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Section 1

1 Executive Summary
Ofcom commissioned consumer research to help it understand the current state of the radio
market from a listener perspective. In broad terms, the key objective for the research was to
understand whether the public purposes which radio has traditionally delivered continue to
be valued by listeners in the digital age. A secondary objective was to understand listeners’
attitudes towards, and expectations of, levels of localness on commercial radio in the future.

a) Radio within a changing technological landscape
•

Listeners’ relationship with radio today is in very good health: its core qualities are felt to
have endured over time and in relation to other media, both traditional and new.

•

Radio’s core qualities can be summarised as: an accessible, ubiquitous platform; a
dependable companion; a deliverer of timely national and local information; and a source
of a variety of entertaining and stimulating music and speech.

•

For many listeners, the advent of digital platforms, web-enabled mobile devices, and new
audio services has had a positive impact on their radio consumption, as it has extended
access and increased station and genre choice.

•

There is evidence, however, that radio is being challenged by digital and mobile media in
two specific respects; firstly, as the primary source of music (especially among younger
audiences); and secondly, as the unique medium for instantaneous news delivery;
listeners claim that the internet has superseded press and lies just behind TV and radio
as a news source.

b) What people want from radio
•

When considering which attributes of radio they feel are most important on a personal
level, listeners of all ages, and across all locations, consistently cite radio’s accessibility
as a platform: this universal attribute is felt to be unique to radio and can be seen to
underpin radio’s various content-based attributes.

•

Listeners’ preferences and priorities regarding radio’s content-based attributes can be
seen to vary considerably by age and lifestage, but little by location.

•

On a content basis (in a very general order of stated importance) music is the key driver,
followed by entertaining, interesting or informative speech output delivered by engaging
presenters; up-to-date news; and local travel, weather and news bulletins.

•

When considering which attributes of radio they feel are most important on a societal
level, listeners prioritise radio’s capacity to serve and support individuals or groups within
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society, particularly the needy or isolated, as it offers company, connection, information
and stimulation, all delivered by the platform’s universal attribute of easy access, wide
reach and instantaneity.
•

Alongside radio’s accessibility, we can group the attributes felt to be unique to radio, or
uniquely delivered by radio, into four key headings: music variety and specialism; listener
interaction; immediacy; and local content.

•

In the context of local output on radio, listeners place highest importance on local traffic,
travel, weather and news bulletins. This is particularly true of those who drive or
commute regularly, and those with children in local schools or jobs in the local
community. Other longer-form types of local output such as discussions, phone-ins, or
competitions are considered less important, but can be seen as underpinning the public’s
strong relationship with radio.

•

When comparing today’s listeners’ hierarchy of stated attributes of radio with the public
purposes of radio, generated by the 2005 Preparing for the Future research study, there
is much consistency: radio’s accessibility, musical variety, presenters, news/information
and key local information appear in both, as the most important attributes of radio.

c) Local content: current consumption and attitudes
•

When considering local output on radio, listeners claim generally to be very satisfied with
the status quo of local news and information delivery, on both BBC and commercial local
radio services.

•

Among local commercial radio listeners specifically, this satisfaction derives mainly from
the short and frequent local bulletins which align to their needs. Key traffic and travel
information, and important local news stories, are also considered to be delivered in
sufficient detail but without disturbing the main listening purpose, i.e. music, or
entertaining or stimulating speech.

•

Listeners generally believe that a presenter rooted in their community, with local
knowledge, is best placed to present local information in a credible way, although some
felt that local provenance and accent assists in delivering relationship-based and longer
speech content.

•

Many listeners, including those who regularly listen to networked commercial stations,
claim to be unaware of the practice of networking on commercial radio. This is at least in
part due to the majority of the sample being peak-time listeners and therefore not
necessarily exposed to networked output.

•

Once informed of the practice, listeners tend to take a pragmatic stance, declaring they
are satisfied so long as their basic need for concise and frequent local news and
information (traffic, travel, and weather) bulletins is met. There is some variation in this
regard: some express regret over the reduction of local output on their local radio
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services, while others welcome networking as a means of accessing a higher calibre of
presenters, guests or live music events.
d) Local content: future scenarios
•

When faced with scenarios representing different levels of networking and local content
delivery on commercial radio in the future, listeners tend to show most satisfaction with
what is generally the status quo: local programming and presenters during peak time,
with networked output on some stations at other times, while keeping short and frequent
local news and information bulletins.

•

Faced with a scenario whereby key local output at breakfast and drive-time is removed,
but short frequent bulletins are retained, listeners who feel closer to local presenters and
discussion of local issues show concern; others, however, feel that such a scenario
would not significantly affect their current satisfaction with local commercial radio output.

•

A scenario whereby all local output is given over to the BBC is, however, generally felt to
be a step too far. This is for one or a combination of the following three reasons:
o

It would effectively signal the end of local commercial radio and the content it
provides, which some listeners feel would be to the detriment of their own
consumption of local news and information, and more generally to the local
community and local economy;

o

those listeners who are unfamiliar with BBC local/nations radio would find it
difficult to consider the BBC as a replacement for their local commercial radio
services; and,

o

many listeners intuitively feel that no single broadcaster should have a
monopoly over local output on radio. This feeling is driven by a fear of
editorial bias, and more generally by a desire to retain a range of radio
services at the local level.
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Section 2

2 Introduction
2.1

Background

In accordance with the 2003 Communications Act, Ofcom is required to regulate and control
the radio licensing process. The legislation also outlines Ofcom’s broader duties in relation to
commercial radio:
1. Promoting the interests of citizens and consumers.
2. Securing a range and diversity of local commercial radio services and ensuring there
is a wide range which (taken as a whole) are both of high quality and appeal to a
variety of tastes and interests.
3. Ensuring, for each local commercial station, an appropriate amount of local material
with a suitable proportion of that material being locally made.
The localness requirements in legislation – that each local station contains an appropriate
amount of local material, a suitable proportion of which is locally made – apply only to
analogue radio services. This means that digital services are currently less regulated with
respect to localness requirements.
However, the radio industry appears to be on the path towards a mixed digital ecology with
the increasing availability and take-up of internet audio devices, radio listening via digital
television and the increasing popularity of DAB radio. The latter is likely to be the
cornerstone of this ecology, as a free and portable broadcast technology.
Consequently, if and when digital switchover happens, those stations becoming digital-only
will, in the absence of new legislation, automatically face less regulation than they do at
present, given the focus of current regulation on analogue.
Meanwhile, the commercial radio landscape in particular has already seen a number of other
changes in recent years:
1. Amendments to Ofcom’s localness guidance in 2008 and 2010 have resulted in
networking (or sharing of content between stations) in local commercial radio
becoming far more prevalent outside the breakfast and afternoon drive-time slots.
2. Following a number of company takeovers, there has been a reduction in the amount
of local news aired by some commercial radio stations.
3. Web-based technology is increasing and gradually becoming more portable and
ubiquitous. This means that radio has a number of new web-based competitors,
particularly for music and up-to-the-minute news provision.
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Ofcom commissioned consumer research to help it understand any impact of these changes
on audiences, and also to understand the role that radio serves for listeners, which elements
are particularly valued and which continue to be served uniquely by this medium.

2.2

Research objectives

In the broadest terms, the key objective for the research was to help Ofcom understand
whether the public purposes which radio has traditionally delivered continue to be valued by
listeners in the digital age, both from a consumer and a citizen viewpoint.
A summary model of radio’s public purposes was produced as part of the output of a
research study commissioned by Ofcom in 2005 1, and we use this as a point of reference for
the current study.
In order to assess radio’s public purposes from the perspective of today’s listeners, we
needed to investigate listeners’ current attitudes and future expectations regarding
networking on commercial radio, and local radio’s localness requirements.
To achieve this, we needed to answer a number of questions:
•
•
•
•
•
•

2.3

What are the key reasons why people listen to radio? Are the public purposes
identified in 2005 still relevant?
What are the attributes of radio that listeners value currently - and how far do they
feel that radio alone delivers these aspects?
What levels of importance do listeners attach to local news and other local
information on local radio, relative to other media?
How far are listeners satisfied with local news and other local information on local
radio, relative to other media?
What are listeners’ attitudes and expectations towards levels of localness on
commercial radio in the future?
How do these attitudes and expectations vary by listeners’ age and/or location?

Methodology

2.3.1 Research approach: overview
The project was commissioned by Ofcom in December 2012. A qualitative deliberative
research method was employed, in the form of six 4-hour sessions, each involving 24
regular radio listeners of various ages and backgrounds.
The fieldwork took place in Birmingham, Durham, Edinburgh, Plymouth, Cardiff and Belfast
on 24, 28 and 30 January, and 1, 4 and 7 February, 2013.

1

Radio – Preparing for the Future. Appendix A: Results of audience research (Knowledge Agency on
behalf of Ofcom, October 2005). http://stakeholders.ofcom.org.uk/consultations/radio_review/
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Qualitative fieldwork, analysis and reporting were carried out by Essential Research. A
summary debrief was presented internally to Ofcom on 13 March 2013.
A separate quantitative survey was conducted between 23rd January and 6th March 2013
among listeners of local commercial radio 2.

2.3.2 Sample
A total of 24 participants were recruited in each location, totalling 140 participants across the
study. At each session these participants were organised into four sets of six, grouped by
age, as follows:
•
•
•
•

Table 1: aged 18-24 years
Table 2: aged 25-34 years
Table 3: aged 35-54 years
Table 4: aged 55+ years

Within each table, and across each location, demographic profiling quotas were applied to
ensure as representative a sample as possible in each location.
In radio and audio consumption terms, all were weekly, or more frequent, radio listeners.
Soft quotas were set to ensure a good mix of national commercial, BBC network, local
commercial and local / nations BBC station listening at each table, and also a mix of device
usage to cover analogue, digital and/or mobile listening.
A fixed quota was applied, using locally-tailored commercial station lists, to ensure that a
minimum of two participants per table were regular listeners to one or more commercial
station that networks its output partially or fully.
Full, detailed recruitment criteria and an example of the recruitment screener questionnaire
are attached in Annexes 1 and 2.

2.3.3 Qualitative deliberative research method
The deliberative method is often employed in qualitative research when discussing
potentially complex issues (such as media regulation) with the general public, and where it is
important that participants are given the opportunity to consider and develop their opinions
based on a full awareness and/or understanding of key contextual information. The
deliberative method enables this by introducing relevant information to participants at key
points in the research session.
In this study, once participants’ spontaneous attitudes and opinions had been captured, the
research moderators read out and circulated a ‘fact sheet’ 3, outlining changes in the radio
2
3

Reference to IPSOS MORI quant report to be included by Ofcom
See Annex 4
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landscape, their impact on the amount of networked versus locally-made content currently
carried on commercial radio, Ofcom's role in shaping the future of radio regulation, and
where the current research fits into the process.

2.3.4 Deliberative session flow
At about four hours, the deliberative sessions were longer and more discursive than
traditional focus group sessions, to allow for fuller exploration of themes and to ensure that
every participant had ample opportunity to air their views at each stage of the research.
In each session, a pre-determined discussion guide 4 was used by the moderators, modified
where necessary after the first session which was treated as an informal pilot. The guide
followed traditional qualitative discussion practice, starting with the general and moving to
the specific:

2.3.5 Self-completion paper questionnaires
At two stages in the session, participants completed a short paper questionnaire 5. This
served two purposes: firstly, as an opportunity for participants to record their views
individually (as opposed to in the table discussion); and secondly, as a record of participants’
individual consumption patterns and attitudes, for analysis purposes.
As this study was qualitative, the questionnaires were not intended to produce a statistically
robust data set, but rather to act as a reference point for Essential Research when analysing
and comparing feedback from each location. Some of this questionnaire analysis is included
in this report, based on the total sample of 140 participants. As it is a qualitative sample the
analysis should be treated as indicative only.
4
5

See Annex 3
See Annex 7
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2.3.6 Stimulus: hypothetical commercial radio networking scenarios
Towards the end of the sessions, after participants had spontaneously discussed and
explored their needs, expectations and current satisfaction regarding local radio, they were
asked briefly to consider and debate three hypothetical scenarios 6 representing different
levels of networking and local content delivery on commercial radio in the future.

6

See Section 6 and Annex 6
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Section 3

3 Contextual findings: listeners’ relationship
with radio today
3.1

Section summary

Purpose
As outlined in Section 2.3.4 of this report, the first section of the deliberative sessions
was spent discussing participants’ general media consumption patterns and
preferences, including any media device and/or subscription ownership.
This was a crucial stage in the research process, allowing participants to recount
spontaneously the context in which their radio consumption took place. The discussion
then moved on to the subject of radio, and local content on radio.
In this section, participants considered and discussed how they saw radio, both as a
medium and as a source of content relative to other media and content they consumed;
and how far they felt radio’s role had changed in the light of changes in the media
landscape over recent years.
Main findings
The main findings from this section, which are explored in more detail below, were:
•

The audience relationship with radio today was found to be in very good health: its
core qualities were felt to have endured both over time and in relation to other
media, both traditional and new.

•

Radio’s core qualities emerged as being: an accessible, ubiquitous platform; a
dependable companion; a deliverer of timely national and local information; and a
source of a variety of entertaining and stimulating music and speech.

•

For many listeners, the advent of digital platforms, web-enabled mobile devices, and
new audio services was felt to have had a positive impact on their radio
consumption, as it had extended access and increased station and genre choice.

•

However, some listeners claimed that their radio consumption was being affected by
digital and mobile media in two specific respects; firstly, as a primary source of
music (especially among younger audiences); and secondly, as the unique medium
for instantaneous news delivery.
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3.2

Radio’s enduring qualities

Overall, listeners’ relationship with radio was found to be in very good health, with many of
the medium’s traditional qualities seen to be enduring in the face of today’s changing media
landscape. These qualities, as stated by participants young and old alike, could be
summarised as follows:
•
•
•
•
•
•

Accessible and ubiquitous: available to the listener whether in home, at work, in the
car, or on the go.
Delivers immediacy of information.
A source of companionship.
Offers variety and acts as a source of (sometimes accidental) discovery for both
music and speech.
Can be accommodated in foreground or background – and equally valued in either.
Free to consume.

For many listeners, the qualities described above, whether individually or in combination,
helped contribute to a sense of radio’s uniqueness in relation to other media. These
qualities, and the topic of radio’s uniqueness, are discussed in more detail in Section 4.6.2 of
this document.
Of course, different individuals had different relationships with radio, but in many cases there
was the sense of a very strong underlying bond with the medium, whether listening was
active or passive.
“I make an absolute point of listening to radio while cooking the roast - Sounds of
the Seventies”
F, Plymouth, 35-54
“I use it to create atmosphere - I find a comfort in the background noise that radio
creates”
M, Cardiff, 18-24
For many participants, their overriding attitude towards the impact of the changing media
landscape on radio - and on their own radio consumption - was positive, in the sense that
the arrival of digital platforms, web-enabled devices and new audio services had extended
their means of access to radio, and given them more station and content choice than before.
Although no precise recruitment quotas had been set against digital listening, there was
representation of DTV, DAB, internet, mobile app and podcast listening across the sample,
and these new ways of listening were felt to have had a positive effect on radio listening.
“I think I listen to more radio since we’ve had Sky installed”

M, Cardiff, 25-34

“I like rock music, DAB has that kind of thing on it. More choice. I definitely listen to it
more now”
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M, Durham, 35-44
In addition to radio’s virtues as an accessible and ubiquitous platform, a reliable companion,
and a source of variety in both music and speech, older participants, in particular, spoke of
radio having a more responsible and reliable broadcast ethos than other mainstream media
and entertainment platforms.
These listeners referred to their perception of radio’s journalistic accuracy and integrity
(especially in contrast to the tabloid press), its decency (regarding language and offensive
material, in contrast to TV and the internet), and its entertainment values acting as a foil to
the cult of celebrity and reality TV.
“I’d happily leave my grandson with the radio on – I wouldn’t with the internet or
even the TV”
F, Birmingham, 55+
“Radio is live – they haven’t got time to make it up”
M, Cardiff, 35-54
“On TV, it’s all about the presenters – on radio, the subject matter comes first”
F, Durham, 55+

3.3

Challenges to radio

3.3.1

Music

In the course of the spontaneous discussions with participants about their general media
consumption, we found that radio’s traditional role as a key platform for certain kinds of
content was being increasingly challenged by newer media platforms and services.
The main area of impact that we saw related to music listening among younger audiences.
In particular, the rise of digital music libraries, access to recorded or streamed music, and
music services such as YouTube and Spotify, were allowing listeners to gain instant access
to the music they wanted, when and where they wanted it.
The impact of these trends was such that it caused some younger participants (albeit those
holding an extreme view) to question radio’s future as a primary medium:
“Spotify and that sort of thing is good, and listening to radio in your own home is
going to die out as we get older. We are so used to listening to podcasts and so on,
we won’t do anything else.”
M, Birmingham, 18-24
This sentiment was echoed by some older participants who believed that radio was no
longer a young person’s medium:
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“I don’t think my granddaughter even listens to the radio any more. She’s always got
her music and her phone on”
F, Durham, 55+

3.3.2 Instantaneous news delivery
While young people were more likely to consume music using the newer streaming services
and devices, there was little difference by age in the ways participants accessed news
Participants of all ages, especially those actively interested in news, current affairs or simply
local gossip, claimed to use the internet frequently as a primary source, and increasingly
often, used it on mobile devices, for instantaneous access to content. The services used
included official broadcasters’ news web pages and national or local newspaper websites,
news apps on mobile devices, and social media sites (e.g. Facebook and Twitter).The latter
in particular appeared to have become a primary (if not entirely reliable) source for local
news for its more regular users.
“The riots were reported on Facebook before TV”
F, Birmingham, 35-54
The growing influence of new media and related services as a source of local news and
information was reflected in the data collected from the participants’ first self-completion
questionnaire, which asked them to record the sources they used for news and information.
The data in Figure 1 below show that while TV and radio were still overall the most cited
sources for local news and information, internet sources were reported to be consulted as
often as local press, with social media the most prevalent internet-based source:
Figure 1: Sources used to access local news and information – all participants
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When looking at the data by age group, there are indications that among the 18-24 year olds
in the sample, the internet – and specifically social media – had overtaken local TV and local
radio as the most cited source for local news and information.
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Section 4

4 What listeners want from radio: mapping
radio’s key attributes
4.1

Section summary

Purpose and method
The radio attribute mapping exercise was a core part of the research, aiming to capture
and explore, first on a spontaneous and then a prompted level:
•
•
•

why people listen to radio;
which aspects of radio they feel are more important than others; and
what they feel radio delivers uniquely versus other media.

The exercise was designed to capture, and rank in order of importance, the attributes
associated with radio from both a personal (i.e. consumer) and a societal (i.e. citizen)
perspective, and to organise these attributes into those felt to be of primary importance
to the listener, and those felt to be of secondary importance.
By the end of the exercise, we understood the relative importance of the various types of
content on radio, including local content, within the overall radio listening experience.
The exercise also captured those attributes which listeners believed were unique to
radio, or were uniquely delivered by radio.
At the analysis stage, output from this exercise was organised into ‘radio attribute maps’,
developed first at age-group level, and then merged into a universal radio attribute map,
synthesizing the attributes of radio as stated by the total research sample. The method
used for the exercise, and an example of a radio attribute map, is outlined in full in
Section 4.2 below.
Section overview
In terms of participant feedback, this section of the report covers:
•
•

•

Radio’s accessibility: a core, universal attribute
A detailed exploration of radio’s personal, content-based attributes and unique
attributes, by age group:
o 18-24 year olds
o 25-34 year olds
o 35-54 year olds
o 55+ year olds
An exploration of radio’s societal attributes
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•
•

A summary of the final attributes map
An exploration of radio’s unique attributes

Main findings
The main findings from this section, which are explored in more detail below, were:
•

When considering the attributes of radio they felt were most important on a personal
level, listeners consistently cited radio’s accessibility as a platform: this universal
attribute was felt to be unique to radio and could be seen to underpin radio’s various
content-based attributes.

•

Listeners’ preferences and priorities regarding radio’s content-based attributes
varied considerably by age and life-stage, but little by location.

•

On a content basis (in a very general order of stated importance), music was the key
driver, followed by interesting and informative speech output delivered by engaging
presenters; up-to-date news; and local travel, weather and news bulletins.

•

When considering the attributes of radio they felt were most important on a societal
level, listeners prioritised radio’s capacity to serve and support individuals or groups
within society, particularly the needy or isolated, as radio offered company,
connection, information and stimulation, all delivered by the platform’s universal
attribute of easy access, wide reach and instantaneity.

•

Alongside radio’s platform accessibility, the attributes felt to be unique to radio, or
uniquely delivered by radio, could be grouped into four key headings: music variety
and specialism; listener interaction; immediacy; and local content.

•

When plotted on the universal attributes map, local content, in its various forms,
could be seen to span all three attribute categories: primary personal, secondary
personal and societal.

4.2

Radio attributes mapping exercise: method

The exercise was designed in the following way to capture, and rank in order of importance,
the attributes associated with radio from both a personal (i.e. consumer) and a societal (i.e.
citizen) perspective:
•

First, participants on each table were asked to discuss together in sub-groups why
they listened to radio, from a personal point of view. The moderator then captured
their feedback on a flipchart, probing where necessary for clarification and
expansion, and sorting attributes into those of:
o

primary importance, i.e. being among the key reasons they listen to radio; and
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o

secondary importance, i.e. other attributes of radio they consume or value.

•

Next, participants were shown cards with radio attributes generated from the 2005
research, which had not been mentioned in the first spontaneous exercise. Each of
these showcards was discussed and evaluated, and mapped onto the flipchart
hierarchy.

•

Finally, participants were asked to think about key radio attributes from the
perspective of others in society. These attributes – whether spontaneously generated
by participants or selected from the set of cards - were captured on a separate
flipchart.

By the end of this exercise, following the above process on each table, feedback had been
gathered and organised into:
1. personal radio attributes, both of primary and secondary importance, delivered by
radio to the individual; and
2. societal radio attributes delivered by radio to the benefit of wider society.
At the end of the attribution exercise, the research moderators asked participants to consider
and isolate those attributes they deemed to be unique to radio, or uniquely delivered by
radio.
At the analysis stage, the attributes gathered in the way described above were mapped onto
a simple model (Figure 2, below, in blank form) showing the three radio attribute tiers,
namely: primary personal; secondary personal; and societal.
Figure 2: Radio attribute map (blank)
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4.3

Radio attribute mapping exercise: a note on interpretation

Although each location visited had its own particular local radio market, listeners’ overall
radio values and priorities were found to be very similar across locations, although any
important variations by location are noted where relevant.
Age and life-stage, on the other hand, proved to be a very reliable differentiator in terms of
why individuals listen to the radio and where their priorities lie. The following pages outline
participants’ feedback in terms of radio’s key attributes, and the importance they attached to
these. We have categorized the output into three subsections: delivery-based
attributes/accessibility (4.4); personal content-based attributes (4.5); and societal attributes
(4.6).
However, for many individuals their relationship with radio appeared to be derived from a
complex combination of the above; and when thinking about individual content attributes in
particular, ‘variety’ was in itself a frequently-cited attribute of radio. This makes it difficult and
somewhat misleading to isolate individual drivers of importance.
The analysis was further complicated by the fact that much radio listening is background in
nature. Background listening is a key pillar of the radio relationship, but this means that
some aspects of the listening experience can be understated in the kind of exercise we
conducted among listeners.
So, during both the research sessions and at the analysis stage, we took care to assess
listeners’ relationships with radio as much on a holistic level as in terms of the individual
attributes of radio they claimed to be important.
Another point to note is that the findings showed quite a lot of variability across different
ages and life-stages in terms of what listeners value, particularly in the content-based
aspects of radio. In fact, age group was the main differentiator of attitudes, well ahead of
other variables such as location or socio-economic group. Therefore, upon analysis of the
feedback, we developed a summary ‘radio attribute map’ for each age group. In the following
pages we summarise the feedback in narrative form.

4.4

Accessibility: a core, universal attribute of radio

In the mapping exercise, as in the initial discussions, radio’s accessibility consistently
appeared in the top three spontaneous values generated, across age groups and locations.
It soon became clear that radio’s delivery-based quality of accessibility should be viewed as
a universal, stand-alone attribute of radio, setting it apart in listeners’ minds from other
media, and separate from any of radio’s specific content-based attributes. Indeed, radio’s
accessibility was felt to underpin many of its content-based attributes, necessitating at the
analysis stage the addition of an ‘accessibility’ layer to the map, shown in Figure 3:
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Figure 3: Radio attribute map showing ‘accessibility’ underpinning all other attributes

Accessibility, as expressed by participants, covers three aspects of radio’s delivery
characteristics. The first is the sheer ubiquity of devices, enabling radio to be accessed
around the home, at work, on the go, and particularly in the car.
“You can breeze in and out, you can be active, moving about doing things”
M, Edinburgh, 55+
“It’s just easy isn’t it – convenient. It’s just there, in the car and wherever”
F, Plymouth, 18-24
The second aspect of radio’s accessibility to be isolated by participants was the ease with
which it can be consumed; again, this point was often made in comparison with other media
such as print, internet or TV, where particular visual effort or attention is required. Among
older participants in particular, the relief to the eye offered by radio was becoming
increasingly important as a driver of medium choice.
“It’s easy, you can rest your eyes, there’s no strain if you’re trying to relax at night”
F, Birmingham, 55+
The final aspect of radio’s accessibility was felt to be the fact that it is free to consume,
versus subscription-based content; and for some listeners, the perception prevailed that no
licence fee is required in order to access radio content.
Importantly, radio’s accessibility was felt to be an attribute of importance both on a personal
level and on a wider societal level (see section 4.6: Societal attributes).
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4.5

Radio’s personal, content-based attributes

The next category to emerge, as a result of separating out radio’s delivery-based attribute of
accessibility, was that of the content-based attributes participants felt were delivered by radio
to the individual. However, unlike views on accessibility, views on the importance of these
attributes differed considerably by age group.
Therefore, in the following pages, key participant feedback in terms of radio’s personal,
content-based attributes are summarised by age group in the form of a simple table with an
accompanying short commentary. To provide context, the attributes table and commentary
have been prefaced with a summary of each age group’s general radio consumption
patterns, platforms and preferences.
As the title suggests, this section focuses on personally important content-based attributes,
and it is followed by a subsequent section (Section 4.6) which summarises those aspects
that participants felt were important on a societal basis.

4.4.1: 18-24 age group
a) Radio consumption patterns, platforms and preferences
Those in the 18-24 age group found themselves in a transitional phase in their lives, finishing
their studies, working part-time or starting careers and, importantly for radio consumption,
starting to drive a car. This group tended to be technologically savvy and tended to access a
wide range of media via numerous devices.
Many participants in this age group claimed to spend less time listening to the radio than
they did five years ago, giving as the main reason the increased choice of on-demand
services or devices that facilitate access to music, music videos and their own music
libraries.
Radio tended to be valued as a non-choice foil to these options, offering variety and even
discovery.
“I get sick of playing the same five songs constantly, so I’ll listen to U105 and
Blast106 instead.”
M, Belfast, 18-24
Among 18-24 year old participants, radio was commonly accessed digitally via existing
devices i.e. smartphone apps, online streaming and DTV. There was, however, little claimed
DAB ownership or use.
BBC Radio 1 was the first choice station for this age group, valued particularly as a source of
current and new music, as well as its exclusive live sets, guests and celebrity news. Radio 1
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was supplemented by networked or local commercial radio, also primarily for music.
Frequent channel switching between commercial stations was commonplace. talkSPORT
and BBC Radio 5 Live were also cited, mainly by males, as stations of choice specifically for
live sport and sport discussion. There was little claimed use of other BBC stations, network
or local/nations, among this age group.

b) Radio attribute table
A note on the mapping tables
The following tables (Figures 4, 5, 6 and 7) summarise the attributes identified by each
age group as being of either primary or secondary importance on a personal level. They
also highlight those attributes that are perceived to be uniquely delivered by radio.
The upper left-hand column lists the attributes most frequently stated as being primary
radio attributes by the age group, across all locations. The upper right-hand column lists
the attributes most frequently stated as being secondary radio attributes. Attributes in
italics denote those from the 2005 radio attributes list which were selected by participants
when prompted with show cards.
The lower box lists those attributes which participants generally agreed were unique to
radio or uniquely delivered by radio.

20

Figure 4: Summary of radio attributes generated by the 18-24 age group
Primary personal attributes
Music
- variety
- current
- new
- live
Presenters / DJs
- humorous
- entertaining

Secondary personal attributes
Sport
Entertainment variety within shows
- competitions
- guests
- celebrity news
Different eras of music
Developing new talent
Opinion and debate (sport)
International / UK news

Local presenters
Local traffic and weather
Local ads and deals
Local news
Nation news
Attributes felt to be unique to radio
Variety of music
New music
Humorous presenters
Entertainment variety within shows
Competitions
Local presenters
Local traffic and weather
Local ads and deals
As shown in Figure 4 above, radio was primarily and almost entirely consumed by 18-24
year olds as a means of entertainment, with music the most important content for this group.
The variety of music, as well as access to new music and live music, distinguished radio
from other platforms.
‘Humorous and entertaining presenters’ was also stated as being of primary importance to
the entertainment derived from radio.
“Bodg and JoJo, on Capital on a morning every morning; they’re really energetic,
their craic’s similar to mine - it’s pretty random the stuff they come out with and it
wakes you up, starts you off on the right foot.”
F, Durham, 18-24
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Participants saw the variety of content within radio shows as important and unique to radio,
helping establish radio’s role as an ideal background companion, and enabling listeners to
‘zone in and out’ as their interest was caught.
They saw elements such as competitions, guests and celebrity news as being of secondary
importance, along with news bulletins. These latter elements were important because
participants felt they could keep up to date without making particular effort.
“Radio gives everything I want; new music, chat, jokes, informs with news.”
F, Cardiff, 18-24
Local content was not part of the primary set of attributes for this age group. But local traffic
and weather, and local adverts and deals, were spontaneously stated as important
secondary attributes, and attributes that 18-24 year olds thought were unique to radio.
Participants saw local news and information as part of the variety offered by radio, and
thought it valuable in that it kept them up-to-date with local news without needing to seek it
out. They felt that there was some obligation to know something about their local area, and
that local news could act as social currency when talking with local people of different
generations.
As the research progressed, it became evident that local radio output such as local DJ chat,
phone-ins, and competitions, helped establish a sense of enfranchisement for some within
this age group, imparting the feeling of potential involvement with radio which was not felt
with other media such as TV or press.
“I feel more likely to win the competitions than on TV.”
M, Belfast, 18-24

4.4.2: 25-34 age group
a) Radio consumption patterns, platforms and preferences
Participants in the 25-34 age group spoke of their lives filling with greater responsibility:
launching careers, buying houses, and starting families and even businesses. As a
consequence, they were time poor but also more engaged with current affairs and their local
communities.
They therefore valued radio as an easy-to-consume background accompaniment to their
busy lives, and a key entertainment source as other devices became more contested.
“Radio fits into your life. You don’t need to dedicate too much time to get the most
out of it.”
M, Durham, 25-34
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Traditional devices - car, alarm clock, analogue radio – tended to be the main access points
to radio for this group. The car radio was particularly relied upon for entertainment, along
with traffic updates when commuting or ferrying children around. DTV was popular in the
home, particularly so for mothers who might often spend a lot of time in the house with
young children. As with the previous age group, there was little claimed DAB use.
When asked about radio stations, participants claimed to be heavy consumers of
commercial radio, accessing it principally for music. As they were starting, at this age, to look
for more retro music, they were flicking between networked commercial and local
commercial for the music they liked. In BBC network terms, this musical progression typically
meant a transition from Radio 1 to Radio 2.
But apart from BBC Radio 5 Live as a primary sports commentary and discussion source for
males, there was very little claimed use of other BBC stations, network or local/nations,
among this age group.

b) Radio attribute table
Figure 5: Summary of radio attributes generated by the 25-34 age group
Primary personal attributes
Music
- variety
- retro
- new
- live
International / UK news
Traffic updates
Local knowledge
- weather
- news
- events
- adverts
- school information

Secondary personal attributes
Presenters
- witty
- entertaining
- local
Competitions / quizzes
Phone-ins
Speech
- stories
- drama
- guests
- comedy
Local issues
Nation news

Sport
Ordinary people involved
Opinion and discussion
Developing new talent
Learning
Range of broadcasters
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Attributes felt to be unique to radio
Music variety
Retro music
Traffic updates
As shown above in Figure 5, music was again the primary stated attribute of radio, as the
main source of current, retro and specialised music for this age group.
Beyond music, 25-34s mentioned a much wider range of primary radio attributes than did
the18-24s. Local traffic updates were now crucial, and also delivered uniquely by radio. In
addition, reflecting this group’s greater engagement with both the local community and the
wider world, news (including local news), discussion and information about local events,
local ads, and weather were also considered primary radio attributes.
“The radio tells us about local deals for going out with the children.”
F, Cardiff, 25-34
Of secondary importance were a variety of other entertainment elements including witty and
entertaining presenters, competitions, phone-ins and new talent. Unlike the youngest group,
however, speech radio - stories, drama, guests, comedy and learning programmes - were
also spontaneously mentioned as important reasons for listening to radio.
Unlike the 18-24 age group, 25-34s placed various types of local information among the set
of primarily important attributes of radio, reflecting their increased need, and desire, to
engage with their local area. Local traffic, weather and news were important utility factors,
but also important was information about things to do (for example, bonfire night
celebrations) or services (such as plumbers) in the area. The benefit of this was practical,
but it also produced a feeling of connection to the local area.
“Events information I like; like a new restaurant opening…it is a city where there is a
lot going on”
F, Edinburgh, 25-34
Radio’s ambient properties, its tendency to fluctuate between foreground / background and
to accompany other tasks, were crucial in the consumption of radio by this group because it
enabled them to absorb news and local information with little effort, alongside music and
other entertainment content.

4.4.3: 35-54 age group
a) Radio consumption patterns, platforms and preferences
Participants within the 35-54 age group were the most time-poor of all and their general
media consumption, including radio, was felt to be the most compromised. As busy family
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people, frequently on the go, radio was often consumed to accompany and inform daily life
on a national and local level. Frequency of listening was driven for many by regular use of
the car for commuting, ferrying children, and shopping.
“It’s more convenient for me. I wouldn’t have time to sit down and read a
newspaper,”
F, Durham, 35-54
For this age group, household ownership of digital, mobile and general entertainment
devices and subscriptions was relatively high, but as individuals they claimed that these
devices were often ‘hijacked’ by other members of the household.
“My kids hog the TV - radio offers me a bit of a sanctuary.”
M, Birmingham, 35-54
In radio device terms, DAB ownership and listening appeared to be at its most prevalent
among this age group, and DTV listening was commonplace around the home, especially on
secondary TV sets, acting as a musical refuge from the main family activity. Some also
claimed to listen regularly during work or in their lunch hour on a communal analogue radio
set, or streamed via PC or laptop. Mobile listening was a minority activity for this age group.
For some listeners, digital radio and audio streaming services were recognised as giving
broader music choice and access, but station choice tended to fall among mainstream
analogue services, and especially to local commercial music stations, at peak listening times
such as breakfast and drive-time in the car. In the car, station choice was often dictated by
children, thereby exposing these parents to stations they might not otherwise choose for
themselves.
“I listen to Capital under duress because that’s what the kids have on when I give
them a lift.”
F, Cardiff, 35-54
There was heavy claimed listening to commercial radio among this age group, primarily for
music and regularly consumed in the car at breakfast and drive-time. Radio 2 also figured
highly for music, and (for males especially) discussions and phone-ins. BBC local / nations
tended to fall lower in the repertoire, valued for its accurate traffic and news bulletins by
some, but generally felt to be for ‘older’ listeners. At a lower level overall, but favourites for
some individuals, were BBC Radio 5 Live and talkSPORT, for sports commentary and
discussion (predominantly among males), and BBC Radio 4.
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b) Radio attribute table
Figure 6: Summary of radio attributes generated by the 35-54 age group
Primary personal attributes
Music
- variety
- past eras
- specialist

Secondary personal attributes
Up to the minute news

Local traffic and weather
Local News

Opinion and debate
Phone-ins
Competitions

Presenters
- witty

UK news
Nation news

Discussion of local issues
Local presenters
Intelligent presenters
Stimulating/challenging output
Sport
Attributes felt to be unique to radio
Music: variety, past eras and specialist genres
Local presenters
Phone-ins

As seen in Figure 6 above, music again dominated as the core radio attribute for this age
group. Many participants felt a deep emotional connection to music, and turned to radio for
music variety; new or specialist genres, or iconic music from their youth.
For other more time-poor listeners, radio was claimed to be the sole source of music, as
their music consumption from other potential music sources such as TV and internet was
limited, as was their time (or propensity) to build their own digital music archives.
Local traffic/travel, weather and news were cited next, slightly below music, but still key radio
attributes. This was a reflection of the fact that this age group tended to be the most
connected to the local area in terms of day-to-day work, family and leisure activities, so local
information was something they often depended on.
“Information on the wait time for ferries and Tamar Bridge, giving you alternatives if
need be”
M, Plymouth, 35-44
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Radio presenters were also cited as a key radio attribute by this age group: a key element of
radio’s companionship qualities for some, and often driven by the popularity among this age
group of conversational speech output such as phone-ins and current affairs shows .
“A good presenter knows when to shut his mouth, gives the guests a chance to talk”
M, Belfast, 35-44
Up-to-date UK and nation-based news figured behind local news, as secondary attributes,
with many claiming to catch national TV news bulletins in the evenings, or consult news
internet sites. National and international sport overall fell into the secondary attribute
category, although for some males this was a primary attribute.
Other types of local output, such as discussion of local issues and local presenters, tended
also to fall into the secondary bracket, having appeal for some listeners, but generally not felt
to be as important to them as information-based local output.

4.4.4: 55+ age group

a) Radio consumption patterns, platforms and preferences
Participants within the 55+ age group claimed to be heavy radio listeners, owing in part to
their relatively high listening availability. As this group included both working and retired
people, the requirement to commute regularly was less prevalent; as much listening was
done in and around the home as in the car.
“You can carry on, cleaning out your cupboards, or in the garden, it keeps you
occupied”
F, Cardiff, 55+
Similarly, at this life-stage there were usually no children in the home, and so listening was
often more active than passive, and many participants claimed to enjoy the freedom to make
appointments to listen. We also observed a higher tendency to listen throughout the day
than among younger age groups, and indeed in some cases long into the night.
“Once the kids leave, you become more selective. It used to be ‘Downtown’, but now
you decide what you want to listen to, it’s no longer just background noise”
F, Belfast, 55+
In device terms, listening via DTV was commonplace, and DAB device ownership and use
was also widespread. Driven by their strong relationship with specific radio programmes, a
minority subscribed to podcasts or caught up with BBC radio programmes via BBC iPlayer,
and a smaller number had recently started listening via mobile phone.
“When I’m upstairs I have Smooth on the television at night, it’s got a nice mix of
music”
F, Edinburgh, 55+
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BBC Radio 2 dominated this age group’s station repertoire, being praised for the diet it
provides of music and stimulating speech shows (Jeremy Vine was most frequently
mentioned in this regard). Radio 4 was also a favourite for some in this sample. BBC local /
nations radio was, for the majority, a primary or secondary station in most locations visited,
whereas local commercial listening was biased towards females and regular drivers. For a
handful of 55+ year-old participants, DAB radio was praised for leading to the discovery of
specialist music stations.
“With DAB I can listen to Planet Rock. My wife hates it but at least we have the
choice now”
M, Durham, 55+

b) Radio attribute table
Figure 7: Summary of radio attributes generated by the 55+ age group
Primary personal attributes
Music
- nostalgic/eras
- specialist (jazz/classical)

Secondary personal attributes
Local traffic and weather

Presenters
- intelligent
- entertaining
- local

Opinion and debate
Phone-ins
Discussion of local issues

Local news/nations’ news

Something I’ve learnt from
Up to the minute news
- UK/international

Sport
Local ads and deals
Attributes felt to be unique to radio
Music: past eras and specialist genres
Intelligent presenters
Local presenters
Something I’ve learnt from
Phone-ins
Local traffic and weather
Discussion of local issues

As shown in Figure 7 above, music, and specifically nostalgic era-based or specialized
music (jazz, classical, etc.), was regularly stated as a primary attribute by this age group.
Music holds strong emotional value for these listeners, and radio was felt to be unique in
delivering ‘our kind of music’, whereas other media were believed to carry predominantly
modern and/or mainstream music.
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Alongside music, participants spoke most often about presenters – appreciating both witty
and entertaining presenters, who provide company of an uplifting kind; and (on a prompted
level) intelligent presenters, who provide company of a stimulating kind.
“There’s a connection with the voice on a very personal level. You feel like you know
the presenters”
M, Belfast, 55+
The theme of stimulation re-emerged on the secondary level with the frequent use of the
phrase ‘something I feel I’ve learnt from’, reflecting how many within this age group valued
radio as a medium which - whether actively or passively consumed - provides edifying
output. There was in general greater interest in crafted speech and current affairs
programmes than among younger listeners, and a particular interest in phone-in discussion
shows.
“I think it can be educative as well. You can learn such a lot”
F, Cardiff, 55+
Local content in its various forms was more regularly mentioned as a secondary rather than
a primary attribute. As shown in Figure 7, there was less dependence upon local traffic,
travel and weather or local news bulletins than for younger age groups.
Upon discussion, and at the prompted card stage of the exercise, it emerged that local
presenters - i.e. presenters from the local area broadcasting phone-ins and community
discussions - play a primary role for some listeners, and more generally, that programmes
discussing local issues were important at a secondary level.
As with other age groups, there was more than sporadic mention of the value of local ads
and offers on radio, helping the individual to make savings and helping the local economy –
a theme which returned in the ‘societal’ exercise (see Section 4.5 below).

4.6

Radio’s societal attributes

The third and final tier of feedback to be generated by the mapping exercise concerned
those attributes of radio that were felt to deliver benefits to society as a whole.
The stated societal attributes of radio were very consistent between tables and across
locations: participants instinctively saw radio as catering to two conceptions of society:
1. Society conceived as the sum of individuals and discrete interest groups.
2. Society conceived as shared experience and values, or a sense of community.
Allied to these two broad conceptions of ‘society’, participants saw radio as having two
slightly different purposes: serving individuals and shared interest groups on the one hand,
and binding collective society on the other:
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Figure 8: Summary of societal attributes of radio – all participants

As Figure 8 shows, participants offered substantially more examples of how radio is able to
bind society than it is to serve individuals and groups. But even so, they tended to place
more importance overall on radio’s ability to serve individuals and interest groups.
In this sense there was some overlap between societal and secondary personal attributes,
as listeners began to think about things which might be important to people other than
themselves, such as sports or the arts.
“I suppose if you’re a rugby fan and don’t have Sky, you can listen to it on the radio”
F, Cardiff, 55+
Younger participants in particular tended to think of the elderly as a projection of themselves
in the future, and to anticipate their own future preferences (speech radio, current affairs,
debate) with reference to older relatives.
“There are a lot of older people who don’t use a computer. They can put their radios
on”
F, Birmingham, 25-34
Indeed it was the perceived ‘needy’ groups such as the elderly, the infirm or visually
impaired, those living alone, or in remote areas, who were generally identified as being
uniquely served by radio as it offers company, connection, information and stimulation, all
delivered by radio’s universal attribute of easy access, wide reach and instantaneity.
Among the perceived societal benefits of radio, local content figured highly, both in terms of
serving individuals within society, and of binding society as a whole.
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“For some people, the lonely, it’s the only contact with the community”
F, Plymouth, 55+

4.7

Summarising the attribute mapping exercise

Once all the feedback had been mapped during the analysis process at an age-group level,
the attributes were further synthesised to produce a universal radio attributes map, shown
below in Figure 9:
Figure 9: Universal radio attributes map

In very broad summary, the universal map shows how music dominated as a key primary
personal attribute, alongside presenters, who represent entertaining or stimulating music or
speech delivery, and a source of companionship.
The secondary personal tier was populated by specific (and largely speech) radio genres
such as phone-ins, sports commentary and discussion, guest interviews, content that
listeners feel they learn from, and so on.
The societal tier, as seen in Section 4.6, was populated by elements of radio that serve
communities and individuals within society and their particular needs and interests: the
capacity to serve these interests is reflected by the presence of ‘broadcaster plurality’ in the
societal tier.
It is noteworthy that both news and local content spanned all three tiers of the map, holding
varying levels of importance depending upon the individual, their life-stage and
circumstances. The specific implications of this for local content are considered in Section 6
of this report.
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4.8

Attributes unique to radio versus other media

The mapping exercise yielded a broad hierarchy of importance of radio’s various attributes
from a personal and societal point of view. The exercise also asked participants to isolate
attributes which participants felt were unique to radio, or were delivered uniquely by radio.
For many listeners, the platform characteristics of accessibility, ubiquity and instantaneity, as
seen in Section 3 and early in section 4, set radio apart from other media; and this platform
uniqueness underpinned many of the individual attributes felt to be unique to radio.
“Radio is easily accessible, basically there are so many ways to listen to it and
access it, it’s not like watching the TV where you are restricted to that room”
M, Durham, 25-34
Figure 10 below summarises the individual personal attributes which participants isolated as
being unique to radio, or were uniquely delivered by radio. Attributes listed above the dotted
line were generally stated as primary personal attributes; those below the line were generally
stated as secondary personal attributes:
Figure 10: Attributes considered to be unique to radio or uniquely delivered by radio

Music was core to the unique offer of radio for participants of all ages; and radio’s
uniqueness in regard to music was felt to be that it offered variety and a sense of discovery
when compared with listeners’ personal collections or playlists.
“I get sick of playing the same five songs constantly, so I’ll listen to U105 and
Blast106 instead.”
M, Belfast, 18-24
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“Radio introduces me to new things and to new bands.”
F, Plymouth, 25-34
Variety was also cited as a unique attribute of radio on a music genre level, providing
listeners with ‘their kind of music’, usually meaning specialist genres or music from past
eras, that other mainstream sources were not felt to provide.
Radio’s interactive qualities were often cited as a ‘unique selling point’ of the medium.
Whether via listener calls or texts, and increasingly via newer channels such as Twitter,
radio was felt to enable and encourage an interactivity with the audience that other media
did not. By featuring live listener input, radio was often felt to be current and ‘real’, and to
impart a sense of inclusiveness.
“You feel part of the group of all the people that are travelling when people are
feeding back traffic information to the local station”
F, Birmingham, 35-54
Radio’s immediacy, particularly regarding the delivery of live or breaking news, was also
seen as a unique attribute. Participants were familiar with rolling TV news channels, and
news websites and feeds on the internet, but radio was generally believed to stand apart
from these sources by virtue of its accessibility and ubiquity, meaning that it could provide
breaking news to the listener wherever they were.
Linked in part to radio’s unique immediacy was the final area of radio’s perceived
uniqueness compared with other media, namely local content. For regular commuters, those
working in the local area, or parents of children in local schools, up-to-date local traffic,
travel, news and weather bulletins were often exclusively associated with radio. While
regional TV news was regularly consumed across the sample, radio’s relatively focused
geographical footprint was felt to give it the edge over TV in terms of being a reliable and
accurate source of local information.
“Television, when it comes to local news, has really lost it – Central news has
suddenly gone to Gloucester or Stoke on Trent.”
F, Birmingham, 55+
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Section 5

5 Revisiting radio’s public purposes
5.1

Section summary

Purpose and method
One of the key aims of the current study was to assess whether the public purposes
radio has traditionally delivered continue to be valued by listeners in the digital age.
This was addressed at the analysis stage by comparing listeners’ stated radio attributes
captured in 2013 with the public purposes of radio developed from the 2005 research
study. Although the capture method of the two studies differed 7, a comparison between
the two is valid, and proved instructive.
Main finding
This short section outlines how, in many respects, the public purposes identified in the
2005 study were seen to hold true in the 2013 study. There was much consistency in
feedback, with radio’s accessibility, music variety, presenters, news/information and key
local information appearing in both studies as the most important attributes of radio.
The summary model of the 2005 public purposes of radio is shown below in Figure 11.

Figure 11: Summary of public purposes of radio, 2005

7

In the 2005 study, qualitative research was conducted initially to gather and define a set of
spontaneous listener radio attributes. These attributes were then collated, refined and fed into a largescale quantitative study in order to assess the relative importance of the attributes among a
representative sample. By contrast, the 2013 deliberative study was qualitative only, and used some
of the 2005 attributes as prompts alongside spontaneously generated attributes.
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A comparison with the summary attribute map from the 2013 study suggests that each of the
public purposes identified in 2005 still hold value for listeners. The 2013 summary map is
below (Figure 12).
Figure 12: Summary map of stated radio attributes, 2013

It can be seen by comparing the summary output from each study that, at the broadest level,
the radio attributes identified by listeners in the 2013 study largely reflect the key radio public
purposes developed with participants in the 2005 study, in the following ways:
•
•

•

•
•
•
•

The ‘delivery’ / ‘availability’ public purpose identified in 2005 remains radio’s key
platform attribute, which is called ‘accessibility’ in the 2013 study.
‘Variety’ from 2005 remains a priority in 2013 and is intrinsic to the value placed on
music, presenters (both at the core of the primary attributes), and speech (which runs
across all three tiers in the 2013 map).
In addition, the importance placed on variety and choice is also reflected in the
references to specific types of speech output such as guest celebs, competitions,
opinion and debate and learning (each around the secondary attribute circle on the
2013 attribute map).
Finally, 2005’s ‘variety’ purpose is also reflected in terms of service plurality by the
2013 attribute Range of broadcasters (found in the societal tier).
‘Information’ from the 2005 public purposes is reflected via news and local content in
the 2013 map (spanning all three tiers of primary, secondary and societal).
Radio continues in 2013 to be perceived by some groups as ‘upholding standards’,
reflecting 2005’s ‘quality’ purpose.
On a societal level, the serving and binding of individuals and communities found in
2005’s ‘community’ purpose is reflected in the societal tier of the 2013 map by
serving communities and individuals.
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Section 6

6 Attitudes to local content currently
available on radio
6.1

Section summary

Purpose and method
The topic of local content on radio arose naturally during the general media consumption
discussion and the radio attributes mapping exercise. The section following the mapping
exercise focused explicitly on the topic of local content on radio, and specifically on local
commercial radio.
Participants were asked first to consider and discuss spontaneously what local content
they consumed on radio, how important it was to them in relation to other local media
sources, and how far they felt satisfied with it.
Next, two specific aspects of local content on radio – local news and local presenters –
were discussed in detail with the aid of diagnostic prompt cards (shown in full below).
Self-completion questionnaires were introduced in this section, allowing participants to
record individually their consumption of, and satisfaction with, local radio content versus
other local media sources. Summary charts based on data from these questionnaires
are shown in this section.
Main findings
The main findings from this section, which are explored in more detail below, were:
•

‘Local content’ was found in the mapping exercise to span all three tiers of the radio
attributes map (i.e. primary personal, secondary personal and societal), depending
upon the particular circumstances and preferences of the individual, and also on the
category of local content in question.

•

Listeners tended to categorise local content into two types: time-critical content and
non-time-critical content; and generally placed higher importance on the first type
(specifically, local traffic, travel, weather and news bulletins) than on the second type
(discussions, phone-ins, or competitions). This was particularly true of those who
drove or commuted regularly, and those with children in local schools or jobs in the
local community.

•

When considering local output on radio, listeners claimed generally to be very
satisfied with the status quo of local news and information delivery, on both BBC and
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commercial local radio services.
•

Among local commercial radio listeners specifically, this satisfaction derived mainly
from the short and frequent local bulletins which aligned to their needs. They
considered that key traffic and travel information, and important local news stories,
were delivered in sufficient detail but without disturbing the main listening purpose,
i.e. music, or entertaining or stimulating speech.

•

Listeners generally believed that local radio presenters do not necessarily have to be
from the local area to present local information in a credible way: local knowledge,
not local provenance, emerged as the priority in the context of local news and
information delivery.

6.2

How listeners categorise local content on radio

The purpose of the radio attribute mapping exercise was twofold: to update Ofcom’s
understanding of why people listen to radio, and to assess the relative importance of local
content within the overall radio listening experience.
The radio attributes mapping exercise demonstrated that, from the listener perspective,
radio’s local content attributes were assigned varying levels of importance, spanning as they
did all three areas of primary, secondary and societal importance on the attributes map, as
highlighted in Figure 13 below:
Figure 13: Local content spans the radio attribute map

As shown in the individual age group summaries earlier in this section, listeners attached
varying levels of importance to local content depending on their particular circumstances and
on the specific type of local content.
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The mapping exercise helped us to understand how listeners categorise local output on
radio. From the listener viewpoint, local output in radio fell into two categories, as follows:
1: Time-critical local content:
•

Short-form traffic, travel, and weather reports, or any other up-to-date information
affecting local life, such as school closures.

•

Local news: i.e. short and regular (usually hourly) bulletins, sometimes more frequent
at peak times/when major local stories occur.

2: Non-time-critical local content:

6.3

•

General community information: local events, jobs, charity appeals, local sport, local
business offers and deals.

•

Longer-form, presenter-led, locally-focused interviews, phone-ins, competitions, DJ
chat and banter; and off-air activities in the local area.

Establishing an importance hierarchy of types of local content

From the mapping exercise it emerged that the first type of local content – up-to-date traffic,
travel and weather reports – was universally regarded as a core attribute of radio, and in
many respects unique to radio.
This was true across locations, although less so among the less frequent drivers and/or
commuters (more prevalent among 18-24 and 55+ year-olds).
Those who regularly consumed local traffic, travel and weather reports placed it as the core
attribute because they often depended upon it in their day-to-day lives.
“When I turn the car on, the radio’s on. I can’t have one without the other”
M, Birmingham, 35-54
“Radio, mostly it’s just there, I can take it or leave it. But I rely on the traffic reports.
That is information I would pay for on a sat nav.”
M, Durham, 25-34
Local news bulletins ranked alongside local traffic, travel and weather in the importance
hierarchy overall, although there were some individual differences in prioritisation.
Even for those with little claimed interest in local news and current affairs, the presence of
local news bulletins within their chosen radio content was in itself reassuring and valuable in
that it was likely to be the sole means of staying in touch with news from the local area.
“It keeps me up to date accidently”

F, 25-34, Durham
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The two remaining types of local output – local community information and longer-form local
discussion – tended to fall into the secondary tier of importance.
The broad hierarchy described above was reflected in the data generated from the selfcompletion question in which participants indicated from a list of 10-11 elements, or types of
content, the three they would most like to keep on local commercial radio.
Figure 14 below, based on the total research sample of 140 participants, clearly shows that
local news, weather and travel were the types of content listeners would most like to keep on
local commercial radio, whereas other types of local radio output, namely
‘discussion/coverage of local issues’; ‘local presenters’; ‘information about the local
community’, were viewed as less important to keep.
Figure 14: Elements most wanted to be kept on local commercial radio

Note: ‘local presenters’ was a shorthand description used for the questionnaire in the
2005 study, replicated in the present study for reasons of consistency. When discussing
‘local presenters’ later in this document we will draw out the important distinction that
emerged qualitatively between locally-born and/or raised presenters versus presenters
rooted in the community or who have up-to-date local knowledge.

6.4

Understanding drivers of satisfaction with local output

Satisfaction with local news and information on local radio was generally high. There were
no complaints from participants regarding any aspects of local news and information on local
radio, and this was reflected in the self-completion questionnaire data, here shown at a total
sample level:
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Figure 15: Satisfaction with local news and information by medium – all participants

Before looking more closely at drivers of satisfaction with local news and information on local
radio, it is important to note two circumstantial factors which may have contributed to this
high level of satisfaction:
•

•

The majority of the locations visited were urban hubs or nation capitals, and generally
well-served with a range of BBC and local commercial radio services, and earned
their satisfaction rating on the basis of one or more of these local services.
Most commercial radio listeners in the sample tended to listen during peak hours
(when most stations are mandated to include local content) and were therefore
hearing what they felt to be satisfactory levels of local news and information,
regardless of whether the stations they listened to were networked at other times of
day.

Following the local content satisfaction exercise described above, we explored two key
aspects of local output on local radio in greater detail: local news bulletins, and local
presenters.
When discussing ‘local presenters’ please note an important distinction; between locallyborn and/or raised presenters vs. presenters rooted in the community or who have up-todate local knowledge.

6.3.1 Local news bulletins
The discussion around news bulletins was held first on a spontaneous level and then using a
set of prompts on a show-card to help organise the discussion around various diagnostic
elements of news bulletins, namely:
Frequency; duration; content; immediacy; local relevance; and accessibility.
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After thorough discussion, the aspects of local news bulletins that listeners claimed to value
most emerged as brevity, frequency, and accuracy.
‘Short and sweet’ characterises the ideal local news bulletin format, as expressed across all
locations and age groups, largely reflecting the status quo of local news bulletins for local
commercial listeners, and the way they are being consumed in conjunction with other news
sources:
“With the news in bullet points you can get further information on internet at later
point”
F, Belfast, 55+
There was a general aversion to bulletins being any longer than they currently are on local
commercial radio (bearing in mind that the length of news bulletins varies widely between
different radio stations). For the less engaged local news listeners, and the music-led, this
was felt to mean further interruption to the flow of music:
“Sometimes when it breaks for the news I can’t wait for the music to come back on”
F, Plymouth, 18-24
Even for listeners who engage more actively with local news, there was a concern that
longer bulletins would require ‘filling out’ with potentially trivial items:
“And another sheep lost on Dartmoor”
M, Plymouth, 55+
In terms of frequency, participants also claimed to be largely satisfied with the status quo,
namely with bulletins delivered on the hour and perhaps more frequently at breakfast and
drive-time, or when a local story of particular importance is breaking.
“Just as it is: not overly bombarded with news, but if I miss it I’m not going to have to
wait for ages to hear it.”
F, Durham, 35-54
Participants felt that a condition of brevity and frequency was that local bulletins should be
as accurate as possible, and that they progress through the day, updating rather than merely
repeating themselves.
Participants claimed to be largely satisfied when considering another aspect of local news
bulletins, geographic relevance, with few or no complaints in this respect.
Again, there appear to be circumstantial drivers of this satisfaction that should be taken into
account. The research was conducted in largely urban locations, which would tend to feature
highly on the local news agenda of local BBC and local commercial radio bulletins, and
indeed in the nations, the research was conducted in the administrative capitals, where the
focus of both local commercial and BBC nations news gravitates naturally to these cities.
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While satisfaction with geographical relevance was uniformly high across the locations
visited, participants’ notion of the ‘local’ area (in the sense of the area they felt should be
served by ‘local’ media) varied to some degree between the locations visited, their size, and
their position relative to other towns and cities.
In the smaller cities visited, Durham and Plymouth, the understanding of ‘local’ tended to be
confined to the city and outlying villages and/or landmarks; in Birmingham, on the other
hand, the city’s position at the heart of a large conurbation, interlinked with a busy transport
network, meant that participants’ expectations and needs from local radio bulletins tended to
spread further across the West Midlands region.
‘Local’ was further defined in some locations by the boundaries set according to rivalries with
neighbouring cities: this (mostly playful) rivalry was witnessed especially in Plymouth (vis-àvis Exeter), and Edinburgh (vis-à-vis Glasgow).
“I can’t understand what the people are saying on Clyde 1”
M, 35-54, Edinburgh
In the nations, we found some variance in attitude across the capitals of Cardiff, Edinburgh
and Belfast. In Cardiff and Edinburgh, local relevance and interest appeared for most to be
confined to the city and the immediate region rather than stretching across the nation; in
Belfast, conversely, local relevance and interest stretched in many participants’ minds
across the whole of Ulster.
“We’re a parochial lot in Northern Ireland”
M, 55+, Belfast

6.3.2 Local presenters
The theme of ‘local presenters’ was the second area of prolonged discussion in the sessions
relating to local output on local radio.
The term ‘local presenters’, when introduced as a prompt card during the mapping session,
and as it appeared in the participants’ deprivation questionnaire, was interpreted by
participants as meaning presenters born or raised in the local area.
Understood in this way by participants, the notion of having presenters born or raised in the
local area rarely emerged as a spontaneous radio attribute, was not seen as key when
prompted, and (as seen in Figure 11, above) did not figure high in the list of desired
elements to keep on local radio.
This was because, particularly in the context of short-form local news and information
delivery, up-to-date local knowledge, rather than actual presenter provenance, emerged as
the priority for listeners.
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This local knowledge could be demonstrated in various ways, such as showing familiarity
with local streets and landmarks during traffic reports (e.g. ‘avoid the roundabout by the DIY
shop’); or by correct place-name pronunciation, and was assumed to be best delivered when
the presenter was present in, or broadcasting from, the area being reported on, and thereby
rooted in the local community:
“They do the weather forecast from the roof of the office in town”
F, Belfast, 25-34
While it was generally assumed that a presenter born or raised in the local area would
possess local knowledge, originating from the local area was not felt to be a pre-requisite for
effective and credible delivery of accurate, current local information.
“I’m not bothered, as long as they know what they are talking about”
M, Cardiff, 35-54
That said, a presenter’s local provenance was felt to play a more important role in certain
locations where some participants believed it to be crucial for the understanding of local
sensitivities, be they political or relating to sporting sensitivities.
“A local person can present more controversial issues - politics, religion - and know
the limits”
M, Belfast, 35-54
“North-east sports people know more about north-east sport. First-hand experience”
M, Durham, 55+
In addition, it became clear that in the context of longer-form, more conversational local
output, such as phone-ins, local discussions, competitions and ongoing DJ ‘banter’, actual
local provenance did assume greater importance for some listeners.
For those participants who enjoyed local phone-ins and debates, particularly older listeners,
there was a feeling that the moderator of the discussion would have more genuine passion
for the topics under discussion if they themselves came from the local area.
“National [radio] just has a big-wig talking. If it’s local it’s someone from the area
who it’s affecting. It’s a bit more sincere”
M, Birmingham, 35-54
As was shown in the mapping section (Section 4), for some younger commercial radio
listeners the very localness of the presenter (with local accents and idioms), helped establish
a sense of enfranchisement, and the feeling of involvement with radio.
“Local knowledge, accent, local mannerisms - it makes you feel like you can relate.”
F, Belfast, 18-24
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Section 7

7 Views on hypothetical future scenarios for
local output on commercial radio
7.1

Section summary

Section summary
In this, the final section of the deliberative sessions, the focus shifted to the future,
encouraging participants to articulate further their needs and expectations regarding
local content and how it might ideally be distributed in the future across commercial (and
BBC) radio.
At the start of this section, moderators on each table read out and circulated the ‘fact
sheet’, outlining changes in the radio landscape, their impact on the amount of
networked versus locally-made content currently carried on commercial radio, Ofcom's
role in shaping the future of radio regulation, and where the current research fits into the
process. The full text of this fact sheet is included in Annex 4.
Having digested the fact sheet, participants discussed their reactions to the changes
outlined in it and how far they felt their consumption of the various types of content on
radio might be affected in the future. This included exploring participants’ awareness of
the current practice of networking and the impact they believed it had on their
satisfaction with local commercial radio, now and in the future.
This discussion was followed by the final question in the self-completion questionnaires
(referenced in Figure 11 in Section 6.2 above) asking participants to register how
concerned they would be if a range of content types were to stop being provided on
local commercial radio, and to choose the three types of content they would most like to
keep on local commercial radio.
The sessions concluded with the scenario exercise, in which participants were asked
briefly to consider and debate three hypothetical scenarios representing different levels
of networking and local content delivery on commercial radio in the future. The purpose
of the exercise was to stimulate discussion rather than to generate a ‘winning’ scenario.
The scenarios are reproduced and discussed in full below, and attached in Annex 5.
The main findings from this section, which are explored in more detail below, were:
•

Many listeners, including those who regularly listened to networked commercial
stations, claimed to be unaware of the practice of networking on commercial radio.
This was at least in part due to the majority of the sample being peak-time listeners
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and thus not necessarily exposed to networked output
•

Once informed of the practice, listeners tended to take a pragmatic stance, saying
they would be satisfied so long as their basic need for short and frequent local news
and information bulletins (traffic, travel, and weather) was being met. There was
some variation here: some expressed regret over the reduction of local output on
their local radio services, while others welcomed networking as a means of
accessing a higher calibre of presenters, guests or live music events.

•

When faced with scenarios representing different levels of networking and local
content delivery on commercial radio in the future, listeners tended to show most
satisfaction with the status quo of local programming and presenters during peaktime, with networked output on some stations at other times, while keeping short and
frequent local news and information bulletins.

•

Faced with a scenario in which key local output at breakfast and drive was removed,
but short frequent bulletins were kept, listeners who felt closer to local presenters
and discussion of local issues showed concern; others, however, felt that such a
scenario would not significantly affect their current satisfaction with local commercial
radio output.

•

A scenario in which all local output was given over to the BBC was, however,
generally felt to be a step too far, for one, or more, of three reasons:

7.2

o

It would effectively signal the end of local commercial radio and the
content it provides, which some listeners felt would be to the detriment of
their own consumption of local news and information, and more generally
to the local community and local economy;

o

those listeners who were unfamiliar with BBC local / nations radio found it
difficult to embrace the BBC as a replacement for their local commercial
radio services; and

o

many listeners intuitively felt that no single broadcaster should have a
monopoly over local output on radio. This feeling was driven by a fear of
editorial bias, and more generally by a desire to retain a range of radio
services at the local level.

Current attitudes towards networking on commercial radio

Before introducing and discussing the scenarios, the groups spent time assessing, in a
spontaneous way, participants’ awareness and understanding of the current practice of
networking output on commercial radio.
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Overall, spontaneous awareness of the practice of networking on commercial radio was low,
even among those in the sample who were regular listeners to networked commercial radio.
This was, at least in part, because the majority of the sample were peak-time listeners and
therefore not necessarily exposed to networked output.
Once informed of the practice, the prevalent reaction was one of acceptance or resignation:
for those who were listening to radio primarily for music, networking was of little concern. For
others, networking was felt to be already institutionalised in other media, especially TV, and
was felt to make sense from a business perspective.
“It doesn’t change things for me if a radio station is bought out!”
M, Plymouth, 18-24
“They do that on television too. They do it on Daybreak on the news. It’s economics
and market forces.”
F, Cardiff, 55+
“We’re used to it already so it wouldn’t be a big deal. Real has Tony Blackburn doing
shows.”
M, Cardiff, 55+
Networking was even felt by a minority to have some positive implications. In some cases, in
particular for those who mixed local commercial listening with Radio 1 or 2, there was a
perception that networking could bring certain benefits such as a better calibre of presenters
and guests, higher quality of music/access to the newest releases, live music broadcasts
and better scoops on celebrity news and gossip.
“Radio 1 has a better selection of music, guests and exclusives. Live Lounge has
one-off performances that I wouldn’t ever hear otherwise”
F, Belfast, 18-24
Exceptions to the generally low awareness of, and pragmatic attitudes towards, networking
on commercial radio were observed in locations which had witnessed relatively recent
takeovers of local commercial stations and the subsequent imposition of networked output.
The stations in question were:
•
•
•

Plymouth Sound/Heart in Plymouth
Red Dragon/Capital in Cardiff
BRMB/Free in Birmingham

In each of these locations, some listeners spoke without prompting about recent changes in
the local radio market, claiming that the nature of the local commercial station had changed
in the wake of a takeover. In particular, local information (mainly traffic updates) was felt to
be less detailed and accurate, and individual presenters were missed.
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Plymouth Sound, by way of example, was felt to have had a visible presence in the
community through its traffic bikes and ‘Black Thunder’ vehicle, which made local listeners
feel it was a station that cared about the local area and catered for local people. The sense
of Plymouth Sound being their radio station was lost for some participants once Heart’s area
of coverage broadened to include areas such as Exeter and Swindon.
“[Plymouth Sound] were part of the community, and visible in their Black Thunder
van. They turned up at schools and were always there when things were going on”
M, Plymouth, 25-34
For others, across all locations, the main trigger of concern around networking was the
desire for transparency. A minority of listeners felt they were being hoodwinked:
“I would feel like I am cheated. Being based in Edinburgh is more important than the
person being from Edinburgh. It’s just it feels local.”
M, Edinburgh, 25-34
“What has happened with Red Dragon, we were told they would keep everything the
same but then they’ve shared presenters across the stations. I feel let down by this.”
F, Cardiff, 18-24
In the nations, there was little, or isolated, rejection of networking on the grounds of
provenance of broadcast. Younger groups claimed not to have any objection to networking
on a nationalistic basis. For the older groups in Cardiff and Edinburgh, nation-based news
was important, but they had no strong objection to networking based on provenance.
Only in Belfast did we encounter evidence of strong nationalistic feeling about networking on
commercial radio:
“We don’t want to be imposed upon by the mainland. We want our own identity; we
want our own local radio. If it changes radio will lose listeners, and we’ll get
information via other media”
M, Belfast, 35-54

7.3

The scenarios: method and stimulus

The scenarios were read out by the moderator at each table and displayed on boards.
Participants were asked to respond to each scenario as it was introduced, and then discuss
the merits of all three relative to each other.
The scenarios were presented in reverse order in three of the six sessions. For the first two
sessions, the scenarios were worded as follows:
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Scenario A
Commercial radio stations will provide local news, weather, travel and traffic all
through the day, but local presenters and other local programming will only be
provided at weekday breakfast and afternoon drive.
Scenario B
Commercial radio stations will provide local news, weather, travel, traffic, but no
other local programming or presenters will be provided at any time of the day.
Scenario C
Commercial stations will only be provided on a UK-wide basis (only the BBC will
provide local programming or presenters).
For the remaining four sessions, it was agreed to reword the scenarios slightly, in the
interests of clarity and brevity:
Scenario A
Commercial radio stations will provide local bulletins throughout the day, but local
presenters and other local programming will only be provided at weekday breakfast
and afternoon drive.
Scenario B
Commercial radio stations will provide local bulletins throughout the day, but no
other local programming or local presenters will be provided.
Scenario C
Only BBC stations will provide local bulletins local presenters and other local
programming, whereas commercial stations will operate solely on a UK-wide basis.

7.4

Responses to the scenarios

The introduction of scenarios proved valuable in helping participants picture the practical
implications of the reduction of local content via increased networking of commercial radio.
Not surprisingly, responses between regular local commercial radio listeners and less
regular local commercial radio listeners (i.e. those listening to BBC local/nations or BBC
network radio, but to little or no local commercial radio) varied most. However, there was
also some common ground in responses, particularly from the societal point of view, as is
highlighted below.
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Scenario A
Commercial radio stations will provide local bulletins throughout the day, but local
presenters and other local programming will only be provided at weekday
breakfast and afternoon drive.
Scenario A emerged overall as the preferred scenario across tables and locations,
regardless of the order in which the three scenarios were presented, especially once
participants were made aware that this scenario was the status quo.
This was largely because, as been reported, satisfaction with the status quo was generally
high, and of the three scenarios, this was the one where all listeners understood that the
local market would be least affected, and where regular local commercial listeners felt that
their interests and preferences were being protected.
“If it ain’t broke…”
M, Birmingham, 35-54

Scenario B
Commercial radio stations will provide local bulletins throughout the day, but no other
local programming or local presenters will be provided.
Scenario B prompted a wider variation in response. Regular BBC local/nations listeners,
and music-led commercial radio listeners, felt that their listening preferences and patterns
would not be affected in any detrimental way by this change.
“It doesn’t matter where it comes from so long as the local news and weather is
maintained – that would be the base level”
F, Edinburgh, 55+
On the other hand, those groups with a closer affinity to local information and local
relationship content felt that this change threatened in part the very reasons they listened to
local commercial radio, and could potentially affect their future radio consumption.
“Presenters are very valuable to a show and affect what I listen to – if they took
away local presenters I wouldn’t listen”
M, Cardiff, 18-24
For those listeners who, during the initial networking discussions, were unfamiliar with the
practice and had expressed concern about transparency, this scenario was felt to be
acceptable if an effort could be made by commercial stations to inform listeners of the nature
of the broadcast.
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“They should tell people that they are sharing presenters so that they’re not pulling
the wool over people’s eyes”
M, Birmingham, 35-54
In Edinburgh and especially Belfast, there was heightened concern at the possibility of losing
local/nations’ programming (but not specifically local presenters).
“It’s the Tesco-isation of radio – the same goods as other places but a blandness, a
lack of local flavour”
M, Belfast, 55+

Scenario C
Only BBC stations will provide local bulletins local presenters and other local
programming, whereas commercial stations will operate solely on a UK-wide basis.
Scenario C was the most disruptive and therefore caused most debate. The debate was of
a different nature to the previous scenarios as it threw the spotlight on the BBC.
For BBC local/nations listeners, this scenario posed no initial concerns except for some
listeners in the nations who felt that the BBC’s nations service was not equivalent to a
genuinely local radio service.
Conversely, for many regular local commercial listeners, and in particular younger listeners,
whose sole contact with BBC Radio was Radio 1, the scenario was a step into the unknown
and was therefore questioned.
“If it was all local BBC, it would bother most [round here]…BBC Devon is aimed at a
more mature audience”
F, Plymouth, 25-34
In general, there was a tendency to question the principle of any one broadcaster having a
monopoly over local output.
“I like choice and to flick through channels. I prefer different views from different
perspectives.”
M, Cardiff, 35-54
In addition, the widespread realisation that this scenario effectively spelled the end of local
commercial radio prompted discussion of the potential impact on the local community and
economy: in effect, highlighting the societal impact of such a scenario.
“I know students who have worked for local radio, drive the bus to local areas- you
would lose this which would be quite sad”
F, Belfast, 55+
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Annex 1

Recruitment criteria
Universal criteria
•
•
•

•

•
•
•
•

ALL to have lived in the local area for at least 2 years
All to be weekly or more frequent radio listeners
Soft quotas to be set to ensure mix of national commercial, BBC network,
local/nations BBC and local commercial in each session and where possible also at
each table (station lists provided)
In all locations except for Belfast, 8 (2 per table) to be regular listeners to commercial
stations with networked output and at least half of these to listen to stations with
daytime networked output (station lists provided)
SEG to be representative of region at a session level
Ethnicity broadly representative of each location
Good mix of urban/suburban/rural dwellers
Pre-task: short self-completion listening diary, recording radio/audio source selected
and reason for selection at given time of day/week.

Each session will comprise 4 tables of 6 respondents each, broken down as follows:
Table 1: 18-24, at least half to be pre-family i.e. no children in HH
• All aged 18-24,
• 3 male, 3 female
• 2 x full-time education, 2 x full-time employment, 2 x part time/unemployed
Table 2: 25-34, at least half to be young family i.e. 1+ children in HH, 2-11 yrs old
• All aged 25-34,
• 3 male, 3 female
• 4 x full-time employment, 2 x part-time/unemployed
Table 3: 35-54, at least half to be older family i.e. 1+ children in HH, 12-17 yrs old
• All aged 35-54,
• 3 male, 3 female
• 4 x full-time employment, 2 x part-time/unemployed
Table 4: 55+, at least half to be empty nesters i.e. no children in HH
• All aged 55+ inc. at least 3 x 65+,
• 3 male, 3 female
• 3 x full-time employment, 3 x retired
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Annex 2

Recruitment screening questionnaire
Note: recruitment specification summaries contained information tailored to the demographic
profile and radio market for each location. The recruitment screener attached is for the
Edinburgh session.
DELIBERATIVE RECRUITMENT SCREENER QUESTIONNAIRE: EDINBURGH
Date + Time: 30th January, 2013, 2pm – 6pm
Pre-task – 4 day listening diary, supplied by Essential
Q.1

How long have you been a resident of the UK for?
UNDER 3 YEARS
[ ] CLOSE
3 YEARS OR OVER [ ] CONTINUE

Q.1a

How long have you been a resident in the Edinburgh area for?
UNDER 2 YEARS
[ ] CLOSE
2 YEARS OR OVER [ ] CONTINUE

ALL RESPONDENTS MUST HAVE BEEN A RESIDENT OF THE EDINBURGH AREA
FOR THE LAST 2 YEARS, AND HAVE A GOOD COMMAND OF ENGLISH I.E. EASILY
UNDERSTANDABLE
Q.2

When did you last take part in a market research interview?
NEVER
[ ] GO TO Q.5
MORE THAN 6 MONTHS AGO
[ ] GO TO Q.3
WITHIN THE LAST 6 MONTHS
[ ] CLOSE

Q.3

How many times have you taken part in a market research interview or group?
ONCE/TWICE
[ ] GO TO Q.4
MORE THAN TWICE
[ ] CLOSE

Q.4

What subjects have you been interviewed on before?
WRITE IN SUBJECTS......................................................................................

CLOSE IF SUBJECTS ARE IN ANY WAY RELATED TO THE RESEARCH TOPIC
Q.5

We are carrying out some research on local and regional media. Do you or any of
your close relatives or close friends work in any of the following industries (now or in
the past)?
ADVERTISING
[ ]
PUBLIC RELATIONS
[ ]
MARKETING
[ ]
BROADCASTING INC. VIA INTERNET [ ]
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MARKET RESEARCH
JOURNALISM

[ ]
[ ]

RADIO PRODUCTION/DISTRIBUTION [ ]

CLOSE IF ANY TICKED
RECRUITER NOTE: THE RESEARCH SESSION WILL BE MADE UP OF 4 TABLES OF 6
RESPONDENTS EACH, TOTAL 24 RESPONDENTS. WHERE APPROPRIATE WE HAVE
INDICATED TABLE QUOTAS AS WELL AS TOTAL SESSION QUOTAS.
Q. 6 ETHNICITY
PLEASE RECRUIT 2 NON-WHITE RESPONDENTS ACROSS WHOLE SESSION, WITH
NO MORE THAN 1 PER TABLE
Q.7 What is the current or former occupation of the head of household/chief income earner?
WRITE IN..................................................................................................
SOCIAL GRADE
AB
C1
C2
DE

[
[
[
[

]
]
]
]

ACROSS WHOLE SAMPLE OF 24 RESPONDENTS, APPLY FOLLOWING QUOTAS,
WITH GOOD MIX ACROSS TABLES:
4 TO BE AB
9 TO BE C1
5 TO BE C2
6 TO BE DE
Q.8 What is your employment status currently?
WORKING FULL TIME
[ ]
WORKING PART TIME
[ ]
FULL-TIME STUDENT
[ ]
LOOKING AFTER HOME/FAMILY [ ]
RETIRED
[ ]
PERMANENTLY SICK/ DISABLED [ ]
UNEMPLOYED
[ ]
OTHER (please specify)
[ ] ……………………………………
TABLE 1: 2 x full-time education, 2 x full-time employment, 2 x part time/
unemployed
TABLE 2: 4 x full-time employment, 2 x part-time/unemployed/looking after
home/family
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TABLE 3: 4 x full-time employment, 2 x part-time/unemployed/looking after
home/family
TABLE 4: 3 x full-time employment, 3 x retired
ALLOW 4 x DISABLED RESPONDENTS ACROSS WHOLE SESSION
Q.9 What is your age?
UNDER 18
25-34
55+

[ ] CLOSE
[ ]
[ ]

18-24
35-54

[ ]
[ ]

TABLE 1 (6 RESPS) ALL TO BE AGED 18-24 YEARS
TABLE 2 (6 RESPS) ALL TO BE AGED 25-34 YEARS
TABLE 3 (6 RESPS) ALL TO BE AGED 35-54 YEARS
TABLE 4 (6 RESPS) ALL TO BE AGED 55+ YEARS INCLUDING 3 AGED 65+
Please can you tell me your exact age?………………………………………………….(write in)
PLEASE ENSURE A MIX OF AGES WITHIN EACH BRACKET ARE
REPRESENTED
Q.10

GENDER
MALE
FEMALE

[ ]
[ ]

ALL TABLES TO BE 3 x MALE, 3 x FEMALE
Q.11 Can you tell me if you have any of your own children living in your home?
I have no children of my own
I have a child/children aged 2-11 years living permanently in my home
I have a child/children aged 12-17 years living permanently in my home
I have children but they no longer live permanently in my home

[
[
[
[

]
]
]
]

TABLE 1: AT LEAST HALF PRE-FAMILY i.e. no children of own
TABLE 2: AT LEAST HALF YOUNGER FAMILY i.e. 1+ own children aged 2-11 years
living in home
TABLE 3: AT LEAST HALF OLDER FAMILY i.e. 1+ own children aged 12-17 years
living in home
TABLE 4: AT LEAST HALF EMPTY NESTERS i.e. no children living in home
Q.12 Please can you describe the type of area you are currently living in?
a) TOWN/SUBURB – i.e. town/outskirts of town
b) RURAL – i.e. village, in countryside

[ ]
[ ]

MINIMUM OF 6 RESPONDENTS ACROSS TOTAL SAMPLE TO CODE b) RURAL
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AREA
Q.13

Please can you tell me whether you have access to broadband internet at home?
a) YES
[ ]
b) NO
[ ]

ALLOW NATURAL FALL OUT
Q.14 Please can you tell me which of the following activities you take part in on a regular
basis (i.e. at least once a week)?
a) WATCH TV
[ ]
b) USE THE INTERNET
[ ]
c) LISTEN TO RADIO
[ ] CONTINUE
d) READ A NEWSPAPER
[ ]
CAN MULTI-CODE. ALL RESPONDENTS MUST LISTEN TO RADIO REGULARLY AND
CODE C TO CONTINUE

Q.15 You say you listen to radio regularly. Please can you tell me which of the following
radio stations you listen to: a) once a week or more; b) less often; or c) never
Station List Edinburgh

Once a week or
more

Less
often

Never

Local Commercial Stations
Capital Scotland DAY NET
ForthOne
Forth2 DAY NET
Real Radio Scotland DAY NET
Central FM
Clyde 1
Clyde 2 DAY NET
Kingdom FM
Radio Borders
Smooth Radio Glasgow DAY NET
Tay-FM
Tay-AM DAY NET
Wave 102
BBC National Networks
BBC Radio 1
BBC Radio 2
BBC Radio 3
BBC Radio 4
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BBC Radio 4 Extra
BBC Radio FIVE LIVE
FIVE LIVE SPORTS EXTRA
BBC 6 Music
1Xtra from the BBC
BBC Asian Network UK
BBC World Service
BBC Local/nations Radio
BBC Radio Scotland
BBC Radio nan Gaidheal
National Commercial Stations
Classic FM
talkSPORT
Absolute Radio
ANY OF Absolute Radio 60s, 70s, 80s, 90s,
00s
Absolute Radio Classic Rock
Heat
The Hits
Jazz FM
Kerrang!
Planet Rock
Q
Smash Hits Radio
Smooth 70s
OTHER (please specify)
ALL MUST CODE WEEKLY LISTENING TO AT LEAST ONE LISTED RADIO STATION
AIM FOR GOOD MIX OF LISTENING ACROSS THE 4 CATEGORIES OVERALL AND
WHERE POSSIBLE AT EACH TABLE
* AT LEAST 2 PER TABLE MUST CODE WEEKLY LISTENING TO A LOCAL
COMMERCIAL STATION MARKED ‘NET’ AND 1 OF THESE TO CODE WEEKLY
LISTENING TO A STATION MARKED ‘DAY NET’
Q.16 Can you please tell me where and how you listen to the radio?
a) At home
b) In the car
c) Through your phone
d) Via your TV (e.g. Freeview, Sky, Virgin Media or other digital TV services)
e) DAB Digital Audio Broadcasting radio set or receiver

[
[
[
[
[

]
]
]
]
]
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f) Online, via the radio station’s website
g) Via a radio listening app on your smartphone or other digital device
h) Other

[ ]
[ ]
[ ]

CAN MULTI-CODE.
ACROSS TABLES 1, 2 and 3: 2-3 RESPONDENTS TO LISTEN DIGITALLY i.e. code d),
e), f) or g)
Q. 17 Do you listen to music and audio content via digital streaming services such as
Spotify, YouTube, Last FM, Napster, etc?
a) Yes
b) No

[ ]
[ ]

NATURAL FALL OUT
Q.18 Can you please let me know if you have any special dietary requirements, or whether
you will require any special assistance at the event (e.g. disabled access, hearing loops
etc.)?…………………………………………………………………………………………………
RECRUITER – PLEASE INFORM ESSENTIAL OF ANY SPECIAL ACCESS/DIETARY
REQUIREMENTS
CHECK ALL OTHER CONTROLS AND RECRUIT IF ELIGIBLE
NAME, ADDRESS AND CONTACT DETAILS (PLEASE WRITE CLEARLY IN CAPITALS):
MR/MRS/MISS/MS …………………………………………………………………..
ADDRESS
INCLUDING
POST CODE:

………………………………………………………………….
………………………………………………………………….
………………………………………………………………….

PHONE NUMBER: ………………………………………………………………….
PHONE NUMBER: …………………………………………………………………. (EVENING)
MOBILE NUMBER: ………………………………………………………………….
BEST TIME AND
NUMBER TO USE
FOR PRE-CHECK:

………………………………………………………………….

EMAIL ADDRESS: ………………………………………………………………….
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Annex 3

Discussion guide
Note: a universal discussion guide was employed across locations, with slight modifications
depending upon the specific location visited. The guide attached below is for the Belfast
session.

Ofcom Radio Deliberative Research 2013
Session Guide, Belfast
MODERATOR: key areas for prompting and probing:
• commercial radio as opposed to BBC (Ofcom issues licences)
• local content (Ofcom regulates)
• in the Nations, respective national content
c. 1.30– 2.00 pm
Arrival and registration: Participants register, receive name badge and table number
2.00 – 2.10 pm
A. Welcome and introduction
Essential director thanks all for coming and introduces the day:
•
•
•
•
•
•

Independent research agency, here to explore your attitudes to media
Format of the day (table and all-in discussions, feedback to room, questionnaires,
factsheets, scheduled breaks)
Basic rules (no right/wrong answers, very important everyone has their say)
Explain recording/note-taking at each table and introduce moderators, note takers
and project stakeholders listening in
MRS checklist (confidentiality, anonymity, bound by guidelines)
Housekeeping (mobile phones, toilets, fire exits)

2.10 – 2.50 pm
B. Introductions; general discussion on radio consumption and attitudes vs. other
media
• Moderator introduction; check respondents have done and brought their pre-task.
• Respondents chat briefly in pairs and introduce each other, covering where they live
and with whom, what they do, and (briefly) what their main media sources are.
Moderator prompt for all media i.e. TV, Radio, press, internet and newer platforms
and services e.g. VOD, audio streaming, podcasts, online journalism and books, etc.
• Now let’s focus on radio. Individually, with reference to your pre-tasks, briefly
summarise (moderator to have following prompts written on flip chart):
o How often you consume radio (every day, most days, 1-2 days per week),
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At which times of day (breakfast, daytime, drive, evenings),
Which stations probe all stations listened to, check BBC or commercial if not
stated
o Which devices
o Where (at home/at work/in the car)
o With whom (on your own/with others)
Would you say how you consume radio has changed over the last 5 years, i.e. are
you consuming:
o More or less radio?
o More or less frequently?
o New/different stations?
o Listening in new/different ways?
Why is this? Probe e.g. emergence of new ways of listening (e.g. digital TV, DAB,
online streaming; smartphone app); change in consumption of other media sources;
etc.
For those who listen to digital radio (DAB sets, DTV or internet access), has listening
to digital radio changed your habits?
o I.e. are you listening to more or less radio, different kinds of content, at
different times of the day/week?
o If so, what new content /stations are you listening to, what have you dropped?
Compared to other media channels such as TV, internet, newspapers and so on, is
radio more important, less important, or is there no difference to you?
Briefly discuss reasons for responses
Do you anticipate at all that the role of radio in your lives and its importance to you
will change in the future, over the next few (say 2-5) years?
In what way? Why do you think this will be?
o
o

•

•

•

•
•
•
•

2.50 – 3.35 pm
C. Spontaneous radio attributes exercise: personal, then societal, generate top 5 for
each
Explain that we are now going to discuss and capture the main reasons they listen to radio,
and what aspects of radio they most value in radio.
We’ll do this in two sections, firstly thinking about radio from our personal perspective, and
then from the perspective of others in the community or society.
1. Brief general discussion. Ask whole table and discuss:
• Why do you listen to radio?
• Probe as necessary:
o What do you most value?
o What role does it play in your life?
o What can radio do that other media can’t? (How come people still listen to
radio in an era of TV and the internet?)
• Probe any differences in reasons for listening/aspects valued according to:
o Speech/music
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o
o
o

Commercial/BBC
UK-wide/nation-specific/local
Different times of day etc.

2. Capture exercise: split the table into 2-3 teams of 2-3 each; one of the teams to include
the listeners to networked local commercial Radio (NET/DAY NET on station list) and (where
applicable) one team of nation specific listeners.
•

•

•
•

•

•
•
•

•

•

Ask teams to work together for 5 minutes to think about words or phrases that best
describe your reasons for listening to the radio stations that you do, and what
aspects you value about radio, overall and specifically compared to other media.
Capture all generated words/phrases on flipchart, probing on:
o Which stations/kind of stations are you specifically thinking of for each
attribute, e.g. speech vs. music, local vs. UK-wide, BBC vs. commercial?
o How far is this particular attribute related to different times of day/listening
locations?
o Any practical illustrations/examples of that attribute?
Moderator - be sure to capture and probe on any emotive as well as functional
aspects of radio
Are there any categories emerging here? Can some of these individual attributes be
grouped into broader themes? Allow table to generate loose category headings and
capture on flipchart.
Next, working with the table, review all the attributes captured and reach a shortlist of
up to 5individual attributes or themes they feel are most important. Capture shortlist
on flipchart.
Now let’s think about which attributes of radio we think should be in place in order to
serve the wider community, or society.[Moderator, move to the ‘For Society’ flipchart]
When we talk about the wider community or society, what do we mean? What
particular groups come to mind?
Prompts for the following groups if necessary:
o Older people
o People in rural areas
o Ethnic minority groups
o Disabled people
o Local communities
o People in the nations
o Any other groups that respondents think are important
Firstly, do we feel that any of the attributes we said were important to us personally
would also be important for other groups in society? Capture these attributes on ‘For
Society’ flipchart
Now, are there any additional attributes which we feel should be in place for other
groups in society? Ask table to discuss; capture all additional attributes and make a
shortlist of up to 5 on flipchart.
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•

Are there any categories emerging here? Can some of these individual attributes be
grouped into broader themes? Allow table to generate loose category headings and
capture on flipchart.

3. Summing up. Briefly review both shortlists of attributes and discuss:
• Looking across the two sets of attributes, which of them would you say are unique to
radio vs. other media (i.e. only provided by radio)? Why?
• And which if any are delivered most effectively by radio vs. other media? Why?
3.35 – 3.50 pm BREAK
MODERATOR: in preparation for the next section, go through attributes cards and put aside
cards which match any of the spontaneous attributes just generated. If not sure whether an
attribute has been matched, take it forward to the next section.
3.50 – 4.30pm
D. Prompted attributes card-sorting; merge with spontaneous list; feedback to room
Explain that the exercise we have just finished was done across the UK a few years back,
and it’s interesting to compare. Here are some cards with some aspects of radio mentioned
back then which we haven’t mentioned here today.
•
•

•

•

•

•

In random order, read out remaining attributes cards, briefly explaining where
necessary.
Ask all to discuss each briefly, and place each card in one of the two following piles,
giving their reasons:
Important to me; Not Important to me
Now take the Important to Me pile, prioritise if necessary to create a shortlist of up to
5 prompted attributes, and add to the spontaneous shortlist list on the flipchart to
make up a final list of up to 10 spontaneous + prompted ‘Important for Me’ attributes.
Capture final shortlist on flipchart
Next, ask table: are there any radio attributes on the cards in the Important to me pile
or the Not important to me pile which we feel should be in place for other groups in
society?
Identify any attributes and place on a new ‘Important for Society’ pile, prioritise if
necessary to create a shortlist of up to 5 prompted attributes, and add to the
spontaneous Society shortlist on the flipchart to make up a final list of up to 10
spontaneous + prompted ‘Important for Society’ attributes. Capture final shortlist on
flipchart.
Feedback to room. Each table briefly feeds back to the room on top 10 personal and
top 10societalattributes

4.30 – 5.05 pm
E. Local/networked radio focus; questionnaire 1
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•
•
•

•
•

•

•

•
•
•

•
•
•
•

•

Some of the radio attributes we have talked about today are about local news and
information. Let’s review these: why did we rank these attributes where we did?
When we talk about local news and information generally (not just on radio), what do
we mean? How would you define local news and local information?
How important is local/regional/‘nation-specific’ news and information to you
generally (e.g. compared to other (UK-wide/international) news and other
information)?
Ask respondents to complete Questionnaire 1. Show and explain the questionnaire
first and check if anyone needs help reading or completing it the questionnaire.
Discuss reasons for responses. Probe specifically any differences in consumption,
perceived importance of, or satisfaction with, their commercial radio station
compared to other sources of local news and information
Probe satisfaction with local radio news/information, specifically in terms of the
following qualities [show A3 showcard]:
o Frequency
o Duration [probe on this aspect i.e. length of local information bulletins]
o Content
o Immediacy
o Local relevance
o Accessibility
o Up to the minute
NB Moderator be sure to establish how far satisfaction/dissatisfaction applies to their
local commercial station(s), BBC local/nations station(s), or both. Ultimately we want
to capture views on local information on local commercial radio.
What are you looking for specifically from local news and information on radio?
Does this differ from what you are looking for from other sources of local news and
information?
Get show of hands as reminder of who listens to local/nations BBC and local
commercial stations (moderator/note takers to flag listeners to commercial local
stations with networked output and tag their responses during the following
discussion)
Do you know where the programmes on your local radio come from?
How important to you is it that your local station has programmes that are hosted by
local presenters, or that are made for your local area only? Why?
Does this differ by different times of day? Which times, and why?
On certain local commercial radio stations in England, Wales and Scotland
programmes and presenters are shared with other stations across the UK at certain
times of the day, and the presenter may not be locally based. For example, listeners
to Capital Radio in Cardiff now receive content from London for much of the day.
Within Ofcom’s current guidelines, this is an option for Northern Irish stations, but no
broadcasters have chosen to take it up yet.
What do you think of this practice of sharing programmes and presenters? What are
the positives? What are the negatives?

5.05 – 5.15 pm BREAK
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5.15 – 5.50
F. Fact sheet; future radio discussion; Questionnaire 2; the 3 scenarios
•

At each table, moderator reads through FACT SHEET. (NOTE on first bullet point: Q
Radio shares programmes between its Northern Irish stations, but doesn’t include
content from outside of Northern Ireland).
• Check for full comprehension and allow initial spontaneous responses.
• Was anything you heard surprising – what? Given what you have just heard, what do
you feel about these changes? Probe: positive, mixed, negative, indifferent – why?
• What do you expect will happen looking to the future, say in a few years’ time? Will
these trends continue? Will there be other changes? How might any future changes
impact you as radio listeners? What do you expect might happen? Probe: potential
positive and negative changes. How do you feel about them - Excited? Anxious?
Indifferent? Why?
• Questionnaire 2. Preamble: in the future, radio stations may not provide everything
they do at present. On other hand, it may still be possible for listeners to access
content in different ways e.g. from other digital radio stations, digital audio services
(e.g. Spotify) or other forms of media.
• Show and clearly explain Questionnaire 2, then ask each respondent to individually
complete it with reference to the stations they regularly listen to. They’ll be asked to
rate their level of personal concern at the prospect of each attribute no longer being
provided on local commercial radio and then to select up to 3 that they would
personally most like to keep.
• Discuss: reasons for rating attributes highly on the concern scale and for selecting
indispensable ‘must keep’ attributes? Was it an easy choice?
• With future changes in mind, what would you ideally like your local commercial radio
stations to provide in terms of the number and length of local news and information
bulletins, the amount of programming covering local issues, and the presence of local
presenters on the station?
• Gather spontaneous future scenario feedback from table, probe fully on reasons.
• Now, introduce the 3 hypothetical scenarios and explain ‘There may be changes to
commercial radio in terms of local content. These scenarios refer to potential
changes in commercial radio, in terms of the local programming and local presenters
commercial stations may provide’
• Briefly gauge for each whether respondents feel positive, negative or neutral about it
and how strongly, for themselves and for society. Probe which scenario they prefer
most and least overall. Discuss reasons.
1. Commercial radio stations will provide local bulletins throughout the day, but local
presenters and other local programming will only be provided at weekday breakfast
and afternoon drive.
Explain: as discussed in section E, e.g. in Cardiff, other than the times above, Capital
Radio plays content made in London. This is the status quo for some local
commercial stations in England, Wales and Scotland and is an option for Northern
Irish broadcasters within Ofcom’s current guidelines, though none has yet taken it up.
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2. Commercial radio stations will provide local bulletins throughout the day, but no other
local programming or local presenters will be provided.
3. Only BBC stations will provide local bulletins local presenters and other local
programming, whereas commercial stations will operate solely on a UK-wide basis.
[Probe: having only nationwide commercial stations could mean getting bigger
presenters/personalities/guests involved in local radio]
[If strong objections to a BBC-only local service emerge, probe on whether this is
anti-BBC sentiment or simply a desire for plurality at local level i.e. there should be a
range of broadcasters providing local radio]
• Sum up and capture table’s radio priorities, concerns and views on the scenarios
5.50 pm
Table feedback to room; final questions and comments from the room
Thank and close
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Annex 4

Fact sheet
Note: at a specified point in the session, the following text was read out by the moderator at
each table, and circulated on individual sheets to all participants. As with the discussion
guide, these were slightly modified depending upon the location. The example below was
used in the Belfast session.

There have been some changes to how radio stations operate over the past few years, as
well as to how people listen to the radio:
There is more sharing of presenters and programmes between some commercial radio
stations in England, Wales and Scotland. Within Ofcom’s current guidelines this is an option
for Northern Irish broadcasters, though none have chosen to take it up yet.
There is less local and UK-wide news being broadcast by some commercial radio stations.
In Northern Ireland, Downtown have removed Northern Irish news from 9pm -12am.
There are new digital stations so listeners have more choice of radio stations
People can listen to radio stations in a range of different ways (e.g. through DAB sets, TV,
the internet and mobile phones)
People can now access radio programmes on-demand and not just at the time they were
broadcast (e.g. via podcasts, audio apps and online catch-ups such as iPlayer)
There are more alternatives to radio for listening to music (e.g. personal music players and
online services such as Spotify)
There are also more alternatives to radio for accessing local, UK-wide and international
news and information (e.g. via news and information websites, and social media)
As regulator, Ofcom is thinking about these changes and how to protect what most matters
to radio listeners.
We therefore want to know how you feel about these changes and also what you expect to
happen in the future
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Annex 5

2005 Radio Attributes List
Note: the following list of radio attributes was generated from the 2005 research study and
used in the current study in the form of showcards during the radio attribute mapping
exercise.
Stations and services that are easy to receive on the move (in cars, on portable devices, etc.)
Programmes and services that can be heard whenever I choose to listen to them
Coverage of major sports and other events available free of charge
Witty and entertaining presenters with a good sense of humour
Provision of up to the minute news and information
Intelligent presenters who know their own mind
Stimulating, challenging programmes that make you think
Lots of new and innovative programme ideas
Local news bulletins and reports to keep people well informed
Local and national weather reports
National news bulletins and reports to keep people well informed
Traffic and travel information
Information about the local community (events, schools, etc..)
Programmes that people will feel they have learned something from
Specialist educational programmes for children and adults
A variety of different styles of music (pop, classical, dance etc.)
Music from a variety of different eras (60s, 80s etc.)
Interesting information and chat around the music
Live music
New music
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A variety of speech programmes (drama, comedy, current affairs, sport etc.)
A variety of speech stations (drama, comedy, current affairs, sport etc.)
Radio services provided by a range of different broadcasters
Stations that reflect the needs and concerns of local and regional communities within the UK
Programmes and services for children
Stations that reflect the needs and concerns of special interest groups within the UK (e.g. rock
music fans, football fans, gay people)
Opportunities for ordinary people to get involved in Radio stations and programmes
Stations that reflect the needs and concerns of ethnic communities within the UK
Programmes and presenters that keep you company when you’re on your own
Discovering and developing new talent (e.g. presenters, new bands)
Programmes that promote cultural activities like music and the Arts
Representation of a wide range of different political and social viewpoints
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Annex 6

Hypothetical networking scenarios
Note: the scenarios were read out one by one by the moderator at each table and displayed
on boards. Participants were asked to respond to each scenario as it was introduced, and
then discuss the merits of all three relative to each other.
The scenarios were presented in reverse order in three of the six sessions. For the first two
sessions, the scenarios were worded as follows:
Scenario A
Commercial radio stations will provide local news, weather, travel and traffic all
through the day, but local presenters and other local programming will only be
provided at weekday breakfast and afternoon drive.
Scenario B
Commercial radio stations will provide local news, weather, travel, traffic, but no
other local programming or presenters will be provided at any time of the day.
Scenario C
Commercial stations will only be provided on a UK-wide basis (only the BBC will
provide local programming or presenters).
For the remaining four sessions, it was agreed to reword the scenarios slightly, in the
interests of clarity and brevity:
Scenario A
Commercial radio stations will provide local bulletins throughout the day, but local
presenters and other local programming will only be provided at weekday breakfast
and afternoon drive.
Scenario B
Commercial radio stations will provide local bulletins throughout the day, but no
other local programming or local presenters will be provided.
Scenario C
Only BBC stations will provide local bulletins local presenters and other local
programming, whereas commercial stations will operate solely on a UK-wide basis.
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Annex 7

Self-completion questionnaires
2

Questionnaire 1

1) How do you normally get your local news and information? (Tick all that apply)
Local magazine
Local newspaper
Local / regional news on television
Local radio
Local news or community website
Local news and information via other internet sites or apps
Social media like FaceBook or Twitter
Other sources (write in)
_____________________________________________________________________
I rarely or never use local news
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2) How important to you is each source of local news and information?

Local magazine

Very
important


Quite
important


Not very
important


Not at all
important


N
A

Local newspaper











Local / regional
news on television











Local radio











Local news or
community
website
Local news and
information via
other internet sites
or apps
Social media like
FaceBook or
Twitter
Other sources
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3) How satisfied are you with each source of local news and information?

Local magazine

Very
satisfied


Quite
satisfied


Not very
satisfied


Not at all
satisfied


N
A

Local newspaper











Local / regional
news on television











Local radio











Local news or
community
website
Local news and
information via
other internet sites
or apps
Social media like
FaceBook or
Twitter
Other sources
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Questionnaire 2
In the future, commercial radio may not provide everything it does now.
Firstly, please indicate in the grid below how concerned or not concerned you would
be if the following were no longer available on commercial radio

Not at all
concerned

Not very
concerned

Quite
concerned

Very
concerned



Neither
concerned
nor unconcerned


Up-to-the minute UK and
international news
bulletins and reports
Discussion/coverage of
local issues

















Opinions and debates
(e.g. listener phone-ins)











Representation of a wide
range of different political
and social viewpoints
News about Northern
Ireland





















Local news bulletins and
reports to keep people
well informed of what’s
happening in their area
Witty and entertaining
presenters with a good
sense of humour
Local weather reports
and traffic and travel
updates
Local presenters









































National weather reports
and traffic and travel
updates
Information about the
local community (events,
entertainment, schools)





















Secondly, please choose up to 3 aspects of commercial radio that you personally
would most like to keep by placing a K beside that aspect in the grid above.
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