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3. Radio and audio



Figure 3.1

UK radio industry 2004 2005 2006 2007 2008 2009

Weekly reach of radio (% of population) 90.3% 90.0% 89.8% 89.8% 89.5% 89.8%

Average weekly hours per head 21.9 21.6 21.2 20.6 20.1 19.8

BBC share of listening 55.5% 54.5% 54.7% 55.0% 55.7% 55.3%

Total industry revenue (£m) 1,158 1,156 1,126 1,175 1,131 1,092

Commercial revenue (£m) 551 530 512 522 488 432

BBC expenditure (£m) 607 626 614 653 643 660

Radio share of advertising spend 3.5% 3.3% 3.0% 2.9% 2.7% 2.8%

DAB digital radio take-up (households) 5% 10% 16% 22% 30% 33%

Source: Ofcom, RAJAR 2008 (adults aged 15+), BBC, WARC, radio operators 2008

UK radio industry key metrics 2004-2009
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Source: RAJAR  (adult listeners 15+), Q2 2010
Note: ‘Digital unspecified’ relates to listening to digital-only stations where the survey respondent has not specified the 
listening platform used.

Figure 3.2

Digital radio’s share of radio listening, Q2 2010
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Figure 3.3

Ownership of DAB set, Q2 2010

Percentage of adults who claim to own a DAB set / have a DAB set in the home
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Source: RAJAR / Ipsos MORI, ‘Measurement of Internet Delivered Audio Services (MIDAS 6)’, conducted during June 
2010, and previously Nov 2009, May 2009, October 2008, May 2008, and October 2007.

Figure 3.4

Listening to podcasts



6

0% 20% 40% 60% 80% 100%

ALL 16+

16-24s

25-44s

45-54s

55+
Live radio on a TV set

Radio on a radio set

Radio on a computer

Streamed music on a computer

Downloaded audio on a computer

Downloaded audio on a mobile phone

Radio on a mobile phone

Streamed music on a mobile phone

Audio on a music centre

Radio on a handheld device

Other audio on a handheld device

Source: Ofcom research June 2010
Base = All respondent days: 16+ = 7966; 16-24s = 1106; 25-44s = 3003; 45-54s = 1484; 55+ = 2373

Figure 3.5

Proportion of listening time, by age and activity
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BBC and commercial listening / income, 
indexed against 2004 figures
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Change in listening hours 2008-2009
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Changes in listening hours, 2009 vs. 2008, by age group
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Figure 3.9

UK commercial radio revenue and BBC radio spending
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Source: WARC (World Advertising Research Council), data based on constant 2005 prices
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Figure 3.10

UK radio advertising spend and share of display advertising, 
2007 – 2009, (based on 2005 prices) 
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Figure 3.11

Commercial radio revenue per listener
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Figure 3.12
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Figure 3.13
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Figure 3.14
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Figure 3.15
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Source: Ofcom, July 2010
Note: The percentages are derived from a universe of analogue stations rather than licences
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Figure 3.16

Number of commercial analogue stations owned, by group 
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Commercial radio: weekly audience reach, Q2 2010 
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Weekly reach of BBC stations, Q2 2010
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BBC network radio broadcast hours, by genre: 2009/10
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UK radio stations broadcasting on analogue, DAB digital radio, 
and community radio, July 2010

Note 1: In total there are 288 individual analogue services on AM/FM as 36 simulcast over both AM/FM wavebands. Of the 288 analogue 
stations and 191 DAB stations, there are 334 unique stations, as 46 stations are digital-only brands.        
*The existing Digital One national DAB radio multiplex does not offer coverage of Northern Ireland. 
Note 2: A single radio brand may broadcast to many different parts of the country, using different technologies. For each area/technology 
combination, Ofcom issues a distinct broadcast licence (where it is licensable). The conditions of each licence will determine the amount of 
programming that may be shared between these licensed services. Here we have taken the view that a service providing at least four hours 
a day of separate programming (even if the same brand has other services) equals one service.

Source: Ofcom, July 2010

Type of station AM FM AM/FM 
total

DAB Total

Local commercial 31 203 234 139 267

UK-wide commercial 2 1 3 10* 10

BBC UK-wide networks 1 4 5 11 11

BBC local and nations 36 46 46 32 46

Community radio 4 172 176 0 176

TOTAL 74 426 464 192 510

Figure 3.22



Source: Ofcom, community station revenues 2008/09

Community radio income, by source
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Community station Location Award date

Betar Bangla Stratford, east London June 2010

Generation Radio Clapham Park, south London June 2010

Greenwich Kasapah Greenwich, south east London June 2010

Reprezent FM South London June 2010

Rinse FM Inner London June 2010

Streetlife Radio Waltham Forest, north east London June 2010

Susy Radio Redhill and Reigate, Surrey June 2010

SAFE Radio Grays, Essex March 2010

SFM Sittingbourne, Kent February 2010

Gateway FM Basildon, Essex February 2010

Insanity Egham, Surrey February 2010

Kane FM Guildford, Surrey February 2010

The Vibe Watford February 2010

Ox FM Oxford December 2009

Ummah FM Reading October 2009

Community radio licence awards in 2009/10

Source: Ofcom, June 2010

Figure 3.24
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Source: RAJAR,  (Q2 2010), (all listeners 4+), figures are rounded.
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Source: RAJAR, Q1 2010, UK Adults aged 15+
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Most listened-to digital-only stations Q2 2010

Average weekly reach Q2 2010 (millions) % change year on year 

Source: RAJAR, Q2 2010, (all listeners 4+), figures are rounded.
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Listening hours share for BBC and commercial stations, local/national

Source: RAJAR, All adults (15+), Apr ‘09-Mar ‘10 & Apr ’08-Mar ‘09
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Source: RAJAR / Octagon, All Adults (15+),  Apr 2009 – Mar 2010

Location of listening – year to Q1 2010
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Source: GfK sales data, 2006-2010
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Have you heard of the term ‘DAB’ digital radio?
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Likelihood to buy a DAB radio within the next 12 months
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Satisfaction with choice of radio stations in area
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Satisfaction with radio content
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Figure 3.46
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Figure 3.47

Selected online streaming services

Source: Operators, June 2010

Service Business Model Catalogue Launch date

Spotify
Free ad-supported streaming application
Premium monthly subscription for extra features, 
also available via mobile apps

8 million tracks February 2009

Last.fm
Free ad-supported ‘radio-based’ streaming 
service
Premium monthly subscription for extra features 

6.5 million tracks 2002

Sky Songs Subscription based only, paid each month for 
access to unlimited streaming and 5 downloads 5 million tracks October 2009

Grooveshark Ad-funded music streaming and recommendation 
service 7 million tracks 2007

We7 Ad-funded online streaming service, browser 
based and available via iPhone app 4 million tracks October 2008

mflow Free limited online streaming and pay per 
download 2 million tracks April 2010
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Figure 3.48
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Figure 3.49
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Figure 3.50
MP3 player/iPod ownership and personal use

32% 33%

26%

37%

27%

40% 41%

33%

45%

37%

0%

10%

20%

30%

40%

50%

UK England Scotland Northern Ireland Wales

% of respondents Personal use Ownership

QB1: Which of the following do you, or does anyone in your household, have in your home at the moment?
QB2. Do you personally use: MP3 player / IPod?
Source: Ofcom research, Quarter 1 2010
Base: All adults aged 15+ (n = 9013 UK, 1075 Wales, 5709 England, 1468 Scotland, 761 Northern Ireland, 810 Wales urban, 
265 Wales rural, 348 South East Wales, 360 South West Wales, 367 North/ Mid Wales)
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