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The Guardian 
Commercial radio is missing a trick 
The 25th Sony Radio Academy Awards delivered the usual mixture of the delighted and the disappointed. As Paul Robinson recognised, it was once again something of a wake up call for commercial radio. Of the 30 categories that are available in open competition, the judges awarded 21 golds to the BBC and nine to commercial operators. If we analyse the programme, as opposed to the station categories, we discover that the BBC won 20 of 24. Of those 20 gold wins, the BBC had commissioned six of them from independent production companies, and overall, independent productions were responsible for almost a quarter of the 110 nominations in categories open to them.

Channel 4 Radio has already made clear its intention to make full use of independents should it be successful in its bid to operate the second national commercial DAB multiplex. The newly introduced category for "radio" distributed via the internet delivered three of the five nominations to independent productions. One can't help but wonder whether the commercial sector isn't missing a trick by not making more use of this section of the UK's creative community. As Robinson observed, if the awards are to be more than a good night out for the entrants, then perhaps they need to invest even more in the programming talent at their disposal.
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