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Source: RAJAR Based on Adults 15+, 3 months

It’s a good time for UK radio



More worryingly, it appears that people no 
longer “grow into radio”
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Source: RAJAR Q3 2012

Digital platforms show steady growth
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Smartphone ownership now 
exceeds that of regular phones

“This is audiences trying to 

remember.  Surely they are not 

accurate.  

Why can’t we do it like telly 

with electronic devices that 

measure actual viewing?”

“This is audiences trying to 

remember.  Surely they are not 

accurate.  

Why can’t we do it like telly 

with electronic devices that 

measure actual viewing?”

Source: nVision / Future foundation.



Screens are ubiquitous



All figures in 000s and based on UK (except Facebook and Twitter  which are based on entire world); 
note that Radio 1 and 1Xtra charts are on different scales.

Radio 1 brand footprint (avg week)

Live listening 
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xShort form audio clips
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Mobile UBs
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Red Button
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YouTube subscribersxxx
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Computer UBs
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Week 39 – Live Lounge
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How research is informing a 
future-facing strategy



1. Bed to Bed1. Bed to Bed



Touchpoints

OUR ACTIVE 

DAY

A coming together of 3 data sources

Slide 10

iStats

OUR ONLINE 

DAY

RAB/Sparkler Media 

and Mood data 

OUR EMOTIONAL DAY



iSTATS

Slide 11



Peak use of BBC Online reflects the weekly 
routine

Slide 12
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The Radio audience uses different screens to 
access content at different ‘moments’ in the day

Slide 13
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Bed to Bed allows us to drill down to a station 
level

Slide 14Source: iStats DAX. Average weekly browsers, Jan-March 2013
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Different formats map to different times of the 
day/week

Slide 15
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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

Slide 16Source: iStats AV. Total requests, Jan-March 2013

       

       

       

       

       

       

       

       

       

       

       

       

       

       

       

       

       

       

       

       

       

       

       

       

       

       

       

       

       

       

       

       

       

       

       

       

       

       

       

       

       

       

       

       

       

       

       

       

       

       

       

       

       

       

       

       

       

       

       

       

       

       

       

       

       

       

       

       

       

       

       

       



Touchpoints

Slide 17



Working 9-5 is still the norm

Slide 18
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We breakfast later at the weekends, but lunch and 
dinner are the same time across the week.

Slide 19Source: Touchpoints 2012
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We’re social, but solitude is common.  The older 
we get, the more likely we are to be on our own 
across the day.  

Slide 20Source: Touchpoints 2012
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RAB/Sparkler DataRAB/Sparkler Data



Energy (all adults): Monday is a rollercoaster

Slide 22
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Attention (35+): Monday afternoon again …
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An on air approach to 
‘programming’ online

Slide 24

1. Morning mobile

2. 9-5 live PC listen

3. Sunday On-demand Moment

4. Monday Catch-up Moment

5. We treat Friday differently; what about 

Monday?

Weekday waking 
up – a mobile 

moment

Workplace 
listening– a 
computer 
moment

Sunday – an on 
demand (tablet) 

moment

Monday – a 
catch-up 

(computer) 
moment



3. What’s the point 
of Social Media?





1 2

Two distinct audience benefits can flow from good 
social media activity

Get Closer Appreciate 
More



A broadcast extension - feeling 
closer to the show or its contents

A brand extension –can be 
timeless and unconnected to 

broadcast

What is it? 

Rewards fans and drives loyalty 
for more occasional listeners

Deepens and broadens 
relationship with the station –

A more immersive, personalised 
experience; part of a community

Extra content to explore; 
showcases best of archive

Get Closer Appreciate More

Audience 
benefit

Station 
benefit



But with a closer relationship come higher 
expectations, and sometimes we get it wrong

1. Getting in 
the way

2. Feeling too salesy

3. Not being best of the station



Slide 30

No one size fits all – by platform

Good way to start 
conversations

Treat like a fanclub
More in common 

with website content 
than social media



No one size fits all – by brand

Slide 31



Social media should not be treated in isolation

Slide 32

CONTENT



Social media can be of significant value

• Relationship building

• Activity as ‘concentrated 

brand essence’

• Tailored to platform

• Encourage flow around 

platforms

Slide 33

1) Two distinct audience 

benefits

2) No one size fits all 

3) Social media can’t be 

treated in isolation



In Summary then …



Audience Research is helping guide a more 
strategic approach

Tactical 

Separate

Bottom up

Slide 35

Strategic 

Joined up

Top down



Thank youThank you

Alison Winter
Head of Audiences, BBC Radio & Music

for listeningfor listening


