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Media One and Two Sections A and B Industries 

Close Study Products Covered: 

• Dr Strange 

• I, Daniel Blake 

• Radio 1 Launch 

• Beats 1 

This is the Workbook for use with AQA GCSE UNIT 1 CSP for the exam 2023. The 
notes in this pack will form a useful revision guide for this work on the AQA 
Examination and will link to the other Edusites Units 1-5 to provide a comprehensive 
revision resource for Papers 1 and 2. In addition, they will be a useful guide for the 
development of your own NEA portfolio of practical work.  

Demonstrate knowledge and understanding of: 

• the theoretical framework of media contexts of media and their influence on 
media products and processes. 

• Analyse media products using the theoretical framework of media, including in 
relation to their contexts, to make judgements and draw conclusions. 

• Create media products for an intended audience, by applying knowledge and 
understanding of the theoretical framework of media to communicate 
meaning. 

Create products for intended audience and evaluate communication of: 

• Demonstrate K&U of the theoretical framework – the key concepts 

Contexts of media products & production 

• Analyse products by application of the framework /concepts /context 

The study of the media for GCSE involves understanding how the media industry 
and specific media institutions construct media products that communicate 
messages to their audiences about the world we live in and our place within it. 

 
 
 
 
 

AQA GCSE Unit 5A Close Study Products  
Student Workbook 2022 

Industry 
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LESSON 1 
 
The Close Study Products featured in these units have been selected by AQA. The 
intention is to promote the study in breadth and depth of a range of media products 
that cover all of the platforms [print; moving image; e-media] and a range of different 
products – print adverts; TV adverts; TV shows; music videos; magazines; 
newspapers; web sites/blogs etc. 
 
Each study contains products from different periods in the development of media 
production and from different platforms [print; moving-image; e-media]. Each CSP is 
accompanied by a range of related products for deeper study of the issues in the CSP. 
 
The expectation is that the study of these will involve 
  

considering how media production has shaped public attitudes and behaviour. 
You are expected to compare products from different times with a study of what 
those times were like. 
The values contained in products to do with attitudes towards different groups 
of people, how they are represented or under-represented. 
 

You are also expected  
 

to study similar types of products to consider how they reflect generic ideas, 
the conventions of such products and the audiences that consume them. 
 

You will also need some  
 

understanding of the media industry that produces them – the intentions of their 
work - often reduced to their desire to maximise profits and audience - and the 
attempts to control and regulate their work 
 

The work done in each of the sessions where we are exploring and considering the 
CSP will be sessions where you are able [and expected] to apply the knowledge, 
learning and understanding you have gained from the Core Unit lessons. In each term 
of the first year, we will explore one or two of the set CSP products. In the final year, 
we will be linking these together and looking in greater detail at how we can use the 
understandings and insights in tackling the examination tasks. 

 
You need to investigate the production companies involved in the making of Doctor 
Strange and I, Daniel Blake to understand how these demonstrate the differing 
patterns of ownership and production and marketing in media industries (e.g.: 
conglomerate ownership, convergence, horizontal/vertical integration).  
 
Part of this involves how Doctor Strange demonstrates knowledge and understanding 
of what a ‘Blockbuster’ movie is and how and why such films are funded and made. 
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These two films have very different production budgets reflecting their different 
audience and the expectations of what money they will take at the box office. The 
production and distribution of Doctor Strange is different to independent movies, so 
we need to explore how potential audiences were identified by the film’s marketing 
campaign (including wider merchandising and tie-ins) and how this audience was 
targeted.  
 
For Doctor Strange there is a necessity to attract an international, multicultural 
audience if it is to recoup the huge investment which, in turn, necessitates the use of 
‘Star Power’ and distribution on multiple platforms. 

 
Doctor Strange is an example of a Hollywood blockbuster. The film is the 14th 
entry in the Marvel Cinematic Universe franchise (MCU) 
As part of this global franchise its production and marketing demonstrate how the 
industry has shaped itself in the 21st Century to take advantage of the growth and 
widespread use of media platforms to promote its products 

 
A blockbuster is a big-budget Hollywood movie, typically released during the summer, 
produced to draw in a massive crowd through its application of spectacular special 
effects, star-studded cast, and high stakes scenarios.  
Blockbusters are designed to be extremely popular and financially profitable. The 
objective is profit, focussing on audience size rather than critical or artistic acclaim 

 
Blockbuster origin and meaning 
 
The term blockbuster was coined in World War 2 to describe a type of Allied bomb so 
powerful that it could destroy an entire city block. 
 
It quickly became a widely used metaphor to describe a shocking event. 
 
In 1953, Time magazine adopted the term to describe the film Mission to Moscow as 
being as “explosive as a blockbuster.” 
 
Film magazines started using the term “box office blockbusters” to refer to financially 
successful films with Variety magazine dubbing 1953 “a year of box-office 
blockbusters” because so many movies made over a million dollars 
 
The release of Spielberg’s  Jaws in 1975 established the modern concept of 
blockbuster as a genre of “event movies” featuring special effects and big-budget 
excitement. 
 
Jaws was unique - studios had always avoided releasing major films during the 
summer as most Americans preferred to enjoy the outdoors.  
Jaws was released during the summer with the marketing intention of scaring beach-
goers — in the process becoming a financial “blockbuster”  that then inspired countless 
copycats 
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By the release of Star Wars in 1977, the concept of a blockbuster movie had already 
become solidified as a genre of movie in its own right, a massively profitable category 
that studios worked hard to understand, seeking a formula that they could reverse 
engineer to ensure future financial success.  
 
It dominated the objectives of studios to the point that other genres suffered, many 
critics seeing the increasing ownership of Hollywood studios by lawyers and bankers 
rather than filmmakers as the death knell of a golden age of film-making. Studio 
decisions were, from that point, financial rather than artistic. 
 
The blockbuster is also referred to as a ‘tent-pole’ release as the profits made from 
such a film can sustain (hold up like a tent pole) the studio production of less 
successful films. 

 
LESSON 2 Dr Strange 
 
The financing and production of modern films is highly complex. Some, like Doctor 
Strange are the product of a studio with the resources to finance and promote the 
products they choose to make. Others rely on persuading wealthy financial institutions 
or film companies to back their ideas in return for a share of the profits. 
Whatever model, the amount of money required to make a film is dependent on a 
calculation of the expected rewards to be had. In the case of a franchise film such as 
Harry Potter, the Marvel cinematic Universe or the Fast and Furious or even sequels 
such as Jumanji the potential financial rewards can be calculated based on the 
success of their preceding films. 
Knowing the hundreds of millions of profits made by Avengers: Endgame – it marked 
the end of Phase 3 of the MCU narrative, cost 350 million dollars to make, spent 200 
million dollars on publicity and marketing and took 2.8 billion dollars worldwide – then 
it becomes a little less risky to spend a large amount of money in making Black Widow 
as one of the new Phase 4 films. Essentially, Marvel know that there is a willing and 
expectant audience for its products. 
 
Production costs 
Development costs — payments to writers and overhead payments to executives 
who guide a script to production 
Pre-production costs — payment to producers to assemble a team, plan the 
production, build sets, find locations, cast actors, etc.  
Production costs — day rates to cast and crew members, food and housing, stunt 
and film equipment rentals  
Post-production costs — payments to editors, visual effects artists, sound designers 
and music rights  
 
Marketing and distribution costs  
Marketing costs — the cost for paid advertising to draw a crowd to see the movie, 
which can nearly double a production’s budget 
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Digital cinema print costs — payments for the hard drives that store the gigabytes 
of movies that are then sent to movie theatres  
Financing costs — fees paid to brokerages and interest payments on loans to 
finance the film 
 

• Costing $165 million to make and $240 million with marketing costs, Doctor 
Strange did worldwide business of $678 million and USA domestic 
business of $233 million according to Box Office Mojo.  

• The film was 11th highest grosser of 2016 both worldwide and in the USA.  
• It was the strongest superhero debut in MCU at  that time. 

 
 

LESSON 3 I, Daniel Blake 
 
Like Black Widow, the I, Daniel Blake targeted set product requires awareness of the 
developments in film promotion and the methods by which these elements construct 
their audience. The nature of film marketing and the increasing exploitation of social 
media and media convergence in the 21st Century are key elements for your research. 
Useful research for you is UK independent film industry and the ideas of social realism 
that emerged in the era of the 1950s and 1960s. Research into the funding of UK 
independent film would prove useful as would some sense of the wider work of Loach. 
Audience theories of market segmentation would also be rich in ideas as are 
theoretical models such as Fandom and the models of Silverstone and Livingston & 
Lunt and some awareness of Hesmondhalgh, Curran and Seaton 
 
The story focuses on Daniel Blake whose illness – a weak heart – leads to his 
involvement in the UK welfare system. Unable to work, complications of the codes and 
regulations require that he still has to spend 35 hours a week looking for work in order 
to keep his benefits, even though he is medically unable to take any job he might be 
offered.  
Daniel struggles against the bureaucracy of the system, the seeming unfairness of 
which causes him to fall further into poverty. His encounters with the benefits office 
bring him into contact with a young woman, Katie, who is struggling to get by after 
being rehoused in Newcastle. Daniel takes her under his wing and becomes 
something of a father figure to her and a grandfather figure to her children. The film is 
the story of a decent man trapped by the rules of the system. 
Loach’s films fit into the tradition of film making known as social realism.  
 
 

LESSON 4 I, Daniel Blake 
 
The marketing of a film is a complex thing. It requires knowing the audience of the film 
and those elements most likely to be used to appeal to that group. 
It also requires money – in simple terms, the more invested in promotion then the more 
effective the campaign might be in terms of the size of the audience that it reaches 
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Films such as Black Widow invest hundreds of millions in promotion knowing that there 
is an audience receptive to it. For independent films, such budgets are beyond them. 
I, Daniel Blake is thought to have cost only 2 million dollars to make compared to the 
350 million dollars of Black Widow and the 150 million Marvel/Disney spent promoting 
it. 
The marketing of I, Daniel Blake, unable to spend large amounts, opted for a different 
means of promoting itself. 
 
There are specific and distinct potential audiences that the film is attempting to target 
through its marketing:  
The trailer references the BBC, BFI and the Palme d’Or assuming media awareness 
of the audience  
The film trailer represents the idea that the film’s narrative is focused on exploring and 
criticising specific governmental policy. This  suggests audiences will have an 
awareness of political and social issues in the UK and are willing to engage with 
the impact of such policy – and in turn may indicate a left of centre audience 
supportive of the criticism’s the film presents.  
Of prominence in the poster and trailer is the name of director, Ken Loach. Loach has 
a powerful but niche reputation within the genre of social realism and by referencing 
Loach the film’s marketing is constructed to appeal to such an audience 
 
The marketing materials serve to establish the status and reputation of the film 
rather than the glossy attractions of mainstream Hollywood product such as Black 
Widow. The prominent, positive critical comments on the theatrical poster and 
the reference to the Palme d’Or award in the trailer and later promotional material 
further construct the appeal 
The genre of British social realism and Loach are important factors in constructing 
and maintaining an audience supportive of UK independent film and of Loach’s 
body of work over the decades 
 
The marketing of a film is handled by a distributor, often a different company from the 
one that produced the film. Competition for screens is fierce, made even more 
competitive as most distribution companies are connected to Hollywood studios via 
vertical integration and tend to screen their own films. Low budget, independent films 
like I, Daniel Blake find it hard to carve out screenings in mainstream multi-plex 
cinemas. Additionally, there seems some evidence to suggest that I, Daniel Blake’s 
political message made it a controversial choice for cinemas, who may have preferred 
to stick with what they considered safer, much less controversial films rather than one 
that was not an easy watch and whose message had the potential to divide audiences.  
This is an interesting comparison to those same cinemas screening other films of that 
time that, on the surface, were far more offensive and controversial such as Straight 
Outta Compton -  the biopic of an aggressive, drug-taking, misogynistic group of young 
black men who incited violence against the police and actively subverted the dominant 
ideologies of society.  
To get the film out to audiences, eOne, the distributor, appealed to local grassroots 
organisations to organise screenings. eOne, for a small fee rented the film for a 
screening in community groups who were then free to charge audiences whatever 
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price they felt appropriate to see the film. This lead to the film being available to be 
seen in a venues, not normally associated with film exhibition. 
 
In some locations, the film was followed by panel discussions that allowed the 
audience to discuss the issues raised by the film. The idea of  “pay what you can” 
enabled viewings across a wide economic profile, particularly relevant given the 
subject matter of the film, in many cases enabling those who might not be able to 
afford to see the film at a regular cinema to see it. 
Having no stars, the marketing had no-one to send on chat shows or feature in 
magazine covers about the film to raise awareness or expand the box-office potential. 
The highest profile name attached to the film was that of Loach, and it was Loach who 
made the rounds of film magazines and some arts programmes to promote the film 
 
The distributors eOne adopted a new approach, employing five regional marketing 
managers to work with local communities on a grassroots level to get the conversation 
going long before the film was set for release. 
For the U.K. premiere, rather than going with the obvious choice of October’s BFI 
London Film Festival, I, Daniel Blake premiered in Newcastle, where it was filmed 
"Take a film home, and people take cultural ownership, it’s theirs," eOne stated, 
adding. "There was no shying away from the fact that this is a political film." 
Other screenings were held in the same cities as the autumn political party 
conferences. At the London premiere a demonstration was held outside the cinema 
by those whose loved ones had died after being told they were ineligible for benefits 
and should return to work. 
 
eOne opted for a partnership with the left of centre tabloid The Daily Mirror with its  
broad working-class readership.  
The paper offered free tickets to its readers and even changed its logo for a day to 
use the film’s graffiti-style font.  
The free ticket strategy meant that by the time I, Daniel Blake officially opened in 
cinemas, it had been seen by thousands of people across the U.K. using their word of 
mouth as influencers to build the audience for the film’s opening 
 
 

The ideas of theorists Curran and Seaton reference power and media institutions.  
Seaton’s view is that new media (social media; new digital platforms) is seen as 
increasing the potential for ordinary people to participate more fully in the democratic 
process and cultural life. 
However, Curran suggests that this false. Vertical integration and convergence means 
that the Internet is dominated by a small number of media corporations. His research 
found that over 75% of the 30 most visited news and entertainment websites were 
affiliated to the largest media corporations. 
If we consider the marketing of I, Daniel Blake and its political values that are 
oppositional to many of those in the mainstream media industry like Marvel and 
Disney+, we can see that despite lack of funding to compete with such institutions, 
that creativity in its marketing indicates that the pessimism of Curran does not mean 
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products outside such institutions have to fail or cannot compete at a different level for 
audiences.  
Hesmondhalgh argues that the fact that the film is outside the mainstream of media 
institutions allows it a greater degree of freedom in its message and marketing 
 

 

LESSON 6 Radio 1 Launch Day 
 

We require a sense of contexts. These two products are more than 50 years apart, so 
we must be clear in making any assessment and making the comparisons AQA want 
in the exam, that factors such as the many changes in social, political, economic and 
cultural thinking must influence the view we have of each product. 
At the time of its launch Radio 1 was seen as a landmark change in not only the 
workings and organization of the institution of the BBC but in the way that youth culture 
has since come to be a dominant force in driving change in the media and cultural 
industries and in wider society 
The launch of Radio 1 was an event of historical and social significance and an 
important turning point in the history of radio. This is a product with which students 
would not normally engage but it provides a useful point of contrast with contemporary 
developments in youth-oriented radio 

 
Mainstream culture in the early 1960s comprised long-established ideas of 
entertainment.  
In the era of the sixties, TV shows such as Terry and June and Benny Hill were 
incredibly popular, often attracting audiences in the 12,000,000 range each week. 
They represented the way audiences saw the world and their own day to day issues 
(in the case of Terry & June) or the slapstick, sexist, sea-side postcard humour of 
Benny Hill  
Such shows presented traditional ideas of class and social position of UK society, 
often with its prejudices against ethnic groups and based on sexist and stereotypical 
representation of women and men.  
By the mid-sixties, the average age in the UK was 27. Such views were increasingly 
outdated in the values of this rapidly growing age group who were demanding faster 
and wider changes in society. 
 

Radio was of far greater importance than it is today and listening to it was a key source 
of entertainment in most households.  
The hours of broadcast TV were limited – there was little TV before 4pm and little after 
midnight. Only religious programmes could be broadcast between 5:00 and 7:00 pm 
on Sunday afternoon 
Not only were there only two TV stations, TV sets were not yet in every household as 
it is today. Often sets were rented rather than purchased as they were still too 
expensive for most families to buy. 
Much radio listening was done on what were termed portable radio sets, but many 
homes still listened on large radios (sometimes called radiograms, receivers with a 
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built-in record deck and stereo speakers) that remained as much a part of the furniture 
as tables and chairs.  
Even in the mid-sixties families would still gather to listen to the popular radio shows 
of the era. 
 
Like TV, Radio was the sole province of the BBC. Its output was dominated by what 
was termed light entertainment: radio sit-coms, comedy shows, quizzes, and panel 
shows. 
The music style was orchestras and singers who failed to represent the changes that 
had taken place since the late 1950s - rock and roll and the pop music of the Beatles 
and other pop groups. 
The most popular shows were Desert Island Discs and Two-Way Family Favourites. 
The latter was broadcast every Sunday and featured music chosen by families for their 
relatives serving abroad in the military. 
The music was orchestral or big band, playing songs from the 1930s and 1940s such 
as Billy Cotton whose Billy Cotton’s Band Show programme was another dominant 
show 
The one show that made any concession to the changes taking place in pop music 
and in the audience was Easy Beat which broadcast for two hours each Saturday 
morning 
 
With no TV channels outside BBC 1 and ITV and BBC Radio the sole source of radio 
shows, access to new ideas in popular music was limited. TV and radio shows 
represented the values of a society dominated by rigid ideas of class and social 
boundaries.  
Young people had no access to the music or ideas that might reflect the way that they 
saw the world or the changes they wished to see.  
The growth of teenage culture, inspired by ideas from American cinema and the 
increasing affluence of UK society, led to demands for entertainment that reflected 
new ideas and shows playing the music listened to in clubs and cafes, music that 
represented the changes they sought in the world. 
Their frustration led to the rise in popularity of media platforms outside the mainstream, 
Radio Luxembourg and the so-called pirate stations who saw profit in meeting these 
demands. 
 
Radio Luxembourg was located in the Grand Duchy broadcasting late night English 
language broadcasts to the UK.  
The audience in the United Kingdom, as now, listened to radio by permission of a 
license issued by the British Post Office. However, under terms of that wireless 
licence, it was an offence to listen to unauthorised broadcasts such as those 
transmitted by Radio Luxembourg.  
The British authorities saw Radio Luxembourg as a "pirate radio station" and British 
listeners to the station were breaking the law, though there was little that could be 
done about it.  
Funded by adverts, Radio Luxembourg quickly found a massive audience prepared 
to stay up late to listen to pop and rock music unavailable elsewhere, even though the 
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quality of the sound on their limited frequency was often awful. The DJs on such shows 
became cult figures with the UK youth. 
 
In 1964, Radio London, Radio Caroline and others, followed the Luxembourg model 
by broadcasting from ships anchored just outside British Maritime waters. Their mix of 
pop music with jingles and commercials in an American style was massively popular 
with young people in the highly populated coastal areas of the UK.  
Provoked by such flouting of the law by both the stations and many of its younger 
citizens, in 1967 the Conservative government passed legislation allowing the Pirates 
to be boarded, DJs arrested, and equipment seized. At the same time, the law enabled 
these stations land-based owners to be fined and jailed. The law was met with anger 
and outrage, public pressure, including public demonstrations, was strong to keep 
them on the air. 
Also, by 1967, the BBC and Government were embarrassed by the large listening 
figures of the pirates and Radio Luxembourg. Although Britain's pop industry was 
selling records on a massive scale, following the banning of the pirate stations there 
was little airtime provided to these acts in the UK because of the limitations of the BBC 
programming of its three national stations. 
 
Until 1967 BBC radio was divided into three stations:  

• the Home Service broadcast news and talks 
• the Light Programme had light entertainment and music 
• the Third Programme was for classical music.  

Pirate radios were successful at broadcasting the pop and rock music, sadly lacking 
on the BBC. 
With a public service remit to fulfil, the BBC recognised that the pirates had found a 
niche unfilled by their services, so responded by creating Radio 1 
At the same time, it reorganised its other stations. The Third Programme became 
Radio 3, Home Service became Radio 4. Radio two picked up some elements of the 
light programme for an older audience than that anticipated for Radio 1 
 

 

LESSON 7 
 
The tone of the BBC meant that it had never been comfortable with the idea of DJs 
such as those of the pirate stations. This new style of presenter modelled themselves 
on the highly personal relaxed style of American stations. The BBC had always chosen 
established presenters who, for the most part, simply introduced the music. 
The new breed of Radio DJs, with a style of establishing highly distinctive relationships 
with listeners, were so alien to the culture of the BBC that they found themselves 
forced to recruit from amongst the established pirate broadcasters they had fought to 
take off the air. These DJs had the added advantage of having already built their own 
youth following. Simon Dee, John Peel, Emperor Rosko and Kenny Everett would all 
go on to become stalwarts of the new Radio 1, as would the first launch day DJ, Tony 
Blackburn 
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The first Radio 1 Launch Day DJ, Tony Blackburn, was recruited from the pirate 
broadcasters.   
The first record played on the station was 'Flowers In The Rain' by The Move. 
Despite a certain level of success with the launch, there remained a number of issues.  
The BBC – unlike the pirates – were operating according to the law, one of which 
limited the amount of time records could be broadcast (this was to protect the 
livelihoods of professional musicians who felt threatened by the playing of too many 
recordings rather than the use of live music). By law, the station was only permitted 
37 hours a week of what was termed ‘needle time’ and were only allowed to play 
'commercial gramophone records' for 7 hours per day over both its Radio 1 and Radio 
2 networks 
Only five hours of air time was broadcast on Radio 1 on its launch day, creating 
dissatisfaction from young listeners who had lost the offshore pirate radio stations that 
they loved and catered to their lifestyle needs and felt they were now being short-
changed by the BBC replacement 
 
 

LESSON 8 Julie Adenuga Beats1 
 
You will need to listen to excerpts from Julie Adenuga’s show on Apple Beats 1 Radio 
but the main focus of your study should be an investigation of Apple Beats 1 Radio as 
an example of modern trends and developments in radio. You will need to be aware 
of trends and developments in music radio; more specifically, radio designed to cater 
for the music tastes of a youth audience.  
 
You will need to listen to excerpts from Julie Adenuga’s show on Apple Beats 1 Radio 
but the main focus of your study should be an investigation of Apple Beats 1 Radio as 
an example of modern trends and developments in radio. You will need to be aware 
of trends and developments in music radio; more specifically, radio designed to cater 
for the music tastes of a youth audience.  
 
Your study provides scope for investigating the changing role of radio in an 
increasingly digitised media landscape. 
Contrasts with the Tony Blackburn Breakfast Show will help to develop your 
understanding of key developments in the history of radio such as deregulation 
(the relaxation of government controls) and the impact of technological and social 
changes.  
 
Beats1 is free service offered to apple music subscribers. It is part of the Apple group. 
The tech giant has evolved from manufacturer of computers and software developer 
into phones watches and the interconnection of devices. It has also moved its 
operations into platforms for accessing multi-media content such as music and films 
and is now itself a growing major content provider of  films, music, and TV via apple+ 
 
Apple’s presence on platforms beyond direct regulation in many of its markets has 
extended its global dominance. 
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It is a conglomerate, an example of vertical control. Its manufacture of electronic 
equipment and associated software within the computer and telecoms industry 
enabling vast elements of platform integration and then using its iTunes dominance to 
control access to content by evolving its apple store, apple music, and apple tv 
platform. 
There has been concern and opposition to such evolution from many groups of 
industry insiders and freedom of speech groups. 
 

• Beats 1 and its associated brands in the apple group is funded by subscription 
– audiences pay a fee each month to access the stream. There are inserted 
product placements by the insertion of promos for sponsors such as Candy 
Crush 

• This is different from the BBC which is funded by the TV license money paid by 
all UK households (enabling it to provide otherwise unprofitable shows for niche 
audiences and local radio) 

• As we have seen elsewhere, products that rely on commercial activities are 
driven by the need to be profitable. Their success is measured by the money 
they generate. 

• Success is based on attracting as large an audience as is possible (to make 
beats1 attractive to apple and its sponsors) 

• Large audiences usually mean shows that are not challenging. They offer well-
established ideas and values and content they are sure audiences will like 

 
 
Terrestrial radio and its audiences have changed since the era of the 1960s covered 
in the example of the Radio 1 Launch Day CSP.  
The current media landscape is full of products to consume (games, apps, digital TV, 
streaming services, etc.). The competition for our time from such devices has 
inevitably led to a dramatic fall in the audience for more traditional platform of radio.  
Audiences now expect to consume media products on demand streaming services 
such as Spotify, Amazon Music and Deezer that enable audiences to chose not only 
what but also when where and how they listen. Despite the BBC now offering 
downloadable content via its BBC Sounds platform, terrestrial radio remains a platform 
based on consuming its output in a linear fashion  - you turn on the radio and can only 
hear what’s currently being broadcast  
Despite this fall away from mainstream terrestrial radio, the modern media landscape 
sees many more stations operating than the four in 1967 - around 600 licensed radio 
stations in the UK. In addition, there are many online broadcasters.  
Radio stations have become increasingly specialized (Kerrang!; Classic FM). Digital 
shows are downloadable as on-demand podcasts which means they can be accessed 
on a range of devices. The digital age has evolved the concept of streaming such as 
Spotify and amazon music or Deezer – these are effectively radio stations with no 
presenters 
 
The numbers game  
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• In 2015, streaming services such as Spotify and Deezer were increasingly 
more attractive to audiences than paying Apple or amazon for iTunes 
downloads or the more traditional hard copies of music (tapes; vinyl; CDs)  

• Streaming meant that online sales of downloads and hard copies were 
falling, and falling dramatically. Media companies had seen the way that record 
labels and vinyl and CD stores like HMV had been destroyed by digital 
music and wished to prevent the same thing happening to iTunes. 

• As part of the deal when buying beats headphones, Apple acquired Beats 
Music, an established subscription streaming music service with a large 
and influential subscriber base. Stories circulating in the industry at that time 
were that Apple was really only interested in Beats Music rather than the tech 
products, seeing it as a ready built vehicle for Apple to move into 
streaming in an effort to boost its declining iTunes platform. 

• Competition from streaming services was a threat to the Apple brand. Apple 
has a substantial consumer base who are loyal to the brand of technology 
through its computers and phones. through iTunes. The creation of Apple 
Beats 1 is an additional element of keeping Apple customers in the Apple 
family of services.  

 
 
As with the launch of Radio 1 in 1967 who recruited from the successful pirate stations, 
beats1 opted for established DJs who were seen to bring their own fan base. As well 
as DJs, artists such as Drake and Elton John were hired to have their own shows.  
DJs, in addition to celebrity, were seen to bring a reputation for their credibility in 
musical and industry knowledge  
Unlike Spotify, Deezer and Amazon Music, platforms that are constructed on 
automated algorithmic radio (carefully developed software programming dictates what 
to play) - Beats1 promotes itself to audiences on the quality of its DJs in the belief that 
that audience members value the ‘musical curation’ concept. 
 

LESSON 9 Julie Adenuga Beats1 
 

• Competition from the rapid growth in online music providers.  
• The sales charts, a key element in driving music industry sales and the careers 

of artists are based more and more on downloads and now streaming. Radio is 
seen as less important by music companies in promoting artists or driving sales. 

• Success of artists in streaming dictates radio playlists – radio follows rather 
than leads changes 

• Young people use streaming services when they listen to music – 24/7; niche; 
curated 

• New talent is flourishing with access to streaming - young audiences enjoy 
discovering artists 

• Apps and software is free and easily installed on devices such as iPhones etc. 
• Transport – trains; buses; coaches – provide digital access via wi-fi making it 

easier than radio to access the material they choose. In-car systems offer digital 
choices via Bluetooth connectivity 
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• Smart speakers such as Sonos and Alexa systems are more available, 
enabling access around the home 

• Dwindling audiences mean that Radio adverts are less effective – this hits radio 
station income, weakening their capacity to compete or innovate.  

 
The beats1 audience is clearly a young one 
 
It can be seen to have certain similarities to the earlier youth culture that drove the 
creation of Radio 1 as a response to its demands for access to music in a way that 
suited its lifestyle and needs. 
 
The use of the tag Beats1. Worldwide. Always On is a good example of the institution 
targeting perceived audience needs and expectations. 
 

• The use of the Rule of Three in the tag is a familiar one 
• The link to the beats brand is established - a sense of it aiming at a modern 

influencer aware audience 
• Worldwide - The idea of its global reach, the implication of a uni-culture linking 

all nations and ethnicities. Being part of something (FOMO). 
• Always On tells audiences that it is literally 24/7 and at their demand but has 

added implication of being a station that is aware and on trend – the implication 
of cutting edge and leading/introducing/shaping ideas of new music 

 
The active audience is one that has the capacity to challenge and interrogate the 
ideas and values that are encoded in the media. This makes them more disposed to 
engage with media products rather than passively accept them  
 

• Beats1 offers opportunities for engagement such as its mix-tape segment 
where audience can submit their own ideas for songs to be played 

• Within the app there are options – via iTunes to buy the music that you really 
like and create your own playlist 

• Social media can be used to submit requests as can the beats1 app itself 
 

 
 


