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BBC 66%

66%   16.5   8.1   3.7m



Competition and opportunity

Online music discovery: Use of social networking and UGC: 

MUSIC DISCOVERY SOCIAL COMMUNICATIONS

Online music discovery: 
reduces the role of radio?

Access to more specialised video 
content: online, on TV, and on-the-go

Use of social networking and UGC: 
increased competition for time

Expect on-demand as standard:  but 
radio remains mainly live experience

ON-DEMAND VIDEO SERVICES



82%



30% of 
occasions more 
‘lean forward’

70% of 
occasions more 

‘lean back’

Radio Non Radio

37% of 
occasions more 
‘lean forward’

63% of 
occasions more 

‘lean back’

The key competition for radio is in ‘lean back’ sit uations

Source: BBC Share of Ear Study Apr 10: Balance of Occasions



People are listening to less radio 
Average weekly listening hours per head, 2002-2009
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1. Building our creative contribution

– Scale



ANALOGUE/DIG. DIGITAL ONLY



ANALOGUE/DIG. DIGITAL ONLY

Extra





A History of the World in 100 Objects















1. Building our creative contribution

– Scale
– Multimedia– Multimedia





Must adapt to your audience











More impact with syndication



We’ll make archive available









1. Building our creative contribution

– Scale
– Multimedia– Multimedia
– Social



Our Talent is embracing open conversation

Links from news stories, blogs, forums - 1m page impressions in a 
day.

Chris Evans personal blog posts during the birth of his child equalled the previous traffic peaks for a BBC blog by Robert 
Peston.



Top 20 UK radio presenters on Twitter (9 March 2010)
Particularly powerful for radio

Source: Media UK





Attracting a different kind of audience



Reflect your audience



Work with big partners



Open up behind the scenes



2. Much faster digital innovation



35% tune into digital radio each 
week (= 18 million people )

�15% of radio listening is via DAB

All platforms matter for digital radio

15% of radio listening is via DAB

�3-4% is via DTV

�2-4% is via the Internet

Source: RAJAR Q3 09; Ofcom



Look for hybrid radio solutions

A radio

•Great audio (over FM/DAB)
•Mass-market, efficient

A radio + IP connection

•Great audio (FM/DAB/IP)
•Mass-market, efficient 
•Niche and out-of-area (IP)
•Live and on-demand
•Correct logos and branding•Correct logos and branding
•Programme information
•Visual accompaniment
•Instant feedback
•More info (‘tagging’)
•Click to buy
•Hyper-local content via IP
•...and much more...



Source: Nick Piggott



Source: Nick Piggott





Digital Radio UK

In-car Digital radios as standard in 
new cars from 2014

50% of radio listening to be digital by 2013

Aim for sub-£20 sets in the next 
two years”

Device cost

International co-
operation

Mobile, car companies, profiles, 
new standards, promote radio with 
government and regulators



Fight for prominence on connected platforms



Music Recommendation

2009

Hearing song on the radio 61%

Friends/relatives/colleagues 59%

TV programme 26%

Advert on TV 26%

Concerts/gigs 19%

DJ Recommendations on radio 16%

Clubs 15%

46

Clubs 15%

Advert on radio 15%

Recommended by online music service e.g. iTunes 14%

Contacts/friend sites e.g. Myspace, Facebook 12%

Other internet CD site e.g. Amazon, Play.com 12%

Music Magazines & Newspaper reviews e.g. NME, Q 11%

Artist/celebrity websites 9%

Base: Speakerbox research, September 2009, All 1013 respondents

14-18 yrs      23%



“Inspired music performance & recommendations
from BBC tastemakers, all in one place”
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Radioplayer console
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