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Response to BBC Trust Review of Young People’s Services 

 

1. Background 

1.1. RadioCentre is the industry body for Commercial Radio.  Formed in July 2006 from the 
merger of the Radio Advertising Bureau (RAB) and the Commercial Radio Companies 
Association (CRCA), RadioCentre’s membership comprises the overwhelming majority of UK 
Commercial Radio stations, who fund the organisation.  RadioCentre is governed by a board 
of eight directors, representing a cross section of the industry and including all the major 
Commercial Radio groups. 

1.2. The role of RadioCentre is to maintain and build a strong and successful Commercial Radio 
industry - in terms of both listening hours and revenues.  RadioCentre operates in a number 
of areas including working with advertisers and their agencies, representing Commercial 
Radio companies to Government, Ofcom, copyright societies and other organisations 
concerned with radio.  RadioCentre also provides a forum for industry discussion, is a source 
of advice to members on all aspects of radio, jointly owns Radio Joint Audience Research Ltd 
(RAJAR) with the BBC, and includes copy clearance services for the industry through the 
Radio Advertising Clearance Centre (RACC). 

1.3. This submission constitutes the response of the Commercial Radio industry to the BBC 
Trust’s review of the BBC’s services for younger audiences (specifically Radio 1, 1Xtra and 
BBC Three).  We focus on radio services and on Radio 1 in particular. 

 

2. Executive Summary 

2.1. Overview 

2.1.1. The objective of the BBC is to promote its public purposes across a range of services which 
reach 90% of the UK population.  The current review of the BBC’s services for younger 
audiences addresses its performance in achieving this objective amongst 13-34 year olds.  
In radio, this means a focus on Radio 1 and 1Xtra. 

 Our response therefore establishes two things: 

a) The extent to which Radio 1 and 1Xtra are delivering young audiences; and 

b) Each service’s success in delivering the public purposes to those audiences. 

 We address each of these points in turn, referring to quantitative and qualitative analysis 
we have undertaken into Radio 1 and 1Xtra’s audiences and output. 

2.1.2. Radio 1 launched in 1967 in response to radio from the pirate ships which had gained 
huge popularity amongst young people.  1Xtra launched in 2002 as part of BBC Radio’s 
bouquet of services for its new national DAB multiplex.  In the intervening years, a great 
deal had changed for young people, including an explosion of radio and other media 
services targeted at them.  That change has continued apace. 

2.1.3. Radio 1 and 1Xtra are highly regarded services with well deserved reputations for 
creativity and innovation.  Each service has merited considerable critical acclaim and Radio 
1 in particular has built a very substantial audience over many years. 

2.1.4. In framing this response, we have chosen not to focus on how this success has impacted 
on Commercial Radio.  Instead, we have scrutinised the output of Radio 1 and 1Xtra as 
compared to the requirements of their service licences, and have then examined the 
services licences in the context of the BBC’s public purposes.  We have then made 
recommendations either directly about the output of Radio 1 and 1Xtra or on the 
requirements made by the service licences in order to improve the delivery of public 
purposes to young audiences. 
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2.1.5. A vibrant BBC Radio can be good for Commercial Radio, and vice versa.  We seek an 
ecology where each can thrive, with a clear understanding of its role and a clear 
framework within which to achieve its objectives.  We welcome competition and 
collaboration in equal measure. 

2.2. The BBC’s opportunity to reach younger radio listeners 

2.2.1. The BBC’s opportunity to reach younger audiences using national radio services is unique.  
This derives from the resources which it has at its disposal, including its privileged access 
to national FM spectrum and public funding. 

2.2.2. Radio 1 is well placed to reach a large number and broad range of young people on a 
national scale.  1Xtra has an important supplementary role to play in attracting young 
ethnic minority listeners via DAB and other digital platforms. 

2.2.3. Recognising this, the BBC Trust has ensured that Radio 1 and 1Xtra’s service licences each 
define the young audiences they are intended to serve.  Radio 1’s service licence states 
that it should seek listeners aged 15-29; whilst 1Xtra’s states that its target audience 
consists of 15-24 year olds – particularly those from ethnic minorities. 

2.3. Radio 1 and 1Xtra’s delivery of young audiences 

2.3.1. Our review of audience data reveals that Radio 1 is failing to capitalise upon its unique 
opportunity to attract a young audience.  In fact Radio 1’s primary response to the recent 
decline in overall UK radio listening (particularly amongst younger audiences) has been to 
grow its listening hours amongst older audiences (30+). 

2.3.2. As a result, Radio 1 now has 6million listeners who are 30+, but only 5million who are 
aged 15-29. 

2.3.3. Furthermore, there is a growing overlap between the audiences of Radio 1 and Radio 2.  
As Radio 1’s audience becomes older, there is also an inevitable increase in overlap with 
Commercial Radio services. 

2.3.4. 1Xtra is more successful in attracting its target audience of young listeners, perhaps as a 
result of its service licence identifying a more tightly defined age-group for it to serve. 

2.3.5. Our recommendations are that: 

• The BBC Trust should consider setting Radio 1 and 1Xtra a younger target audience; 
our initial view is that their focus should be on 13-24 year olds, although the BBC 
Trust should undertake work to establish what the best match between audience and 
the public purposes might be. 

• The BBC Trust should ask the BBC to identify strategies for delivering that audience 
effectively and subsequently monitor the effectiveness of these strategies. 

2.3.6. A benefit of setting the services a younger target audience, and thereby reducing audience 
overlap, is the opportunity to increase the BBC’s overall reach.  The BBC Trust may 
consider it particularly important to increase the BBC’s reach, and the delivery of the 
public purposes, to those at the lower end of the 13-34 ‘young people’ demographic. 

2.3.7. In order to support the delivery of a new target audience for Radio 1 and 1Xtra, we 
believe that changes are required to how BBC radio services’ audience performance is 
measured. 

2.3.8. Our recommendation is that: 

• BBC radio stations should be required to contribute to the BBC’s overall reach by 
increasing their reach within their own target audience (rather than increasing their 
reach more generally) 

2.3.9. We provide evidence that other stations are more successful at reaching a higher 
proportion of younger listeners, and examine how Radio 1’s programming policies in 
particular may be contributing to it reaching an older demographic. 
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2.4. Promotion of public purposes 

2.4.1. This submission assesses Radio 1 and 1Xtra’s fulfilment of each public purpose in turn, 
comparing their current performance against the conditions laid out in their service 
licences.  We also identify whether opportunities exist for the BBC to improve its delivery 
of each public purpose, proposing service licence amendments where appropriate. 

2.4.2. The BBC’s public purposes are as follows: 

a) Stimulating creativity and cultural excellence 

b) Sustaining citizenship and civil society 

c) Promoting education and learning 

d) Reflecting the UK’s nations, regions and communities 

e) Bringing the UK to the world and the world to the UK 

f) Delivering to the public the benefit of emerging communications technologies and 
services 

2.4.3. We have concluded that although Radio 1 and 1Xtra each make valuable contributions to 
the delivery of public purposes, each could be doing more to fulfil the requirements of 
their existing service licences. 

2.4.4. We identify that the BBC Trust should make each service subject to more stretching 
targets, with improved specificity around the nature, volume and scheduling of key 
strands of output. 

2.5. Stimulating creativity and cultural excellence 

2.5.1. Radio 1 and 1Xtra primarily promote the BBC’s ‘Creativity and Cultural Excellence’ public 
purpose through their music output.  Radio 1’s service licence tasks it with providing “a 
significant platform for new music and emerging UK artists across a wide range of musical 
genres” and with supporting live music. 

2.5.2. The analysis we have undertaken suggests that Radio 1 and 1Xtra’s music output does not 
reflect a sufficient emphasis on new and UK music.  We found that the new tracks played 
are predominantly from established and international artists leading to insufficient support 
for emerging UK artists. 

2.5.3. The tracks played on Radio 1 in particular are insufficiently distinctive and have a much 
broader appeal than 15-29 year olds.  For instance, in one week during November 2008, 
there was an identical ‘most played’ track on both Radios 1 and 2. 

2.5.4. In addition, the current emphasis of Radio 1’s programme of live music (including concerts 
and sessions) is on established artists, who receive extensive promotion of their upcoming 
touring schedules.  This support for established acts is inevitably at the expense of 
unfamiliar or new artists.  It also deprives Radio 1 of the opportunity to support artists 
which have a particular appeal for younger listeners. 

2.5.5. Our recommendations are that: 

• The BBC Trust should strengthen the conditions in Radio 1 and 1Xtra’s service 
licences which relate to music output.  We suggest amendments which would aid 
each service’s commitment to new and UK music in daytime. 

• The BBC Trust should amend Radio 1’s service licence to ensure that the station’s 
music output is distinguished by its particular appeal to younger audiences. 

• The BBC Trust should revise Radio 1 and 1Xtra’s service licences to ensure that they 
promote live music by a range of unfamiliar and new artists, rather than focusing on 
established artists. 

2.6. Sustaining citizenship and civil society 
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2.6.1. Radio 1 and 1Xtra’s service licences task them with promoting ‘Citizenship and Civil 
Society’ amongst young audiences through news and other speech output which tackles 
important social issues. 

2.6.2. Our analysis suggests that a significant proportion of Radio 1’s young audience is not 
currently exposed to these strands of speech content.  This is as a result of the scheduling 
and overall volume of this output.  There is also a lack of clarity regarding the issues 
which should be covered in documentaries and other speech content. 

2.6.3. An important part of the BBC’s ‘sustaining citizenship and civil society’ public purpose 
remit is encouraging understanding of and participation in the democratic process at all 
levels.  Young people are the most politically disenfranchised age group in society, yet 
neither Radio 1 nor 1Xtra have any obligations to engage listeners in this area. 

2.6.4. Our recommendations are that: 

• The BBC Trust should strengthen each station’s service licence to ensure that news, 
documentaries, social action campaigns, advice programmes and other current 
affairs output have greater impact.  The service licences should include much greater 
specificity in terms of content, volume and scheduling. 

• The BBC Trust should include in the Radio 1 and 1Xtra service licences additional 
obligations to deal with issues around democratic participation. 

2.7. Promoting education and learning 

2.7.1. Radio 1 and 1Xtra currently fulfil this public purpose amongst young listeners through 
programming which includes career and educational support.  Our impression is that this 
output is not fully captured in each service licence. 

2.7.2. Our recommendation is that: 

• The BBC Trust should revise the service licences to ensure that Radio 1 and 1Xtra 
maintain these important strands of activity for the full range of young listeners. 

2.8. Reflecting the UK’s nations, regions and communities 

2.8.1. Radio 1 and 1Xtra deliver this public purpose through activity such as opt-out 
programming (Radio 1 only) and live events.  We have identified two ways in which Radio 
1’s performance in delivering the ‘reflecting the UK’s nations, regions and communities’ 
public purpose could be improved. 

2.8.2. Firstly, as a national service, Radio 1’s focus in delivering this public purpose should be to 
“Represent the different nations, regions and communities to the rest of the UK”.  As such, 
we believe that it is more important for Radio 1 to broadcast a key strand of its output 
from a region to the rest of the UK, than from a region exclusively to that region.  
Secondly, in providing nations-specific programming and mounting significant live events 
in towns across the UK, Radio 1 may be inadvertently undermining the BBC’s responsibility 
to deliver this public purpose by taking care “not to undermine a continuing plurality of 
local and regional media”. 

2.8.3. Our recommendations are that: 

• The BBC Trust should focus Radio 1 on providing national content some of which 
should be produced from a range of regions, rather than opt-out programming for 
particular areas. 

• The BBC Trust should require Radio 1 and 1Xtra to ensure that they do not 
undermine a continuing plurality of local and regional media. 

2.9. Bringing the UK to the world and the world to the UK 

2.9.1. Radio 1 and 1Xtra promote this public purpose by playing international music and 
providing coverage of world affairs. 

2.9.2. We have found that Radio 1’s efforts to deliver this public purpose are leading to excessive 
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promotion of international artists who are already well established in the UK. 

2.9.3. Our recommendation is that: 

• The BBC Trust should revise the service licences for Radio 1 and 1Xtra to stipulate 
that in showcasing global musical talent, each service should focus on giving a 
platform to unfamiliar and innovative artists. 

2.10. Delivering to the public the benefit of emerging communications technologies and 
services 

2.10.1. Radio 1 and 1Xtra are currently tasked by the BBC Trust with promoting digital radio 
platforms and delivering appealing content and interactivity to young audiences via the 
internet and mobile platforms. 

2.10.2. Our analysis reveals that, whilst the services provide a good range of appealing content 
and interactivity, Radio 1 performs less well than Commercial Radio in migrating listening 
to digital platforms. 

2.10.3. Our recommendation is that: 

• The BBC Trust should amend Radio 1’s service licence to require the station to play a 
leading role in encouraging its target audience to migrate their listening to digital 
platforms. 

2.11. Value for Money 

2.11.1. Radio 1 and 1Xtra each have significant service budgets outlined in their respective service 
licences.  We question whether these sums deliver good value for money to licence fee 
payers and are necessary to deliver the public purposes, as outlined in each service 
licence.  In an attempt to assist in answering this question, we present some confidential 
programming and news costs for Commercial Radio stations. 

2.11.2. The data we submit strongly suggests that high quality programming and news output for 
young people could be delivered for significantly less than the £32.5m which Radio 1’s 
service budget apportions to the station for content.   

2.11.3. Our recommendations are that: 

• The BBC Trust should issues services with service budgets which reflect the cost of 
delivering the public purposes. 

• The BBC Trust should find new ways of assessing the value for money delivered to 
licence fee payers by BBC Radio services including by benchmarking their costs 
against those of Commercial Radio stations where appropriate. 

 

 


