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It’s a good time for UK radio
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Source: RAJAR Based on Adults 15+, 3 months
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More worryingly, it appears that people no
longer “grow into radio”

Weekly Average Hours Per Listener .
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Digital platforms show steady growth

Reach (%) Reach (m)
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Smartphone ownership now
exceeds that of regular phones
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Radio 1 brand footprint e

Listen

Audio downloads Facebook fans

Programme requests 4 5. s -
@ Facebook actions
Short form audio cli?ﬁ

Twitter Followers

Live listening
requests - @ Twitter actions
XXXX

Live ave. weekly
reach (10+)

SMS S
reéelveo ] ] ,725 ° On-demand video clips

Mobile UBs

Computer UBs °

YouTube subscribers

Ave. week|
Tablet UBs ! __ﬂ/@

website UBs

Fed ol
InTerOCT Wk oy e LOtioe WOTCh

All figures in 000s and based on UK (except Facebook and Twitter which are based on entire world); Slide 7 - :
note that Radio 1 and 1Xtra charts are on different scales. e BB | Marketmg & Audiences
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How research 1s informing a
future-facing strategy
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A coming together of 3 data sources

iStafts Touchpoints RAB/Sparkler Medio
OUR ONLINE OUR ACTIVE and Mood data

DAY DAY OUR EMOTIONAL DAY

Slide 10 BEIEE | Marketing & Audiences






Peak use of BBC Online reflects the weekly
routine

Mon Tue Wed Thur Fri Sat Sun

2:00
3:00 1. Lunch break BN o Usage

5-00 Medium usage

Joo 2. Home time 4. Weekend _ High Usage
8:00 Sport

J1on  3- Winding down

Slide 12 BEIEE | Marketing & Audiences



The Radio audience uses different screens to
access content at different ‘moments’ in the day

Computer Mobile Tablet Connected TV

Mon Tue Wed Thurs Fri Sat  Sun Mon Tue Wed Thurs Fri Sat  Sun Mon Tue Wed Thurs Fri Sat  Sun Mon Tue Wed Thurs Fri Sat  Sun
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Bed to Bed allows us to drill down to a station
level

Computer Mobile Tablet
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Source: iStats DAX. Average weekly browsers, Jan-March 2013 Slide 14 EIEAE | Marketing & Audiences



Different formats map to different times of the

day/week -

RADIO

Live audio On — demand programmes On-demand audio clips On-demand video clips
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6 Music, like Radio 1, inspires a Monday catch-up

moment

BIB]C
RADIO

music
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Working 9-5 is still the norm - R——
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We breakfast later at the weekends, but lunch and
dinner are the same time across the week.

Proportion eating (Mon-Fri)

351 35-44yrs 45-54yrs 55-64yrs — 45yrs+

30 A
25 4
20 -+

15 +

Proportion eating (Sat-Sun)

e 35-44yrs 45-54yrs 55-64yrs e b5yrs+

35 4

06:00 24:00

Source: Touchpoints 2012 Slide 19 BB Markoting & Audiences



We're social, but solitude is common. The older
we get, the more likely we are to be on our own
across the day° Proportion on their own (Mon-Fri)

35-44yrs 45-54yrs 55-64yrs —b65yrs+

06:00 24:00

333333 : Touchpoints 2012 Slide 20 BEIEAE | Marketing & Audiences
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Energy (all adults): Monday is a rollercoaster

Ave. score /5

«sm\lONday =sm[yes - Thurs s=Friday «-m=Sqofurday =e=Sunday

Morning Daytime Drive-time Evening

Slide 22 BEIEE | Marketing & Audiences



Attention (35+): Monday afternoon again ...

374 §

Ave. score /5

Morning Daytime Drive-time Evening

Slide 23 BEIEE | Marketing & Audiences



An on air approach to Weekday waking

up — a mobile

‘programming online moment

1. Morning mobile

2. 9-5live PC listen

3. Sunday On-demand Moment Sunday — an on
demand (tablet)
4. Monday Catch-up Moment moment
5. We tfreat Friday differently; what about Monday — a
Monday?e catch-up

(computer)
moment

Slide 24 BEIEE | Marketing & Audiences
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3. What’s the point
of Social Media?



E BBC Radio 1 23

E BEC Radio 1 Timeline =  MNow -

e S — I'M EATING CRISPS NOW!

WO WSy B0 S5 sarresEthimg cutbs® Day 31

3

11 2 REGiREEnER

[ Giovanni Villani -
BRCRT GREATI
o

AlExis i

PEBCHR T chill

Rachael B = o hacahes
% ZBECR loudly | hopell

L Cotwire  Sters (7 1,5 Like - Comment - Share - K7 104 [J 13
) Sara Mariroovsts-Holr snd 10,724 ofhees B b

R L e e

. Heart North East 1¥ % Follow
i SR a S b The Breeze X -8 Folow
o | 24152 Afternoon! My name is @TomCampbell. i
TESEPO SR Sl yalar vEoK Dobler st _ Nice to meet you! My favourite animal is a It's Measure Your Feet Day! We want to
PRI = Llama. What's yours? know this morning what's your shoe size?

_ | Ben & Steph x

04 PM - 5 Jan 2015

Like - Comment « Share - €3 120 L1 15 a1

like - Comment - Share - 7136 [J 18
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Two distinct audience benefits can flow from good
soclal media activity
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Get Closer Appreciate
More
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Get Closer Appreczate M ore

S | A broadcast extension - feeling A brand extension —can be

What is it: : timeless and unconnected to
closer to the show or its contents
broadcast
Agldle?ce A more immersive, personalised Extra content to explore;

eneft experience; part of a community showcases best of archive

Station Rewards fans and drives loyalty Deepens and broadens
benefit for more occasional listeners relationship with the station —

EIEE | Markgises &-Audiences



But with a closer relationship come higher
expectations, and sometimes we get it wrong
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3. Not being best of the station é AOVIE LABEL
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No one size fits all — by platform

twitterd®  facebook YO[I TUI]B

0 O O

!!!OE!YWHE'” ¢‘I|
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No one size fits all — by brand

Slide 31 BEIEE | Marketing & Audiences



Social media should not be treated in 1solation

Side 2 EIEE | Marketing & Audiences



Social media can be of significant value

I} Two distinct audience « Relationship building
benefits
(:D - Activity as ‘concentrated
7] No one size fits all brand essence’

» Taillored to plattorm

3) Social media can't be - Encourage flow around
treated in isolation platforms

Slide 33 BEIEE | Marketing & Audiences



In Summary then ...
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