an underserved demographic by 
tackling issues many other providers find hard to cover. Management believes that by 
leveraging the experience of Radio 1 in successfully delivering this purpose to a younger 

109 Rajar, weighted 6 month average January to June 2008 
110 Not including any documentary output on either station 
111 Monitoring of daytime speech by Intelligent Media. Kiss 100 was surveyed in May 2008; the Galaxy figure is an 
average from two surveys in May 07 and November 06. 
112 Rajar, 15+, Jan-June 2008, comparing weekly reach from 1-1.15 and 6-6.15 weekdays, with 2-4pm weekdays 
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audience, it can maintain 1Xtra’s distinctive news coverage compared to commercial youth-
targeted stations, while delivering greater reach to in-depth news and better reflecting the 
habits, needs and interests of the station’s young listeners. 

3.2.4.4 Reflecting the UK’s Nations, Regions and Communities 

1Xtra contributes to this purpose by bringing together the diversity of black music and 
culture across the UK, offering a meeting place for fans of black music through its specialist 
programming, website and live events.  

1Xtra aims to bring together the full range of contemporary black music genres, with 
specialist shows dedicated to the more niche genres like desi beats and African music, in 
addition to those focusing on the areas like RnB, hip-hop, UK garage, drum and bass and 
reggae. 1Xtra’s live events programme also includes smaller and more specialised nights, for 
example the UK Cup Clash, which sees rappers and MCs compete in freestyle battles. 

Documentaries on 1Xtra aim to explore a range of cultural issues and profile key black 
musicians and figures. In 2008 examples have included cannabis, Martin Luther King and the 
fall of Mike Tyson, together with musical profiles on the likes of Soul II Soul, Goldie and Gil 
Scott Heron. 

Online, programmes are supported with a range of interactive features that allow users to 
explore and discover more about the music played; blogs by MistaJam and Ace & Vis offer a 
personalised view of urban music and culture; and message boards provide a forum for 
music fans to share opinions.  

1Xtra's presenters also regularly get involved in a range of community initiatives - for 
example the BBC Blast workshops highlighted in the creativity section above; or Your Game, 
a partnership between the Football Foundation and BBC Sport offering young people from 
underserved communities the chance to get involved in football, music and the media.  

1Xtra’s target audiences scored 1Xtra as 6.4 on the statement “reflects the lives, interests 
and experiences of young people in the UK today”113, slightly lower than Kiss (6.6) but much 
higher than Galaxy (6.1) and Choice (5.7). 1Xtra listeners scored the station even higher at 
7.1. 

3.1.4.5 Bringing the UK to the World and the World to the UK 

1Xtra contributes to this purpose primarily by showcasing the best global black music talent 
to UK audiences and through its coverage of international news and events.  

� 1Xtra’s specialist programming showcases new music from non-UK artists across a 
range of black music genres, for example RnB and hiphop - dominated by American 
acts – and reggae dancehall, which is dominated by Jamaican artists 

� The station’s news output regularly covers international stories, for example the US 
Presidential election  

� Major international events are also reflected, for example 1Xtra broadcast live from 
the Africa Cup of Nations, reflecting life in Ghana and the music of the countries 
taking part as much as the football action on the pitch  

113 YouGov, September and October 2008  
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15-24s rated 1Xtra as 5.5 on the statement “helps you know and understand about what is 
going on in the world”114, the same as Choice and higher than Galaxy and Kiss (5.1 and 5.3 
respectively). 1Xtra listeners scored the station slightly higher at 5.6. 

3.2.4.6 Promoting Education and Learning 

1Xtra plays a part in contributing to this purpose primarily through its social action output 
and vocational initiatives; although news, documentaries and other speech content (as 
detailed above) also help to deliver this purpose.  

1Xtra aims to run two or three major social action campaigns a year, usually in conjunction 
with Radio 1, aiming to inform the audience and act as a stimulus for discussion. Recent 
examples are the same as cited in the Radio 1 section: the Bare All campaign (sexual health), 
Feed Your Head (mental health) and The Alcohol Experiment. 1Xtra has a specific commitment 
to deliver social action at breakfast and the campaigns aim to maximise impact and - where 
subject matter allows - are focused on areas of peak listening. There were daily reports into 
Trevor Nelson’s breakfast show during The Alcohol Experiment – including a live medical at 
the end of the three weeks which detailed how Dev’s body had been affected; whilst a 
Careers campaign in November 2008 featured a series of guests in the show including 
businessman Sir Alan Sugar, Football Development Manager at QPR Dan Edwards and tailor 
and designer Ozwald Boateng. Ace and Vis at drivetime took the lead role during the Feed 
Your Head campaign. 

In the YouGov research, audiences rated 1Xtra in line with its competitors on “deals with 
issues that matter to young people”. Listeners scored the station notably higher on this 
statement, rating it 6.8 versus 6.3 among all 15-24s.  

As with Radio 1, Management is considering how it can develop its social action output, 
recognising it as an area of opportunity to achieve greater impact among younger audiences 
in future. It will also work closely with Radio 1 to update its vocational advice for those 
wishing to pursue a career in the music industry. 

3.2.4.7 Emerging Communications 

1Xtra supports delivery of this purpose by providing high quality content on a range of 
digital platforms and encouraging the take-up of digital radio.  

The 1Xtra audience is currently more likely to listen to the station via digital television, 
rather than DAB or online. This may change in future if manufactures improve the range and 
style of DAB devices – offering DAB on mobile phones in particular could make a significant 
difference, as could greater use of wireless internet 

Audiences scored 1Xtra in line with Kiss (but better than Choice and Galaxy) on the 
statement “provides content and programmes in a variety of ways” and “uses the internet in 
interesting ways”. Listeners rated the station considerably better than all 15-24s. 

Management is working to build the awareness and profile of the station, mainly through 
sharing programming with Radio 1. It shares Radio 1’s ambition to evolve into a truly 
multiplatform brand, seeing this as essential to remain relevant to young audiences going 
forward. More detail on 1Xtra’s proposed digital strategy is included in section 5.2.2.  

114 YouGov, September and October 2008 
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3.3 BBC Three 

3.3.1 Introduction and Summary 
BBC Three was launched in 2003, aiming to be a distinctive, mixed-genre channel aimed 
mainly at young adults, especially those aged 25-34. The channel had the explicit aim of 
trying to reconnect this group with the BBC’s output in particular and public service 
broadcasting in general.  

A Review of the BBC’s Digital Television Services by Professor Barwise in 2004 considered 
that the channel had met its remit, was distinctive and showed innovative UK-produced PSB 
programmes. However, while Barwise agreed the channel should continue to focus on 
innovation and entertainment, he recommended more emphasis on overall audience share 
and reach, supported by “releasing it from the creative straitjacket of its target audience.” 

The Barwise Review considered the channel just a year after its launch. The channel’s target 
age group was subsequently broadened to cover 16-34s and since then the channel has 
grown and matured: weekly 16-34 reach is 24%, having grown by an average of 20% year on 
year since 2004115 and makes a tangible contribution to BBC portfolio share amongst this age 
group. The channel is beginning to develop into a strong youth brand with overall quality 
perception and awareness among 16-34s gaining steadily. This year the channel won the 
Edinburgh International TV Festival award for Digital Channel of the Year.  

Since its inception, BBC Three has supported new British comedy, from early successes such 
as Little Britain to recent hits such as Gavin and Stacey, and the channel has built a strong 
reputation in this area. There is an opportunity to build similar credentials in drama – where 
the supply and tone of programmes has been less consistent - and entertainment, which has 
the potential to drive greater impact. Although audiences do not immediately associate the 
channel with ‘serious’ issues, BBC Three has transmitted a range of serious factual 
programming over the past year and younger audiences rate BBC Three better than other 
youth channels on statements such as “is not afraid to deal with serious issues”.  The 
channel believes there is an opportunity to build on its reputation in this genre by continuing 
to support a rich slate of serious factual output in a form that engages younger viewers.  

Key Points 
� Strong growth in reach and quality measures, particularly among its target audience and 

teens. The bulk of the channel’s growth is consistently driven by its own UK produced 
originations 

� The channel has a disproportionate share of viewing on iPlayer compared to linear, and 
the catch-up service makes a material contribution to reach for certain programmes 

� The channel is developing into a recognised youth brand with overall quality perception 
and awareness among 16-34s gaining steadily 

� The channel has built a reputation for new, innovative British comedy, but there are 
opportunities to build similar credentials in drama and entertainment 

� The channel has supported a rich slate of ‘serious’ factual output and rates better than 
other youth-targeted services on the Education and Learning purpose statements. There 
is however an opportunity to get more credit and recognition for this output 

� The constrained availability of BBC Three on digital TV means the channel is not 
available to younger audiences when they are starting watch television, limiting its 
impact, reach and value for money 

115 BARB 15 minute reach within BBC Three broadcast hours  

46 



3.3.2 Service Licence 

BBC Three Service Licence Remit 
“The remit of BBC Three is to bring younger audiences to high quality public service 
broadcasting through a mixed-genre schedule of innovative UK content featuring new UK talent. 
The channel should use the full range of digital platforms to deliver its content and to build an 
interactive relationship with its audience.” 

Key Points from the Aims and Objectives of BBC Three in the Service Licence 
� Provide high quality, original, challenging, innovative and engaging content across a range 

of genres 
� Take creative risks and experiment with new talent and ideas, particularly in UK comedy 
� Take a distinctive approach to engage younger audiences  
� Stimulate, support and reflect the diversity of the UK and also give an international 

perspective  
� Experiment with new digital technologies and give its audience more control over how, 

when and where they access and interact with its content 
� BBC Three should not meet its commitments at the expense of programmes on BBC 

One and BBC Two catering for younger audiences 

The annual service budget for BBC Three is £89.5 million. In 2007/08 actual spend was £96.5 
million (+7.8% variation). 

3.3.3 RQIV Analysis 
Reach on Television and Online 

On television BBC Three has been growing strongly since launch, particularly among teens
and 16-24s, and now reaches more young people during its broadcast hours than E4 and 
ITV2. 
� BBC Three has continued to grow reach since launch116, particularly to 16-34s: 

- An average of 10.5m watch BBC Three each week 
- Weekly 16-34 reach is now 24.2%, having grown by an average of 20% year-on-

year since 2004 
- During its broadcast hours, BBC Three reaches more 16-34s than E4 and 

ITV2117 

� The channel has been particularly successful at the younger end of its target:  
- Reach to 16-24s has more than doubled since 2004, with 23% growth in the last 

year 
- Teens is the fastest growing age group for BBC Three, having grown by around 

14% year-on-year. The channel reaches 800k teens each week  
� BBC Three is starting to make a real contribution to BBC portfolio share among the 

young. 16-34 BBC portfolio share in BBC Three’s broadcast hours is 27.2%, of which 
BBC Three contributes 3.6%. Half a million (586k) viewers watch no other BBC 
television service 

� BBC Three reaches a broad and diverse audience 
- The only BBC channel to skew to lower sociodemographic groups (>50% of its 

audience C2DE) and is more likely to be watched by non-whites and people 
outside of London than other BBC channels 

- Just under 40% of its audience are aged 16-34  

116 BARB 15 minute weekly reach within BBC Three broadcast hours 
117 Including +1 channels 
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Online, BBC Three aims to extend the impact of its programming beyond linear broadcast 
through a combination of premiering content, catch-up on iPlayer and clips on third party 
websites: 
� BBC Three has a disproportionate share of viewing on iPlayer compared to linear, and 

the catch-up service has made a material contribution to reach for some programmes  
- In the first three months of 2008 BBC Three programmes featured in the daily 

top ten most popular list for all but five days 
- Four of the channel’s series appear in the iPlayer top twenty most requested 

programmes 
- iPlayer requests to one documentary about The Mighty Boosh represented c.30% 

of the audience to the linear premiere 
� BBC Three’s online presence is growing, both through its own and third party websites  

- The BBC Three websites (/bbcthree and the programme sites) reach an average 
of 98k unique users each week, with c. 12k weekly AV requests 

- Consolidated data for third party websites is unavailable, but BBC Three clips on 
YouTube have achieved 4.3m views since the start of the partnership in 2006 

Quality and Impact on Television and Online 

BBC Three’s quality measures have grown since launch with a particularly strong position in 
comedy among 16-34s, but there is room for improvement in other genres: 
� Among its target audience, 36% of programmes achieve AI scores of over 80, compared 

to 32% for BBC One, 28% for both ITV1 and Channel 4, and 53% for E4  
� Approval of the channel among those who watch is in line with other BBC channels (6.5 

compared to 6.8 for BBC One and 6.6 for BBC Two) 
� BBC Three rates highly for its comedy output 

- BBC Three is rated second by 16-34s for ‘best for comedy’ after Channel 4, 
performing better than BBC One, BBC Two and ITV1 

� The channel’s website has recently achieved its highest ever quality ratings for its 
website: approval of 77% and a net promoter score of 27118 

Research has indicated that BBC Three is developing into a strong youth brand. A brand 
audit119 in early 2007 indicated that the channel did not have a strongly defined proposition 
and was poorly differentiated versus other youth channels. Since then research indicates that 
perception of the brand is noticeably shifting. It will take some time for the impact and 
clarity of the brand to become established, but Management are very encouraged by the 
brand improvements since the re-launch and its association in young people’s minds with 
other strong youth brands such as Radio 1.   The Sparkler research commissioned as part of 
this Review indicated high awareness of the channel and the channel was spontaneously 
identified as a channel for young people, alongside major youth brands such as E4, Facebook 
and YouTube, among others.  

Value 

BBC Three had an average cost per viewer hour of 12.5p in 2007/08, from 15.6p in 2006/07. 
This compares to 6.8p for BBC One digital only viewers, 9.0p for BBC Two and 15.3p for 
BBC Four. 

118 Internet Pulse Q3 2008 
119 Brand Driver research, February 2007 
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3.3.4 Performance Measured against the Public Purposes 

3.3.4.1 Range of output and platform availability 

The Service Licence makes it clear that BBC Three should provide output for younger 
audiences across a range of genres, regularly including the following programme types: news 
bulletins, current affairs, drama, entertainment, music, the arts, animation and a range of 
factual, knowledge-building programmes. 

An analysis of hours of television output reveals a balanced overall range with a strong 
emphasis on knowledge-building output (45% of spend and 42% of hours). Entertainment and 
Comedy were the second most important genres (39% of spend and 29% of hours). The 
slate also included music and arts, news and weather, sport, current affairs and drama.  

BBC Three originations account for the bulk (>60%) of viewing among 16 to 34s and the 
channel’s originations have driven the bulk of the channel’s growth: 

The role of BBC Three Originations 
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The Service Licence also recognises that in today’s multimedia world, the tech-savvy youth 
audience expect to be able to find the content and entertainment they want, when they 
want it. BBC Three uses a range of digital platforms to do this: it was the first BBC channel 
(beyond rolling news) to stream all its programming live, and the channel premieres a high 
proportion of its drama and comedy series online. This is covered in more detail in the 
‘Emerging Communications’ section.  

However, BBC Three believes it faces serious ongoing challenges in meeting its remit on 
television, where it is currently only available between 7pm and 4am. A substantial 16-34 
audience watch television during the day and the truncated schedule is in contrast to other 
channels targeted to younger audiences such as E4, ITV2 and Sky 1, all of which are available 
24 hours a day. Indeed in qualitative research groups, some respondents thought that BBC 
Three was not even on air at the weekend because they had been unable to access it during 
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the day120. As the following analysis shows, the 16-34 audience starts to build from 3pm in 
the afternoon: 
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Recent research commissioned as part of this Review supported this view, with unprompted 
calls for the channel to be on earlier121: 

“They could do a lot more if they started at 12”  
Male, 18-21, Cardiff – Sparkler Qualitative Groups 

“I sometimes forget about the channel because it’s not on till later” 
Female, 30-34, Glasgow – Sparkler Qualitative Groups 

Management believes that the limited availability of BBC Three is not meeting the 
expectations of its younger target audience and restricting their choice to programmes for 
older viewers or children on terrestrial channels, or acquisition-heavy digital channels. This 
is reflected in the BBC’s reach to younger audiences during daytime, which has declined 
from 54.8% in 2003 to 43.3% in 2008122 – more than twice as quickly as the BBC’s reach 
decline during all hours.  

As a result of the late start time, BBC Three also struggles to draw in and build an audience 
in the early evening. The cold start puts it at a disadvantage in attracting the 16-34 audience 
who are by then already tuned in to alternative channels which have been available all day.  

Extending the channel’s hours would provide an opportunity to drive better value for money 
for BBC Three’s investment. For a channel with a programming budget of almost £90m to 
be available only half the day (and not even the whole of peaktime) does not maximise value 
for money. In this context it is worth noting that when Professor Barwise reviewed BBC 
Three in 2004 on behalf of DCMS, his recommendations included “Explore ways of starting 
BBC Three and, if possible, BBC Four earlier in the evening” as part of his overall 
recommendation that the channel should increase its impact and overall value for money.  

The introduction of iPlayer has played an important role in improving the accessibility of 
BBC Three’s distinctive content to audiences despite the limited linear schedule. However, 

120 BBC Three health check research, BLINC, 2006 
121 Sparkler, September 2008 
122 BARB 15 minute weekly reach. Year to June 2008. 16-34s 
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research suggests that linear television will continue to represent at least 70% of viewing for 
the foreseeable future123; the channel’s limited hours will therefore continue to constrain the 
ability of BBC Three to engage and have impact with its target audience on the platform 
where the majority will continue to watch: their television set.  

“Younger audiences don’t switch on at 7pm and go to bed at 12.30am (which is what the oddly 
truncated schedule of BBC Three supposes). They are students at University or on vacation, available 
across 24 hours; they are workers in service industries or online; they are deep into flexi-time. The 
idea that five or so hours per evening fits their bill is bureaucratic, going on ridiculous… BBC Three 
needs day-and-night operation to ‘fulfil’ that sacred remit.”  

Peter Preston, The Observer, November 2007 

3.3.4.2 Stimulating Creativity and Cultural Excellence 

The BBC Three Service Licence states that the service should make a very important 
contribution to this purpose by: 
� Encouraging create risk-taking to develop innovative UK content, often using on- 

and off-screen talent new to television 
� Supporting a significant proportion of output interactively and having a substantial 

online service 
� Being a major driver of the BBC’s reputation for creative innovation and investment 

in new talent, particularly in comedy, drama and entertainment with a special 
commitment to UK animation 

� Covering major cultural events that affect a younger audience and encouraging them 
to participate 

BBC Three has been successful at delivering this purpose with its comedy output, giving new 
on- and off-screen talent the opportunity to grow, and acting as a nursery slope for new 
comedy which can then transfer to mainstream channels. Recent examples include:  

� The Mighty Boosh first screened on BBC Three in 2004, created by and starring two 
new British comedians (Julian Barratt and Noel Fielding). The risk-taking and 
innovative style of comedy achieved moderate ratings for the earlier series, but 
steadily developed a loyal following with the most recent series having an average 
audience of 800k, as well as 300k online premiere requests, 1.7m page impressions 
of the website and 279k YouTube views to Boosh clips 

� The Wrong Door combined new British comedy writing talent with the innovative 
and creative use of cutting-edge CGI technology. The first episode was the most 
successful comedy launch in the channel’s history, reaching >600k people. The show 
also has a sizeable following on YouTube: one clip of the show has been viewed 
>300k times and become one of the BBC’s most watched clips. The programme’s 
output has also been made available on WAP and via Bluetooth marketing 
campaigns at festivals 

� Coming of Age is a new six-part comedy sitcom on BBC Three, written by 19 year-
old Tim Dawson and starring six new young comic actors. BBC Three took a major 
risk in backing this young talent with strong results – the series achieved an average 
audience of 365k and share of 6% among 16-34s. More than half the audience were 
aged 16-34 

123 Cap Gemini modelling for BBC PSB Review submission. Based on ‘Revolution’ scenario where there is rapid 
take-up of new on-demand technologies 
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As a result of these successes, BBC Three is building a strong reputation for innovative 
comedy. The channel now rates second as ‘best for comedy’ among 16-34s, just behind E4 
and audiences spontaneously cite the channel as developing innovative, risky comedy output.  

“Something like Little Britain… it’s an unknown thing… BBC Three gives them a chance… and 
it becomes like a national hit.” 
Male, 18-21, Cardiff – Sparkler Qualitative Groups 

GAVIN AND STACEY 

Gavin and Stacey has been an extraordinary success for BBC Three, contributing to the 
channel's ever-growing reputation as a place to nurture new comedy talent. Commissioned 
from Baby Cow, the series gave rising stars James Corden and Ruth Jones the chance to write 
together and launch their show in an environment less harsh than the spotlights of BBC One 
and BBC Two. The first series was critically well-received but not a break-out hit, with an 
average audience of around 500k and an AI of 82. But 'word-of-mouth' meant that the second 
series achieved an average audience of 1.6m with an AI of 89. In total the second series 
reached 11.6 million people, with a subsequent 1.2 million requests on iPlayer. The series won 
two BAFTA and three British Comedy Awards. 

Gavin and Stacey is now moving to BBC One for a Christmas special, reflecting BBC Three’s 
role as a nursery slope for great young comic talent, helping them to become the next 
generation of mainstream talent for the BBC. The series has also helped nurture the comedy 
careers of Mat Horne and Joanna Page (aka ' Gavin and Stacey'). 

The value of this model is also evident in BBC Three's continuing relationship with key 
creatives from Gavin and Stacey. James Corden and Mat Horne's next comic venture will 
transmit on BBC Three - by allowing Gavin and Stacey to move to BBC One, BBC Three has 
created the space for these talented young people to nurture and develop their next comic 
project. Corden and Horne's sketch-show will transmit on BBC Three in 2009. 

In drama and entertainment, however, BBC Three’s performance has been more mixed. Lily 
Allen and Friends is an innovative BBC Three approach to entertainment, mixing linear 
television with online to experiment with multi-platform, but the slate would benefit from 
more high-impact entertainment series. Going forward, the channel is planning a more 
regular place for entertainment programming in the schedule. A number of new formats are 
in development or at pilot stage, and - above all - work is underway to develop a bigger 
roster of young on-screen entertainment talent for BBC Three.  

In drama, there have been some very notable successes, such as Torchwood, Casanova and 
Drop Dead Gorgeous, but again the supply of programmes has been inconsistent and the 
genre’s overall tone has lacked coherence. Going forward the channel is focused on 
developing its offer in drama, particularly as regards the development of new talent. It has 
started to make inroads: BBC Three piloted six new dramas in early 2008 which showcased 
new writing and acting talent. In a break with convention, these programmes were described 
to the audience as pilots and viewers encouraged to give their feedback online. One of the 
big successes was Being Human, which attracted 430k viewers and was the most popular 
programme on iPlayer a day after transmission. The series captured people’s imagination, 
with fans launching an online petition to support a full series and gaining thousands of 
signatures. Being Human will transmit in 2009, as part of what the channel hopes to be a 
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more consistent, high quality drama slate. Further drama series planned for 2009 include 
PA’s, a drama from young writer Gabbie Asher. 

Other initiatives to support new talent have been successful. The channel’s documentary 
Director scheme – Fresh – provides annual guaranteed hours for new Directors to make 
their first one-hour documentaries. Recent successes included Sasha: Beauty Queen at 11, 
which was watched by one of BBC Three’s highest documentary audiences of 2008 (>600k 
people), of which 38% were aged 16-34.  

In arts, BBC Three covers major cultural events with relevance to young people, such as 
Glastonbury, T in the Park and Radio 1’s Big Weekend. The channel’s music festivals reached 
8.6m (22%) of 16-34s on television, as well as subsequent popularity on iPlayer and the 
online simulcast. In addition BBC Three broadcasts arts programmes that would not be 
found on any other British youth channel. The latest of these was The Liverpool Nativity, a live 
musical drama set in the streets of contemporary Liverpool, which achieved an average 
audience of more than 750k. BBC Three has a statutory commitment to 50 hours of music 
and arts output. In 2007/08, the channel delivered 54 hours124. 

BBC Three meets its commitment to new UK animation through linear programmes such as 
The Wrong Door. This genre is well suited to online and going forward the channel’s 
investment will increasingly focus on this platform, for example through the new pan-BBC 
comedy multiplatform product. 

Recent research considered how each of the BBC’s channels compared to its competitors 
on measures of quality and originality. Content was split into four quadrants: ‘sweet spot’ 
(high quality, highly original); ‘experimental’ (highly original but lower quality), ‘comfortable’ 
(high quality but less original) and ‘bottom left’ (neither high quality or original). 58% of BBC 
Three’s output was more ‘original and different’ than average, with more than 30% 
considered ‘experimental’. This figure is higher than all the channels surveyed, including 
young-targeted services such as E4 and Sky One, and clearly reflects the channel’s unique 
risk-taking remit.  
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The YouGov research identified gaps in the BBC’s overall provision of several ‘Culture and 
Creativity’ statements. BBC Three is, however, playing an important role in the portfolio to 
deliver on this purpose, scoring more highly than the other youth-targeted channels 
targeting a younger age group (E4, ITV2, Sky One, Dave and Virgin) on statements such as 
“is not afraid to take risks and try new things”, “features new UK faces on-screen” and “is a 
great place to find new comedy”. E4 scored slightly higher than BBC Three on just one  
statement: “uses the internet in interesting ways” (BBC Three 6.2; E4 6.5). On all the 
purpose statements, BBC Three was rated higher among 16-34s than over 35s. 

The Sparkler qualitative research revealed that the channel was associated with comedy by 
all and its promotion of new, UK talent was highly praised. Respondents felt the ‘Britishness’ 
of BBC Three made it distinctive, especially in comparison to Channel 4 and E4. Nonetheless 
some thought the channel could promote even more experimental content, although they 
were aware this could be a trade-off with quality.   

3.3.4.2 Promoting Education and Learning 

BBC Three is required to make a strong contribution to this purpose through: 
� Bringing younger audiences to knowledge-building factual programmes by tackling 

relevant topics in ways that feel different, original and interesting – including through 
entertainment, drama and factual 

� Finding new ways to attract its target audience to subjects such as science, business, 
religion and ethics 

� Participating in social action campaigns that are relevant to its audience 

In 2007/08 the channel broadcast 94 hours of first-run knowledge-building output, versus its 
Service Licence commitment of 50. 

BBC Three has an important educational role to play for its audience. 16 to 34 year olds are 
at a life stage where they still feel young but have to face adult responsibilities such as 
parenthood, mortgages and marriage. The channel’s output for this purpose is often 
controversial for some audiences as it is attempting to present key aspects of public service 
broadcasting in ways that appeal to a young audience. This output is underpinned, however, 
by serious issues, delivered in a tone and form that encourages young people to consider 
important social and personal issues, from the impact of globalisation to teen pregnancy.  

BBC Three aims to use a range of genres to bring issues of relevance to its audience. The 
channel’s original and distinctive approach can be illustrated through its specialist factual 
output as well as using genres such as entertainment to inform the audience and promote 
discussion. Examples from 2007 and 2008 have included:   

� Kill It, Cook It, Eat It aimed to inform younger audiences about the process that brings 
meat products to supermarket shelves through a live show that saw animals killed, 
cooked and eaten. The show created a lot of controversy in the press but audiences 
were appreciative – the show gained an average audience of >500k125 and 70% of the 
audience considered it ‘original and different’126 

� Dealing with one of the major issues facing its target age group, BBC Three aired a 
range of programmes dealing with parenting in 2008. The Baby Borrowers followed 
five inexperienced teenage couples as they looked after children at different stages 
of development. Young Mums’ Mansion took an in-depth look at the issue of single-

125 BARB 
126 PBTS 
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parenting and how families manage outside the conventional nuclear family. Kizzy: 
Mum at 14 was a documentary that told the story of a young mother, struggling to 
cope with pregnancy and a baby when still herself a child.  

� Make My Body Younger advised young people with excessive lifestyles on how to 
become healthier and avoid illnesses. The series dealt with relevant issues such as 
alcohol, over-eating and drug use, using cutting-edge scientific and medical 
technology to bring science to a younger audience  

� The Last Millionaire challenged successful young British entrepreneurs to test their 
abilities against each other in a series of challenges set around the world. This 
business-themed series added to the broad range of educational subjects covered by 
BBC Three in recent times. 

� Britain’s Missing Top Model, part of the channel’s Beauty Season, encouraged BBC 
Three’s audience to discuss traditional perceptions of beauty through running a 
modelling competition for disabled people. This programme partnered with the 
BBC’s Ouch! website to increase awareness of disability issues among the non-
disabled 

Case Study: BLOOD, SWEAT AND T-SHIRTS 

Blood, Sweat and T-Shirts was a four-part factual series that created a compelling picture 
of how the clothes we wear are actually produced in the developing world. Six young 
people with a strong interest in fashion were sent to work in factories, sweatshops and 
cotton fields in India. Through their harsh experience of tough working conditions, low 
pay, slum-life, and child labour, viewers were immersed in the world of clothing 
production in a visceral and emotive way.  

In essence, this was a factual series about globalisation and its impact on the developing 
world. But the immersive nature of the young people's experience made what could 
have been a very dry subject into television that made a big impact with young audiences. 
At the same time, the complexity of the subject matter was not diminished - Newsnight 
Editor Peter Barron has called the series 'the best thing on globalisation I've seen on TV'. 
Audience response was similar. In the BBC's tracking survey of its portfolio of channels, 
the series came second in the 'original and different' category, third in the 'learnt a lot' 
section, and third for being 'thought-provoking'. The programme achieved an average 
audience of 413k, a 16-34 share of 2.5% and an AI of 86. 

Inspired by the opportunity for the series, BBC Learning launched Thread, an online 
fashion magazine which aimed to explore ethical issues and inspired thousands of 16-30 
year olds to incorporate a more sustainable approach to their personal style.  In parallel, 
Blast, the BBC's youth creativity service, launched Your Label, a project for young fashion 
lovers to create and run their own fashion label with the aim to show the collection at 
London Fashion Week. BBC Switch joined in to launch a nationwide hunt and from over 
1,000 entries fifteen aspiring models were chosen for the runway. The projects 
culminated in a spectacular catwalk show at the Royal Academy run by the young people 
of Blast. 

BBC Three has committed to making more programmes on this topic. A new series on 
food production in the developing world will soon begin filming, and a series on child 
labour has also been commissioned for transmission in 2009. The child labour series will 
be presented by Stacey Dooley - one of the young participants in Blood, Sweat and T-
Shirts. In this case as with others, BBC Three is taking an opportunity to develop new, 
young on-screen talent for the BBC. 
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Partnering with BBC Learning has enabled BBC Three to use its programming as a launch 
pad for more informative output. As well as the Thread campaign detailed above, the BBC 
made programmes of Baby Borrowers available as free teaching packs to be used in schools, 
with just under half of UK secondary schools ordering them. In support of Make My Body 
Younger, BBC Learning's mental health campaign, Headroom provided additional advice and 
support for young people to understand how excessive lifestyles and addiction affect their 
health and well-being. 

The channel’s factual output attracted a total of 32.9 million 16-34s in 2008, compared to 
46.1 million on BBC One and 44.9 million on BBC Two127. While many young people 
continue to use the terrestrial channels for their factual output, BBC Three attracts a 
notably younger audience by dealing with issues of relevance to them (38% aged 16-34, 
versus 17% for BBC One and 16% for BBC Two).  

Audiences do not immediately associate BBC Three with ‘serious issues’128, however the 
channel’s factual output regularly attracts sizeable audiences and achieves strong AIs. In the 
YouGov research, BBC Three scored higher than the other youth channels on the purpose 
statements “is not afraid to deal with serious issues”, “covers subjects that other channels 
don’t” and “helps you learn new things”.  

As demonstrated above, the channel has been airing documentaries and factual programmes 
with more serious topics recently and Management’s view is that that the overall impact of 
this approach is still being built. The use of entertaining and compelling formats to deliver 
these serious issues (e.g. Britain’s Missing Top Model and Blood, Sweat and T-shirts) may also 
mean that audiences do not readily associate the channel with more ‘serious’ output. 
Upcoming programmes will continue to deliver serious issues in a way that engages younger 
viewers: the 2009 programme slate will cover topics such as child labour, strongly held 
religious beliefs and the vocational skills of young British workers. 

3.3.4.3 Sustaining Citizenship and Civil Society 

BBC Three is required to contribute to this purpose by: 
� Presenting news in a way that engages younger audiences  
� Finding new presenters who reflect the UK’s multicultural society 
� Providing current affairs and documentary output that reflects life in the UK and 

deals with international issues in a way that engages younger audiences 
� Not shying away from causing debate and controversy, within the framework of 

impartiality, accuracy and independence 

In 2007/08 the channel broadcast 18 hours of first-run current affairs output, versus its 
statutory commitment of 15. The channel’s Service Licence describes a commitment to 
hourly news bulletins, which the channel delivered. 

Providing news output to younger audiences is challenging, as they are often news-avoiding 
and have access to a wide range of media choices. BBC Three has successfully managed to 
attract a significant audience to news through its 60 Second Bulletins, which air every hour. 
Awareness of the bulletin among young audiences is high -over 50% of 18-34s- in line with 
their awareness of news output such as The Politics Show and Radio 1’s Newsbeat129. Previous 
attempts to include a longer, more in-depth bulletin failed to reach many people and had 

127 BARB 15 minute weekly reach within BBC Three broadcast hours 
128 Sparkler research 
129 YouGov Journalism research, October 2008 
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repercussions for the rest of BBC Three’s schedule. BBC Three’s news output reaches 5.3m 
people each week130, over 10% of individuals with access to multichannel. 40% of the weekly 
reach is to 16-34s. 

In 2008, BBC Three’s 60 Second Bulletins were significantly altered and enriched. Rather than 
repeating the same general headlines each hour, the bulletins have been re-designed to 
include a broader range of global and significant news themes and topics. A dedicated nightly 
World News bulletin has been established, along with dedicated bulletins on subjects 
including Science and Technology, Sport and the Environment. No other British youth-
focused television channel provides news in this depth and with this range. The bulletin has 
also provided an opportunity to develop presenters that reflect Britain’s multicultural 
society: the main presenter is Tasmin Khan.  

Beyond the core news offer, BBC Three aims to drive active and involved citizenship among 
its audience through a range of current affairs / documentary programming and social action 
campaigns: 

� BBC Three’s continuing current affairs strand, Mischief, has brought relevant current 
issues to younger audiences, reaching 2 million people in 2008131. Examples of topics 
include Cheap Homes for Sale (housing), Britain’s Really Disgusting Foods (food 
production), Hoodies can be Goodies (teen crime and perceptions of young people) 
and Your Identity for Sale (data protection issues). BBC Three also commissioned 
web-only exclusive minisodes for each of the topics, which audiences shared and 
commented on across the web 

� BBC Three also brought thought-provoking issues to the attention of its audience 
through its Born Survivors season, which included programmes such as Kizzy Mum at 
14 (teenage pregnancy), Looking After Mum (child carers), Cut-up Kids (self-harm) and 
Growing Up Skint (child poverty). The season was nominated for the ‘Best 
Multiplatform Project’ at the 2008 Broadcast Digital Awards, as a result of the 
innovative use of internet minisodes that served to stimulate debate. Indications are 
that this attracted a very different audience to BBC Three, leading to a cumulative 
reach of one programme - Kizzy - of 4.5m people on TV and 78k views of minisodes 

� Honour Kills was a two-part investigative documentary series that considered the 
role of honour in a number of high profile murders in Britain. With access to the 
police investigating the crimes, the series was nominated for a BAFTA in the Best 
Current Affairs category in 2007 

� Whose Hair Is It Anyway? was a documentary that investigated the way in which hair 
extensions destined for the British high street can be traced to the cutting of young 
girls’ hair in the developing world.  

The channel has made progress in using multiplatform output to encourage discussion and 
debate around the current issues, with particular success cited above with the minisodes of 
Kizzy: Mum at 14. Going forward the channel will endeavour to support more multiplatform 
activity linked to key programming, both to encourage active participation from younger 
audiences and to reach out to those less engaged with current affairs issues.  

In the YouGov research, audiences considered BBC Three better delivered this purpose 
than other youth-targeted services - through statements such as “makes news and current 
affairs and other topical issues interesting to you” and “provides high quality journalism”. 16-
34s scored BBC Three notably higher on this purpose than over 35s. 

130 BARB, 1 minute reach 
131 BARB 
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The Sparkler research indicated that audiences value BBC Three’s delivery of news and 
current affairs and believe it to be distinctive: 
� The format is believed to be distinctive and provide news in the right way for its 

audience. This was particularly the case among respondents who claimed not to 
watch any BBC content, but were aware of and valued 60 Second News 

� Good representation of diverse backgrounds with the presenters 
� Although the format was sufficient for many, some felt it did not offer the depth of 

other news content 

“It sums up everything in 60 seconds, so I don’t have to wait around for half an hour.” 
Male, 15-17, Bristol – Sparkler Qualitative Groups 

As with the channel’s factual output, BBC Three is still building a reputation with its 
audience for current affairs, despite high viewing figures. Management will continue to 
support a strong current affairs agenda and work to establish an ever stronger reputation 
for this output. Future current affairs programmes on the channel will cover themes 
including knife crime, the war in Afghanistan, teen alcoholism, drug addiction, anorexia, and 
food quality. 

3.3.4.4 Reflecting the UK’s Nations, Regions and Communities 

BBC Three is required to play its part in supporting this purpose by stimulating, supporting 
and reflecting the diversity of UK society in ways that reflect the everyday lives of its 
audience across the breadth of the channel’s output. 

In 2007/08, 33.4% of BBC Three’s programmes were made outside of the M25, versus its 
statutory commitment of 33%. 91% of hours and 95% of spend were of EU / EEA origin, 
versus statutory commitments of 90%.  

In 2007/08, £27 million (28% of total spend) was invested in content outside of London. This 
included high profile comedy series Gavin & Stacey as well as new comedy titles Massive and 
Scallywagga. The programmes aim to reflect the culture and heritage of the local area, for 
example The Liverpool Nativity – based and filmed in Liverpool – used the city’s musical 
heritage as the soundtrack to a contemporary drama based on the story of the Nativity and 
starring a host of well-known Liverpool actors and personalities. The channel also has a 
commitment in major cultural events in the Nations and Regions, including T in the Park, the 
Scottish music festival. 

The diversity of the UK’s population is regularly reflected in BBC Three’s output. Prominent 
examples include West 10 LDN, a new drama written by Noel Clarke following the lives of 
teenagers in West London and the way that they cope with gang life and other urban 
pressures. Making clips available on YouTube encouraged hundreds of comments, many 
seemingly from audiences little served by the BBC. This programme is now in development 
as an ongoing online drama. BBC Three aims to reflect Britain’s diverse communities in its 
programmes, from personalities such as Jamelia, Alesha Dixon and Natalie Cassidy in its 
factual output, Tasmin Lucia Khan and Garron Mitchell in news/current affairs, to the cast of 
youthful comedy sketch show Scallywagga. 
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Case Study: BRITAIN'S MISSING TOP MODEL 

Britain's Missing Top Model was a formatted factual series that transmitted on BBC Three 
as part of The Beauty Season in 2008. Across the series, eight young women with varying 
forms of disability competed in a no-holds-barred modelling contest - with the winner 
enjoying feature magazine coverage shot by celebrated photographer Rankin. 

There were two key aims of the series. The first was to find a youthful and populist way 
of exploring how disability affects young people's lives - from the career choices available 
to them, to the challenges presented by everyday life. Alongside this, the series played a 
key role in BBC Three's Beauty Season - the aim of which was to challenge modern pre-
conceptions of beauty and in doing so stimulate young people to reflect on the pressures 
they feel under to conform to contemporary notions of beauty. 

Other documentaries in the Beauty Season supported this mission - with thought-
provoking looks at facial disfigurement, the growing popularity of beauty contests for 
children, and the way that glossy magazines present an unrealistic image of beauty and 
attractiveness. With eating disorders and other forms of teen anxiety rising, a season 
looking at these kinds of pressures was felt to be very suitable for BBC Three's target 
audience. The series averaged an audience of >400k with an above average share among 
16-34s. The show’s AI grew to 81 for the final episode. 

BBC Three performs better than other BBC channels in Nations and Regions and among 
non-whites. In the YouGov research, audiences believed BBC Three performed better than 
other youth channels on delivery of the statement “provides programming and content that 
caters for your particular area or community”. On “reflects the lives, interests and 
experiences of young people in the UK today”, BBC Three scored slightly below E4 but 
ahead of the other channels.  

3.3.4.5 Bringing the UK to the World and the World to the UK 

BBC Three is required to play its part in supporting this purpose primarily by bringing the 
world to the UK – through its coverage of international issues, including in its news and 
current affairs output.  

� In its regular news bulletins BBC Three deals with international issues in a way that 
is interesting and understandable to its target audience. The establishment this year 
of a dedicated nightly World News bulletin means that younger viewers have access 
to a regular supply of news from beyond Britain. In addition, major international 
stories are covered in the general news bulletins that form a part of 60 Seconds’ 
nightly offer. 

� The channels current affairs output has tackled issues of international importance in 
a way that engages its target audience. For example, Jack: A Soldier’s Story followed a 
brave young British soldier during the war in Afghanistan and the subsequent 
problems he experienced on his return to the UK. The show averaged an audience 
of >350k and has subsequently aired during BBC One peak 

� Last Man Standing is an entertaining anthropological series which follows a group of 
Western adventurers as they travelled round the world to countries such as Russia, 
Brazil, Ethiopia and the Philippines, competing in events with local tribesmen. The 
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first episode of the second series had an average audience of >460k132 and an AI of 
81133, with more than 50% of the audience aged 16-34. The programme has also 
performed well on iPlayer and the website is the second best performing BBC Three 
programme site of the year  

� The World’s Strictest Parents has provided another popular way of engaging younger 
viewers with other cultures and nationalities. By sending teenagers to live with 
families in countries such as Ghana, India, Jamaica and the US, the series explored 
the different values, ethics and priorities of people around the world. The first 
episode was the best launch of a new factual series in the channel’s history with 
>700k and share of 3.9% (6.5% among 16-34s)134. The show has performed 
particularly well among non-whites – with share of 6.4% compared to a channel 
average of 2.6% 

In the YouGov research, BBC Three scored higher than most channels and in line with Sky 1 
on delivering the statement “helps you know and understand about what is going on in the 
world”. BBC Three has an increasingly global feel, with a range of programmes that reflect 
people and cultures from around the world. Management believe that this is the right 
strategy for young audiences who are ambitious in their foreign travel and highly engaged 
with the wider world and will continue to consolidate a reputation in this area.

 3.3.4.6 Emerging Communications 

The Service Licence makes its clear that the use of new digital technologies is a fundamental 
part of the channel’s remit. The channel should “encourage people to enter the digital world by 
offering unique and high quality content on a range of digital platforms” as well as “encourage 
innovation within the BBC by experimenting with new digital technologies and a significant 
proportion of the channel’s output should have interactive support.” 

In 2007/08 BBC Three met its Service Licence commitment to support at least 20% of its 
output interactively. 

The previous sections illustrate how BBC Three is using digital platforms successfully to 
complement and enhance the linear programme offer with interactive content. This 
encourages audiences to more actively participate with the channel’s content, develops 
loyalty and aims to reach out to an audience not usually served by the channel. 

New digital technologies have also enabled the channel to make its content available to 
younger audiences in ways and places appropriate to them. BBC Three was the first BBC 
channel (apart from rolling news) to stream all its content live online, as well as premiering a 
high proportion of its drama and comedy series on its website. However, successfully 
reaching out to younger audiences requires more than a single website. By syndicating short-
form versions of its programming to other websites, such as Yahoo, Bebo and YouTube, the 
channel widens the accessibility of its programming to audiences. Pages on social networking 
sites such as Facebook enable the channel to build a stronger relationship with its audience 
and direct people back to BBC Three’s core programme output. For example, an application 
was developed for the Lily Allen show delivered regularly updated exclusive content to fans, 
while Celebrity Scissorhands enabled people to share images and donate to Children in Need. 
Other BBC Three multiplatform output has included Mouth to Mouth, a series of new 

132 BARB 
133 Pulse 
134 BARB 

60 



comedy monologues available on the BBC website and Bebo, minisodes of current affairs 
series Born Survivors and web-only content as part of the channel’s new comedy Clone. 

Beyond this, BBC Three has also developed innovative multiplatform-led content that 
encourages audiences to build a deeper relationship with the channel and demonstrate their 
own creativity. Be on TV has enabled BBC Three viewers to make or record introductions to 
their favourite programmes – many of which in animation form - and upload them onto the 
website, with the best being shown on BBC Three.  

While unique users to the BBC Three websites remain small relative to other bbc.co.uk 
sites, the channel’s quality measures are strong, ranking higher than other BBC channel sites 
for being ‘original and different’ (71% versus 68% for BBC One, 65% for BBC Two and 64% 
for BBC Four). The YouGov research indicated that younger audiences ascribe a much 
higher importance to this purpose than older audiences and BBC Three performed more 
strongly than other young channels on the statement “provides content and programmes in 
a variety of ways”.  

Audiences are often not aware of the channel’s interactive elements135 and do not have a 
reason to visit the BBC Three website. As a relatively nascent area, Management believes 
the channel is driving innovation, but will continue to build on its range of interactive 
content to drive greater impact by encouraging greater coordination with its linear output 
to become an intrinsic part of its delivery of the BBC’s public purposes. Currently the 
Service Licence focuses on serving its audience through the medium of linear television. 
Management believes that recalibrating the focus of its Service Licence would better reflect 
delivery of public value to younger audiences going forward.   

The channel met the following statutory commitments in 2007/08 (other commitments are 
covered in the purpose sections): 

2007/08 Commitment Performance in 
2007/08 

15% of output to be “demonstrably public service”136 18%
Statutory commitment: 80% of hours, and 70% in peak, to 80% / 70%
be originations137,138

Statutory commitment: a minimum of 25% of qualifying 65%
hours are provided by independent producers 
Statutory commitment: a minimum of 25% of spend on 68%
independent producers 

135 Sparkler, September 2008 
136 This condition was removed for 2008/09 
137 Original productions include all BBC-commissioned programming, excluding repeats of programming first 
shown on another BBC public service channel 
138 A change to this commitment was approved by the BBC Trust and Ofcom in October 2008, to apply 
retrospectively to 2008/09 
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4. Other BBC Content Targeted to Younger Audiences 

4.1 Formal Learning 

4.1.1 Existing remit 
The approvals framework for the BBC’s formal learning provision for young people, schools, 
teachers and parents is captured in the BBC’s Purpose Remit for Promoting Education and 
Learning. 

The remit places a focus on skills for learning, work and life; and on providing a safe 
environment for learning. The remit states that the BBC should “Promote and support formal 
educational goals for children and teenagers…especially related to essential skills development” and 
“provide a safe environment for learning, especially for children”. In doing so it should: 

� Support a wide range of formal and informal learning for all UK citizens 
� Take full account of the needs of those with restricted access to digital technologies; and 

of audience demands to access content via a range of platforms 
� Provide content that is authoritative and intellectually robust; and demonstrates cultural 

sensitivity 
� Engage reluctant learners and provide opportunities for reluctant learners through a 

wide range of mainstream programming 
� Open up the archive to audiences 
� Introduce audiences to education beyond the BBC’s output and work with partners to 

assist people seeking reliable sources of educational content 
� Bear in mind what is provided in the wider marketplace 

4.1.2 Strategy 
The BBC’s existing strategy builds on the heritage of its schools programming and its 
broader creative assets to use the best of the BBC to help people achieve their potential, at 
the same time responding to the challenges and opportunities of the multi-platform, on-
demand world139. The strategy is to provide a portfolio of services, mainly online, which 
provides a broad range of support for learners, parents and teachers. It aims to:  

i. Provide resources for children and teenagers, parents and teachers for use both in 
school and out of school, making them freely available to everyone whatever their 
circumstances. 
� Bitesize: revision and recap materials covering the secondary key stages and GCSE  
� Parents advice: providing information for parents on helping children with school 

work 
� Community learning: working with local education authorities in deprived areas 

to understand how best to engage children from disadvantaged backgrounds and 
then building the learning into our services.  The work started as part of the Hull  
project, but has extended across the North East and we plan to replicate it in the 
North West and eventually the Midlands  

ii. Make the output more accessible and more usable by teachers in the formats they need 
– away from long-form schools programmes on linear television to online, on-demand 
availability of a wide range short-form content, tagged for curriculum relevance. 

139 91% of secondary teachers now use the internet in class in their teaching. 
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� Learning Zone Broadband: clips from learning output available online in 
curriculum-tagged clip form for use in class. The library is set to grow to over 
20,000 clips over the next five years 

� Schools TV: programmes are broadcast overnight on BBC2, usually in clip 
collection format 

� Nations content: each of the nations has its own curriculum requirements; and a 
significant amount of content is produced in Northern Ireland, Scotland and Wales 
to meet their specific needs 

� Teachers portal: provides a guide for teachers to all of the BBC’s output for use 
in schools 

� 21CC140: The BBC's digital learning centre in White City provides workshops for 
schools to explore creative ways of using multimedia and new technology in teaching 
and learning. A second centre is planned for the BBC’s new Salford base 

iii. Respond to the changing educational climate which is seeing a shift in emphasis away 
from subject-based, knowledge-driven approaches and towards the development of 
transferable skills 
� Blast is a proposition that helps to build transferable skills in the creative arts with 

the support of BBC facilities and mentors. Aimed at disengaged teenagers, it has 
grown out of a partner-driven community outreach programme but now: the Blast 
truck tours the country more than thirty weeks a year; the Blast website provides 
tools, advice and a showcase for young people’s content; Blast content is also 
showcased on BBC Two each Autumn 

iv. Align our activities wherever appropriate with wider output from the BBC to maximise 
the impact of learning activity 
� Campaigns and other BBC output: The BBC’s informal learning campaigns 

aimed at young people often have a formal learning element which brings BBC 
output into schools. Examples include: 

o To support Baby Borrowers on BBC  Three, a teachers pack  was made  
available for use in PHSE classes  

o Alongside Stephen Fry’s HIV and Me programme, the BBC produced GI 
Johnny, a youth-oriented campaign to inform young people about HIV – both 
online and through events in universities 

The BBC’s wider formal learning portfolio also serves young adults, but has not been 
considered for the purposes of this review. These include a suite of video-rich Modern 
European language materials and RaW, which provides essential skills (literacy, numeracy 
and ICT) to adults. This content is being actively used by young adults.  

140 21CC – 21st Century Classroom 
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G.I. Jonny 

G.I. Jonny was an innovative interactive campaign in partnership with the Terence Higgins 
Trust and the National Union of Students targeting 16 to 24 year olds to raise awareness 
about HIV. According to BBC research, three quarters of 16-24 year olds demonstrated 
that they didn’t know the facts about HIV and nearly half thought they weren’t at risk. 

The campaign used BBC content to encourage young people to go online to get the facts 
about HIV and then ‘inform and protect’ their friends. A website (1.5m page views) 
provided an interactive game which delivered key facts about HIV while the user created 
an avatar. Users could also access case studies and an event tool kit was made available to 
universities and colleges. The BBC’s first Facebook application also provided more 
information for users to ‘inform and protect’ their mates. The initiative was promoted 
using innovative viral marketing techniques, seeding videos across the web and targeting 
youth entertainment sites. Learning worked with BBC Three to screen the videos on 
Worlds Aids Day. 

The Terence Higgins Trust held 13 events across the UK, attended by 8,000 young people. 
The National Union of Students organised ‘Shag week’ events in 120 universities and 
colleges, attended by an estimated 70,000 students. A Central London publicity event for 
World AIDS Day included projections onto landmark buildings (Nelson’s column, 
Battersea Power station, Tate Modern) and 30 GI’s marched through central London 
spreading the G.I. Jonny message. 

“It’s public service broadcasting, Lord Reith, but not as you knew it” 
Mediaguardian.co.uk, 9 October 2007 

4.1.3 Investment in the BBC formal learning provision for young people 

The annual budget for learning content targeted to young people (i.e. excluding content 
targeted to all adults) was £9.8 million in 2007/8. Investment in the formal learning offer for 
secondary aged children is budgeted and managed in an integrated way with that for primary 
aged children. The breakdown of investment was as follows: 
£m 2007/8 
Schools online |||||||||| 
Television |||||||||| 
Radio |||||||||| 
Blast tour |||||||||| 
Blast online |||||||||| 
Total £9.8m 

There was a shift in balance of spend from television to online in 2007/08, representing the 
final stage of the BBC’s transition out of the production of formal learning television 
programmes and towards online provision and integration with more mainstream broadcast 
output – as approved by the BBC Governors in 2003.  Last year, the transfer largely funded 
the initial development of the Learning Zone Broadband. 

4.1.4 Performance of the BBC’s formal learning output for young people 
Headline measures for the performance of the BBC’s formal learning portfolio indicate that 
the products provided are well-used and are received positively in terms of quality and value 
for money. 
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� The average weekly reach for BBC schools output (including primary141) in the year to 
August 2008 was 939k, with a revision peak in the month of May 2008 of 1.4m 

� Bitesize had a peak weekly reach of 890k for GCSE and almost 500k for KS3 in May 
2008; both were used for almost six million hours in the year to August 2008 

� 58% of teachers use other BBC formal learning (i.e. not online) output142 

� Out of 18 quality criteria measured in the teacher tracker research, Bitesize scores 
positively on a majority 

� 55% of all teachers think it is a good idea to move all formal learning output from the 
BBC online 

� The cost per unique user of our established online products was £0.05 in 2007/8 – up 
from £0.03 in 2006/7 

� 74% of teachers agree that the BBC’s online education resources provide value for the 
licence fee 

GCSE and KS3 Bitesize 

The award-winning GCSE Bitesize covers the twenty most popular GCSE subjects, including 
all the main Science specifications. Learning is delivered via chunks of multimedia interactive 
content, reinforced by online tests and mock exams, and supported by student discussion 
forums, audio downloads, and a suite of learning games. Originally launched in 1998, GCSE 
Bitesize was relaunched in 2008 following an extensive redesign to make it even more useful 
to teenage learners. 

KS3 Bitesize, launched in 2000, uses the same formula to support the learning of 11-14 year 
olds in the run-up to Year 9 tests in English, Maths and Science. Bitesize is the leading online 
revision service in terms of awareness, reach and key quality measures. When asked to 
spontaneously name the sites which help them most with their schoolwork, Bitesize comes 
second only to Google for 8-19 year olds.  87% of secondary schoolchildren are aware of 
Bitesize; nearly three quarters have used it.  

Peak weekly reach was 890,000 in May 2008 for GCSE Bitesize and 482,000 for KS3, with an 
average weekly reach of 374,000 and 123,000 users respectively. 70% of secondary teachers 
have used a Bitesize site in the past term and the site scored an AI of 74 in the most recent 
research143. 

86% of teachers and 64% of children rate Bitesize at 7/10 or more; 87% of teachers would 
recommend it to pupils and more than 50% to parents and colleagues.  

“I just want to say that GCSE Bitesize Audio is really helpful. I was just now listening about the 
nervous system and hormones (which is what I’m currently learning at school) and I learnt so 
much; it’s much easier to learn through listening than reading!” 
Elizabeth, student 

BBC Schools output for secondary teachers 

Going forward, BBC Learning will increasingly move towards providing schools output 
online rather than via linear broadcast in order to better reflect teachers’ changing 
requirements. Use of output broadcast on television has fallen from around two thirds of 

141 The BBC does not collect de-duplicated usage figures across the portfolio 
142 SchoolsTV; SchoolsTV videos; Teacher notes; CD ROMs and DVDs; BBC pupil books; Schools radio CDs and 
tapes, website, and teachers notes; Source: Teacher Tracker Wave 3, GfK Spring 2007   
143 Pulse Q2 2008 
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teachers a few years ago to 34% in recent research. This is driven by a move by teachers 
towards online learning resources, which are: more convenient – access to computers and 
electronic whiteboards are ubiquitous and web-based resources are available on demand; 
more usable – short video clips are more appropriate in the classroom setting than long-
form programmes; and more effective – secondary rate the internet as a more effective 
resource than TV or radio on every measure – often by a multiple. The majority of teachers 
think it a good idea for the BBC to move all of its formal learning output online and only 9% 
see it as a bad idea.  

As broadcast hours decline, the BBC’s formal learning video content is shifting online 
through the Learning Zone Broadband.  Developed in close collaboration with teachers, 
TLZ Broadband emerged from the BBC’s community learning project in Hull which indicated 
that teachers liked to use video but found searching for relevant clips in long-form broadcast 
output difficult. The resource, which could eventually offer over 20,000 curriculum tagged 
clips taken from all over the BBC’s archive – whether or not it was originally intended for 
formal learning – continues to be a model of user centred development with teachers from 
partner Local Education Authorities in the North East evaluating clips from the BBC Schools 
archive and wider BBC programming. 

Hull was chosen as a location for the initial community project because it provided the 
opportunity to find out what it would take to engage learners in one of the UK’s most 
socially deprived areas.  The approach has spread out to LEAs across the North East; and 
we expect to broker similar partnerships in the North West and in time in the Midlands. 

Blast 

Blast has, since its full launch in 2006, delivered thousands of creative workshops – in art, 
dance, music, film, writing, games development and fashion – and worked face-to-face with 
more than 350,000 young people, in addition to the people that have attended Blast 
showcase events and festivals. 

Blast has been particularly successful in engaging with audiences that the BBC find hard to 
reach by supporting creative input rather than broadcast output, and by taking the 
proposition into the heart of urban communities. In 2007, a third of workshop participants 
were from minority ethnic groups.  Blast works with over 400 local and national partners 
from the Prince’s Trust through to local authorities, schools and colleges to reach learners, 
deliver the activities, consolidate the learning and provide continuity after the Blast truck 
leaves. 

Blast also offers opportunities for work experience through schemes such as Creative 
Traineeships and Young Reporters. Over half those selected in the past two years have gone 
on to gain subsequent work from the BBC. 

The Blast website reaches around 100,000 unique users a week, largely built off the back of 
the tour and with very little marketing resource. We expect a significant increase in usage 
following a planned redesign and marketing activity; the first phase of this will launch in 2009. 

In coming years, we plan a step change in the profile and reach of Blast.  It will continue to 
pioneer new ways of working with young people – supported by real world creative learning 
opportunities; it will continue to deliver among hard to reach audiences; and it will establish 
itself as a key mentor within the creative industries for a broader audience of 13 to 19 year 
olds across the UK, providing an online portfolio space for all users. It is likely that Blast will 
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work with the new Creative & Media Diploma, both through online/outreach project work 
and work placement schemes. 

4.2 BBC Switch 

4.2.1 Existing remit 
As Switch is not a BBC service, it does not have an individual  remit defined in a Service  
Licence. The concept of Switch was developed as part of Creative Future to be a targeted, 
multiplatform proposition working across the BBC portfolio to better engage the teen age 
bracket and address the gap in provision between CBBC and the youth-targeted services. 
BBC Switch also aims to address the lack of UK originated content targeted to teens in the 
wider market, a gap identified by Ofcom144: “there is the least satisfaction with delivery of 
content to young teenagers who find that they rely either on programming aimed at younger 
children or general adult output.” 

Switch was proposed as a distinctive, public service proposition for 12-17s which:  
� Provides high quality mainly UK-originated content across a range of genre specifically 

targeted to teens 
� Leverages content over a range of digital platforms to engage teens when and where 

they want to access content: on the internet, on mobile, on television and on radio 
� Creates safe environments where teens can interact online and find expert advice about

all things growing up 

4.2.2 Strategy  
BBC Switch aims to ‘celebrate British teenagers’ through a mix of authentic and aspirational 
content featuring British teens in a positive light. BBC Switch is available online, on BBC Two 
on Saturday afternoons and on BBC Radio 1 on Sunday evenings. BBC Switch:  

� Makes innovative, ground-breaking content available online, including the BAFTA-
nominated interactive Meta4orce, the live web-only 5:19 Show and Fresh!, an online 
sitcom 

� Provides advice about growing up through its website Slink, The Surgery fact files and a 
weekly broadcast of The Surgery with Kelly Osbourne on Radio 1 

� Creates a range of teen-focused programmes for television, such as Sound (a weekly 
music show), Scene Stealers (a teen tribe comparison format), The Surgery on television (a 
forum to discuss teen-orientated issues) and Mission Beach, where eight Brits took part 
in the world famous California Lifeguard School. These programmes have been 
complimented by low-cost and innovative digital formats that have migrated from online 
to television, and include Them? and shortly The 5:19 Show 

� Offers opportunities for new, emerging on- and off-screen talent. The majority of staff at 
Switch are new graduates and represent the diversity of the UK. Programmes such as 
Fresh!, The 5:19 Show and soon Myths provide opportunities for new acting, presenting, 
directing and producing talent to work with the BBC 

� Covers a broad cross-section of topics that matter to teens through the only current 
and topical affairs show for teenagers, Revealed... Recent topics have include the Bridgend 
suicides and the credit crunch 

� Brings live music targeted to teenagers through BBC Two show Sound and Switch Live!, 
which debuted in October 2008. Switch Live! featured core teens acts such as Miley 
Cyrus, Fall Out Boy and McFly and was attended by >4,000 under 18s, as well being 
available on Radio 1, BBC Two and online 

144 The Future of Children’s Television Programming, October 2007 
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"Switch Live was a reminder that not all teenagers are glue-sniffing, sex-crazed skivers, as some of 
the media would suggest, but kids who just want to have fun with their friends and be entertained.It 
was a risk for the BBC to have such an eclectic line-up (no matter how mainstream the acts were) 
and it could have gone horribly wrong. But as Miley fans moshed to Fall Out Boy and McFly 
enthusiasts bopped to Basshunter, it seemed for a few hours that every teen tribe could just get 
along". 
Gillian Orr, The Independent, October 15th 2008 

Case Study: Revealed... 

Revealed... is made by a small dedicated team that aims to provide current affairs content for 
12-17s with a different perspective. The programme covers a wide range of heavyweight 
issues, for example suicide, the global financial crisis and male eating disorders, as well as 
topics relevant to teens, for example the embarrassment of discussing sex with parents. Each 
episode considers how these issues directly affect teenagers.  

The programme aims to have a distinctive feel, by challenging perceived wisdom and allowing 
the character of its presenters to shine through without undermining their authority as 
journalists. Despite only launching in May 2008, the show’s journalism has been already been 
showcased elsewhere in the BBC, including BBC Breakfast, Five Live, Asian Network, 1Xtra 
and Radio 1’s Newsbeat. Both of the show’s presenters are new to television presenting. 

The short format (15 minutes) ensures the programmes retain the interest of a teen 
audience while also providing more in-depth coverage of key issues than would be possible in 
a news bulletin. The full programmes are featured on BBC Two, as well as being made 
available online with extended video diaries and web-only content. 

“It's good to see people who aren't incessantly negative about our teenagers for no apparent reason. 
(Other than, perhaps, jealousy ;0)”  
E-mail to Revealed... 

BBC Switch aims to build on its first  year of launch by enriching the range of distinctive 
content it makes available to teen audiences:  

� Switch on radio will be strengthened by a reworked Surgery website, providing 
expert advice across a range of topics 

� A new range of online content will be introduced, including a new online teen daily 
drama telling stories at the heart of being a teenager in today’s Britain, and a modern 
interpretation of the Greek myths, which will explore six timeless stories 

� On television, new shows such as Rough Guide to Being a Teenager, a factual ‘how to’ 
programme for teens, and a new business programme, Superagents, where six young 
people get the opportunity to work for leading football agency 

� Sound on BBC Two will continue to provide a home for new and established music 
artists, celebrating teen culture in an irreverent and entertaining manner 

� Later in 2009, Switch will premiere a new originated UK drama for teens and young 
people, in coordination with BBC Three 

4.2.3 Investment in BBC Switch 

The 2007/08 budget for Switch was £ 4.4 million, of which £|| ||||||||||| was for television and 
£||||| ||||||||||| online. This budget covered part of the financial year as Switch launched in 
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October 2007. In 2007/08 Switch spent £2.9million (underspend of £1.5m). Spend on the 
radio programmes is allocated to the Radio 1 budget and is not included in these figures (c. 
£|||||||| p.a.). 

The breakdown of investment for 2008/09 is planned as follows: 

£m 2008/09145 

Television146 |||||||||| 
Online147 |||||||||| 
Total £10.2m 

4.2.4 Performance of BBC Switch 
Since launch in October, BBC Switch has performed well on radio and online, steadily 
building up a teen audience, while performance on television has been less strong due to 
limited availability in the linear schedules. It is important to note that Switch is still a new 
service and performance is expected to improve as awareness of its content builds.  

� Radio attracts the most teens to Switch on a weekly basis, reaching more than 1.1m in 
the weekly Sunday night slot (7pm to midnight). 218k are aged 12 to 17, and 54% are 
under 25. The Switch slot is considerably younger than Radio 1 as a whole (mean 
average age 27; median age 23)148 

� Online, the BBC Switch websites are performing on a par with other BBC youth 
services, and its content is also popular on third party sites  

- c.120k people visit the Switch websites on a weekly basis149, around 24% of 
which are teens150 

- Switch performs well on third party websites, for example on YouTube Switch 
content attracts 64k views per week151 

- On Bebo, Switch content is regularly in the top 30 of the channel charts, 
alongside other BBC content from Radio 1 and BBC Three152 

� On television, Switch has performed less well, although this may reflect its limited 
availability (two hours) on a channel that does not usually attract a younger demographic 

- An average of 374k viewers per week on BBC Two, of which only 21k are 
teens153 

- In the same period, T4 reached c. 440k teens per week, but is available for 
significantly longer than Switch (14 hours each weekend, as well as holidays and 
early mornings) and is in its eleventh year. T4 relies more on imported 
programmes, such as Friends, and does not cover the range of programmes 
available on Switch 

- Switch content reaches a younger audience than the BBC Two average (5.2% of 
Switch viewers are teens154, versus a 2.3% BBC Two average155) 

145 Figures exclude £2m of efficiencies to be applied from 2008/09 onwards 
146 Figures include funding for an originated drama with BBC Three, an additional £|||||||| for an acquisition and 
underspend carried over from 2007/08 
147 Online budget for 2008/09 is not yet confirmed 
148 Rajar 4+, January to June 2008 
149 Sage, April to October 2008 
150 Nielsen NetView 
151 Tube Mogul, August 24th to September 27th 2008 
152 Bebo channel charts 
153 BARB, 15+ minute non-consecutive reach, from October 2007 (launch) to October 2008 
154 October 2007 to October 2008 
155 January to June 2008 

69 



�

•

As Switch is a new offer, there is very little reliable data for quality and impact, but 
appreciation of the website is 74%, in line with BBC Three (75%) and slightly below 
Radio 1 (78%) and Xtra (78%)156 

Cost per user hour for Switch is currently 30.6p on television and 4.5p online 
(compared to 4.1p for CBeebies and 7.8p for CBBC websites). As the offer builds up 
awareness and reach, Management expects value for money to improve significantly 

Consumption of BBC Switch on Television, Radio and Online 
(15+ weekly reach / unique users) 
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In its first year, BBC Switch has established a distinctive position among its teen audience, 
delivering the BBC public purposes in a form that interests and engages them. Going 
forward, Management believes Switch has an important role to play in reconnecting teens 
with the BBC and public service content in general. However, in its current form, the 
potential of the offer to drive tangible reach and impact among teens is limited by its 
availability, particularly on television. The two hour slot on BBC Two suffers from a lack of 
inheritance and is only available on Saturday afternoons (when many teens are not watching) 
on a channel which traditionally skews older. Going forward Management will continue to 
review the performance of BBC Switch, while seeking out opportunities to build reach and 
impact, for example through making Switch content available during a BBC Three extended 
schedule (covered in more detail in section 5). 

156 BBC Pulse, quarter 3 2008 
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5. The Future of the BBC’s Provision to Younger 
Audiences 

5.1 Future challenges  
The BBC’s provision for younger audiences will need to address a number of challenges. As 
evidenced by the radical changes in media consumption and habits of this age group over 
recent years, younger audiences will continue to be at the vanguard of new technology take-
up. It is essential that the BBC and its services explicitly targeted to this age group continue 
to evolve and develop in order to stay relevant and deliver value to their audiences. 
Ultimate success here will be best defined by achieving the widest possible reach and 
enhancing the relationship and value younger audiences receive from the BBC.  

The BBC has a clear strategy for its provision to younger audiences but delivery of this 
strategy depends on its ability to meet the following broad challenges:  

a) Technological challenge: There is no evidence that this age group will become any 
easier to serve. While the proliferation of digital television and radio channels has likely 
stabilised, the use of the internet as a means of accessing media content and as a general 
form of entertainment will only increase further as access to broadband continues to 
increase and new forms of online entertainment grow. In audio, websites such as Last.fm 
have personalised music choice online, while MP3 players have allowed people to develop 
their own individual playlists. The development of new technologies and devices - such as 
more sophisticated mobile technology and IPTV - will add to competition for younger 
audiences’ time and attention.  
b) Creative challenge: These are viewers, listeners and users with very diverse and fast-
moving tastes and needs. The BBC will need to be nimble, innovative and keep in touch with 
changing needs to stay relevant and valued. This could be achieved through tackling issues 
that matter to younger audiences and identifying the next generation of acting, writing and 
presenting talent that will capture their imagination.  

The future strategy will need to address these and some of the specific challenges highlighted 
in the previous sections of this submission, in particular:  

• The constrained availability of BBC Three on digital TV: By not coming on 
air until 7pm BBC Three is not available to younger audiences when they are 
starting to watch television, limiting the channel’s impact, reach and value for money. 
Further BBC Three risks losing relevance to an audience used to 24 hour media 
access and broadband 

• The extent to which 1Xtra can grow reach whilst fulfilling all its Service 
Licence music-related and news provision conditions  

• Driving higher impact among the young in key genres, including drama, and 
entertainment on BBC Three and social action campaigns output on Radio 1 

5.2 BBC future strategy 

5.2.1 Overall BBC strategy for younger audiences 

The BBC’s youth services act as a vital bridge from early teens to mid-30s – providing 
continued value to licence fee payers as they move from one life stage to the next and 
supporting the future health of the rest of the BBC portfolio. This submission has indentified 
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the challenges that the BBC must address to remain relevant to today’s and tomorrow’s 
young people, highlighting the need to: 

� Constantly evolve and develop across multiple platforms to stay relevant and deliver 
value to younger audiences who will remain in the vanguard of new technology take-
up and highly value the BBC’s ‘Emerging Communications’ purpose  

� Meet this audience’s desire for fresh and new ideas and the need to take creative 
risks 

� Continue providing targeted content that reflects the lives, experiences and 
communities of young people in the UK 

� Deliver the best creative content to meet fast-changing audience habits and 
preferences. 

� Fill the gaps in the value the BBC delivers to younger audiences, in particular teens and 
ethnic minorities 

� Drive higher impact among the young in key genres, including drama and 
entertainment on BBC Three, social action campaigns on Radio 1 and news on 1Xtra 

The future strategy of the BBC’s provision for this audience will aim to address these 
challenges and will build on the plans agreed with the BBC Trust in Delivering Creative Future: 
providing distinctive public service content that appeals to young people’s interests, needs 
and attitudes through its youth-targeted services; providing content for broad audiences, 
including the young, through its mainstream services; and strengthening the BBC’s on-
demand proposition to better deliver the public purposes in a digital world. In particular 
Journalism is currently considering how to strengthen the BBC’s cross-platform provision of 
news to the under 18 audience. 

5.2.2 Strategy for Radio 1 and 1Xtra 
Management’s vision is for Radio 1 and 1Xtra to become the leading voice of young UK 
culture. Radio 1 is the BBC’s original youth brand and – despite periods where it has lost its 
focus and extensive re-positioning – the station continues to perform strongly, accounting 
for a quarter of all 15-29s radio listening in the first six months of 2008. Its success over the 
last five years has been a result of a series of strategic initiatives: the presentational style has 
been refined to ensure a wide variety of Radio 1’s programmes appeal to many young people 
– not simply “cool yoof”; the schedule is now easier to navigate, with a balanced range of 
entertainment and specialist music programmes; and efforts have been made to connect with 
audiences outside of Radio 1’s existing reach – those likely to appreciate the content, but 
unaware of it. 

Most importantly, visual elements have been increasingly introduced to enhance 
programming - based around the simple insight that in today’s multi-media world young 
audiences expect to see, as well as hear Radio 1/1Xtra. Visualisation has been enabled by the 
rapid development in new technologies and is a critical part of the stations’ future plans if 
they are to continue to attract the next generation of listeners. 

1Xtra has succeeded in building a certain scale among its target age group and plays an 
important and valuable role for its listeners. However, there is potential to grow the service 
further while continuing to deliver its unique remit. Management believes there is an 
opportunity to deploy learnings from Radio 1, both in developing the news offer to deliver 
maximum impact among younger listeners, and supporting a music offer that delivers greater 
reach while remaining distinctive in the market.  
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The challenge for both Radio 1 and 1Xtra is to continually re-invent themselves – Radio 1’s 
share of 15-29s was at an eight year high during the first six months of 2008; but attracting 
the younger end of that age band is probably now harder than ever – which the partnership 
with BBC Switch is designed to support. Management is constantly working to ensure Radio 
1 and 1Xtra remain focused on young audiences. Key priorities over the next five years 
include: 

I. Engaging and developing closer connections with the next generation of listeners 
• A Switch zone on Radio 1 was launched on Sunday evenings in October 2007, 

directly targeting 12-17 year olds and providing them with a clear entry point into 
the station 

• Audiences are placed at the heart of all the station does to ensure their lives and 
interests are accurately reflected and represented 

• Work continues to uncover the next generation of presentation talent –recent 
additions to Radio 1’s schedule include Greg James, Nick Grimshaw, MistaJam and 
Kissy Sell Out, all are in their early to mid 20s 

II. Building Radio 1 and 1Xtra’s visual and video offer to exploit new media opportunities as 
they arise – meeting the audience’s desire to see as well as hear the station 
• Major events are enhanced by supporting video and red-button content, adding 

extra dimensions to the basic ‘radio’ coverage 
• Increased mobile phone connectivity and better screens offer opportunities for 

additional text and images to be provided in support of programmes – in future key 
‘glanceable’ moments could be filmed and streamed live, a star guest, a new band’s 
video or live performance for example   

III. Developing social action into the core of Radio 1’s offer, both through campaigns that 
tackle issues of concern to younger listeners, as well as continued support of a regular, 
weekly advice show (The Surgery) 
• Bold social action events will reinforce Radio 1 and 1Xtra’s contribution to the 

BBC’s Citizenship and Learning public purposes – in an environment where most 
other media providers targeting young audiences are focused more on pure 
entertainment 

• Radio 1 and 1Xtra’s Alcohol Experiment illustrated how applying a creative 
approach to a key issue across daytime programming can maximise impact across 
the networks 

• The Surgery will remain a key part of Radio 1’s schedule 

IV. Enriching the Radio 1 and 1Xtra offer online with more targeted multiplatform, 
interactive and on-demand content to reflect listeners’ changing media habits and better 
deliver the BBC’s public purposes 
• ‘Atomisation’ of content, with notable features, interviews and other individual 

elements split out from the complete show and placed out into appropriate online 
communities around the web, will allow audiences – particularly those who do not 
currently consume them – to sample the stations  

• Building a more personalised website will allow a more intimate and dynamic 
relationship with the stations and provide a richer journey across the BBC in general 

• Improved services to mobiles and on interactive television will increase 
opportunities for on-demand interaction 

V. Developing closer ties and partnerships with other areas of the BBC to make audiences 
more aware of the full range of the BBC’s offering to young audiences 
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• A more joined up approach to major events - as with coverage of Radio 1’s Big 
Weekend on BBC Three - will help ensure the musical credibility the audience 
associates with Radio 1 is maximised across the wider BBC 

• Exploiting the opportunities the iPlayer offers for cross-promotion to highlight and 
signpost key programmes on other services and platforms 

VI. Consolidating 1Xtra’s position as the home of UK black music – 1Xtra is critical in 
reaching young audiences who have only a faint connection with the BBC 
• Management will focus on building reach and awareness, in part by utilising the 

station’s close connections to Radio 1 
• Subject to approval by the BBC Trust, 1Xtra’s news provision will be re-formatted 

to increase its impact and effectiveness, and its music-based Service Licence 
conditions reviewed to support future growth, while still maintaining a highly 
distinctive music policy  

VII. Building on Radio 1’s enriched Nations and Regions’ content to drive greater impact 
• Management will examine the scheduling and range of programming offered by the 

Radio 1 opt-outs in the Nations – while still delivering on the Service Licence 
condition for at least 200 hours a year 

5.2.3 Strategy for BBC Three 

BBC Three is starting to have significant impact in delivering the BBC’s public purposes to 
younger audiences, while also beginning to establish itself as a strong youth brand in the 
minds of 16-34s. BBC Three will aim to further consolidate this position among its target 
audience, developing its reputation for innovative and original content on television and non-
linear platforms. BBC Three’s remit to support and develop new on- and off-screen talent 
will continue to be an area of focus for the channel, benefitting both the BBC and the 
broader UK creative community.  

In order to achieve this, the channel will: 

I. Continue to invest in new UK-produced multi-genre content for younger audiences, as 
well as innovating and investing in new British talent  
• BBC Three will continue to bring on new talent, building on its reputation in this 

area as well as giving established talent the opportunity to try new things. Future 
plans include the first UK series for young comedy collective We Are Klang, a new 
narrative comedy set in the north of England called The Gemma Factor and a pilot of 
a new puppet comedy show. There will also be opportunities for new documentary-
makers, drama writers and current affairs presenters 

• BBC Three will continue to invest predominantly in home-grown content for all 
platforms, from a range of suppliers, both in-house and independent, and from 
across the UK 

• BBC Three will maintain its existing strategy of improving coordination with other 
BBC channels to support more re-use of content, both of BBC Three originations 
on the terrestrial networks and of BBC One and Two output on BBC Three. In 
particular BBC Three will develop a growing synergy with BBC One.  

II. BBC Three will build on and aim to enhance its reputation for ‘serious’ factual 
programmes for young audiences 
• Future projects in production have been outlined above, but others include an 

investigative series on forced marriages, explorations of strongly-held religious 
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beliefs and a new documentary strand that will explore the lives of outstanding and 
unusual young British people. 

III. Better connect with younger audiences through a more coherent and consistent drama 
offering 
• Despite some notable successes, the drama slate on BBC Three has lacked 

consistency and a coherent tone 
• Management will focus on blending its ‘new talent’ mission with a greater degree of 

consistency and quality, aiming to build a reputation for drama that can sit proudly 
alongside its ever-growing comedy credentials  

• At least two new drama series will transmit on BBC Three in 2009, and a number of 
other strong scripts are now in development for the future from new, emerging and 
established writers 

IV. Build a stronger, more consistent slate of entertainment programming 
• As part of the channel’s overall mixed-genre offering for young people, Management 

need to develop a more consistent range of Entertainment output 

IV. Continue to be a genuine innovator and risk-taker with multiplatform, further 
developing this content as a core part of its offer 
• BBC Three has made strong inroads in this regard, steadily establishing a reputation 

for shaping television / new media relationships 
• However, this is a nascent creative area. BBC Three needs to remain bold and 

committed in this area - willing to take risks, willing to learn quickly, and prepared to 
act in the vanguard of the BBC's development in this sphere 

• In 2009 BBC Three is planning new initiatives, including a new online youth drama, a 
strong relationship with the BBC’s new comedy website and further development of 
the Born Survivors approach to multiplatform. In partnership with the Media Trust, 
the channel has encouraged young people with no experience of television 
production to make short online documentaries, tackling issues affecting their lives. 
These films will be made available online to coincide with the new Born Survivors 
television series 

VI. Improve BBC Three performance in pre-watershed 
• The performance of BBC Three for its audience can be sluggish before 9pm, due to 

high competition between 7pm and 9pm with young viewers attracted by the soaps 
available on other channels 

• Improving its performance and delivery of public value to young audiences during 
these peak hours is a priority for the channel. This would be aided by moving to an 
earlier start time of 3pm, allowing the channel to start to build a younger audience 
from earlier in the evening, having a positive impact on the whole of the channel’s 
schedule 

• An extended BBC Three schedule would be made available at low cost and would 
aim to feature originated programmes targeted at Switch’s teen audience, originated 
music performance and sports coverage that appeals to a younger demographic, 
originated material from BBC Learning, repeats of BBC Three peak time originations 
that contribute to value for money, and suitable young-skewed repeats from 
elsewhere in the BBC portfolio 

• There is currently no targeted daily news provision for a teenage audience, either 
from the BBC or more broadly in the market. Management would investigate the 
potential to include such an offer within a BBC Three extended schedule but this is 
subject to value for money considerations 
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5.3 Management Proposals for Service Licence Amendments 

I. Management proposes widening availability and maximising the reach and consumption of 
the BBC’s offer for young people on television by extending the transmission hours 
of BBC Three to start from 3pm (subject to relevant approvals), allowing the BBC’s 
targeted teens offer (Switch) to have more impact, as well as benefitting BBC Three’s 
performance among its target age group 

II. In order to better meet the expectations and habits of younger audiences, and enable the 
continued growth of the station, Management proposes an adaptation of the current 
1Xtra news provision Service Licence condition, bringing it in line with the Radio 1 
news provision condition that supports the highly successful Newsbeat 

III. Management proposes working with the BBC Trust to review the extent to which 
1Xtra can grow reach whilst fulfilling all its Service Licence music-related conditions, 
examining whether any of those conditions should be amended to attract more listeners 
whilst still maintaining a highly distinctive music policy 

Management would also like to consider changing the approach to the Service Licences for 
Radio 1, 1Xtra and BBC Three to reflect their multiplatform approach. This could potentially 
change them from television / radio licences to ‘Multiplatform Brand Licences’, reflecting 
how interactivity and on-demand have developed beyond enhancement and experimentation 
to become a core part of the services and  their delivery of the public purposes. This is 
subject to further discussion with the BBC Trust and will be aligned with bbc.co.uk 
discussions around budget allocation and the similar proposals that formed part of the 
Children’s Review. 
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