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Annex 1

Numper of radio and television sets in the Community as at 31 December 1982

United Kingdom

.
14 795 0247

1 11 111
. . Combined
: Radio Television radio/television
. L 596 365 1 020 046
Belgium 3
1 943 082
Denmark 115 -800 1 886 200
Germany 2 926 935 21 835 778
18 260 000° 7 187 474
France | 9 771 7583
Greece '\ 3250 000 1 700 000
: - :
1 315 000 276 875
3
Ireland 419 954
Ttaly 390 000 13 760 00Q
Luxembourg 225 000 oy 0oo’
1 Nether Lands 181 652 4 366 921
.41 000 0c0” 4 122 230 :

NB. Aggregation of columns 1 and II1 and of columns IL and III gives

respectively:
- the total number of radio sets:
-~ the total number of reported television sets:

BN N )

Source:

Including colour television.
Estimates (no reporting requirement).
Colour television (not included in the figure on the previous Lline).
As at 1 January 1982.

EBU Review, Ko 2, March 1983, p. 60.

98 463 451, and

83 176 437.

D
¥
&
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Present TV overspill in Europe

/\Imtﬁa (}erﬁlan, Swn;s ltavli;uklr, o

Belgiurﬁ i RTL, German, Dutch, French. British on the coast. All boosted by CATV operators.

Denmark Southern third covered by German, Northern half by Swedish and some
Norwegian.

Finland Swedish, Russian, and Norwegian in Northern parts. (STL taken on cable).

France RTL, Belgian in the North; TMC and ltalian in the South;
German in East.

Germany In frontier regions oﬁly, RTL, French, Belgian, Danish, Austrian and East
German. -

( }reeu: o - o

Iceland ’ R

freland - British and Northern Irish.

!thy Border areas only, Swiss, Austrian, TMC and French.

Luxembourg Total penetration, Belgian, French and German.

Netherlands Belgian. German, French, Danish. British on the coast. CATV not allowed
to boost broadcasts from one area to another.

Norway Swedish, Danish in'the Southern part (STL taken on cable).

Portugal Spanish in frontier regions.

Spain French and Portuguese in frontier regions only.

Sweden Norwegian, Finnish; Danish in South.

Switzerland German, French, Italian (STL taken on cable).

United Kingdom Irish in Ulster and Wales.

Source: New Communications Developments, A manual by The European Association
~of Advertising Agencies, Brussels, November 1983, p. 17 (Annex 6).
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Annex 4

Number of persons employed on a permanent basis by broadcasting

BRT
RTBF
BRF
bR
ARD
IDf
TF 1
A2
FR 3

organizations in 1981

ERT 1
ERT 2

RTE
RAL
RTL

NOS
Broadcas

organiza
B8

ITV

+ other

£168s

2 617
2 562
35
3113
18 000
3 500
1 2191

Not available
Not available
2 078
Not available
2 300
13 5312
1 820"

5 724
27 942
18 350

This figure does not inctude the 138 individuals working for the
2joint services of TF 1, A 2, SFP, INA, etc.

Including those employed at the external offices in Belgium, Germany

and France.
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Annet;§

Operating results of broadcasting and television organizations

in 1981 or 1982

National currency ECU

| Belgium BFR 9,25m 202 ™

penmark ODKR 1,34 m 164 m

Germany ARD: DM 3.9 m 1719 m

Z0F: DM 1,2 m 529 m

France FF 7,8 m 1 145 m
:fﬁch TF1: FF 1.6 m

Greece oR 6 000 @ go m

Ireland 1RL 50 m 69 m

Italy RAI: LTT 1 143.700 m 850 m

. Luxembourg CLT: LFR 8.280 n 180 m

Netherlands HFL 768 m 302 m

United Kingdom 8B(: LKL 602 m 1032 m

I7v: UKL 680 m 1 166 m

Total - 7 438 m

1Resutts for 1982.

390



Radio and television lLicence fees in the Community in 1983
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Annex Q

(a) In national currency
+

Annual Llicence fees per household
Radio Television Combined licence fee
Black/white ‘ Colour Black/white | Colour
e —— l i :
Belgium (BFR) | 708 2 688 {4 200 E 625°
Denmark (okR) | 154 | 640 !1 080
1 [ . 1
Germany (DM oa, 00 MR 1 195
| |
France (Fe) | - 311 47 ; :
1 I
e e - . |
Greece (pR) | Mo broadcasting licence fee, but exira charge included
_ on electricity bill
Ireland (IRLY} = 27 45 'g
p !
Italy (LITY]3 630 42 680 ‘78 910
Luxembourg (LFR) |Na proadcasting Licence fee
Netherlands (HFLY Y 45 : l 153
. . |
United Kingdom (UKL)Y| - 15 0 |

1Since 1 July 1983.

Average combined fee for cable radio and television;
broadcasting licence fee.
As at 31 December 1982.

3

independent of the



(b) In European Currency Un1t5
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(ECW

!

5nne§;§

Page 2

392

§ Annual licence fees per household
FE— —
i '{ Radio Television Combined L1cence fee
l } ,
i Black/white Colour Black/white Colour
i
Belgium 15,47 58.74 91,78 79.22
i
SN e ‘
penmark 18,91 78.58 +132,061
Germany ! : 85,97
France - 45,65 69.13 :
G ‘ No oroadcasting licence fee, but extra charge included
i reece :on electricity bill
| T x
E Ireland L L 37,48 62,47 i i
| T i i ]
i Italy 12,7 L 31,74 I58.68
i Luxembourqg i No proadcasting Licence fee
| 7 [ | !
Netherlands nr.7 I i 160,21
i ] i e
. ; i i
'f ! | P
United Kingdom F 25,71 17884 | |
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Annex 6
Page 3
(¢) Total licence fee for radio and colour television
National ECU
currency
Belgium 4 908 BFR 107,25
)
penmark ) 1 080 DKR 132,61 ;
|
Germany ) 195 oM 85.97 i
|
france 471 FF 69.13 |
_i
|
1

Extra charge included on

Greece electricity bill

Ireland . 45 IRL 62. 47
Italy 78 910 LfT 58.68
Luxembourg -

Netherlands , 153 HFL. 60. 21
United Kingdom ‘ . 46 UKL 78.84
Average I1 - 81.9 .
Average 112 - 33.3%

1TotaL cost of licence fees divided by number of countries
surveyed.

Average weighted by number of sets (Annex 1).
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Annex 7

Advertising expenditure in Europe in US$ million

Countries

**Estimated expenditure on Luxembourg’s RTL

*** See Belgium

Total Ad.Exp. % of GNP TV Ad. Households with
(1982) (1982) Expenditure TV (million)
(1981) (1981)

Austria 312 040 88 26
Belgium 415 0.69 (36)** 27
Denmark 567 1.00 — 20
Finland 768 182 63 13
France 3620 085 460 150
Germany 524 083 515 20
Greece 19 0.32 61 26
Iceland 18 096 33 007
Ireland 145 083 36 0.7
ltaly 1333 040 428 176
Luxembourg 80 0.25 Hi —_—
Netherlands 1,839 1.30 104 48
Norway 467* 0.80 — 13
Portugal 70* 030 40 2.1
Spain 1,346 1.00 381 98

- Sweden 1,165 1.50 — 32
Switzerland 1261 1.30 113 19
United Kingdom 4696 1.34* 1,452 180
*1981 figures

Source: New Communications Developments, A manual by The European Association
of Advertising Agencies, Brussels, November 1983, p. 14 (Annex 3).

Note some countries do not iniclude press production
and other expenditure of a similar type in their figures.
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Annex 8
European broadcasting bodies
taking commercials
v Radio
Countries ~ National Regional Naticnal Regional
Austria yes — yes " yes
Belgium — no! — — no —
Denmark —_ no —_— —_ no. —
Finland yes — —_ no —
France “;e'g“‘ T _yt? ™o -
Germany  yes  yes* ~ yes®
Greece yes _ yes yes’
Iceland yes —_ yes —
Ireland yes — yes yes®
ltaly yes yes yes yes
Luxembourg yes — yes —
l;e;therlands yes — yes no’
l;lorway — 1o — — no —
Portugdl  yes yes v
Spain yes yes yes yes
Sweden — no — — no —
Switzerland yes? no®
United Kingdom yes yes no yes

1. Enabling legislation was passed in July 1983 to permit RTBF, the French-speaking TV channel, to carry

‘non-commercial’ advertising.

2. FR3is regional but does not receive regional advertisements as yet. RTL provides regional coverage of the North,

and TMC of the South of France.

3. ARDlI, the wholly regional broadcaster, does not carry advertisements, but ARD I provides regional advertising

during its scheduiing.

Except for the radio station serving Cologne.
Pirate radio stations (about 50).

Advertising on local radio planned.

Advertising on local radio to be introduced soon.

00 N O ok

Switzerland has national broadcasts in the three official languages therefore providing regional coverage.

Source: New Communications Developments, A manual by The European Association
of Advertising Agencies, Brussels, November 1983, p. 15 (Annex 4).
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TV advertising in Europe

Source: New Communications Developments, A manual by The European Association
of Advertising Agencies, Brussels, November 1983, p. 16 (Annex 5),
and information obtained from broadcasting corporations.
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Countries

Annex 9

page 2

397

TV Channels Maximum Ad. Air-time  Ad. Revenue as % of
per day in minutes broadcasting income
(1981 figures)
Austria ORF1 . ,
B_elgium RTBF1 &I ‘Non-commercial’ advertising began
January 1984
BRTI& It None
Denmark ~ RadioDenmark  None S
Finland MTV/YLE] 16 80%
MTVYLE I 9 80%
France (1) THI 24 61% .
A2 24 53%
FR3 10 13%
Germany (2) ZDF 20 40%
ARD1 20 30%
ARD It (regional, no ads) -
Greece ERT ] 3 22%
ERT 2 G 25%
Iceland Rikisutvarpid-Sjonvarp 164 (average) 33.7%
Ireland RTE I 58 ]
RTE It 25 17484
ltaly RAl ] 28 238
RAL 28 23.8%
RAH - -
Private Broadcasting
Stations 15% per hour 100"
Luxembourg RTL (French) (covers
north of France and
Belgium) 68 100%
RTL-Plus
(German) 68 100%
Netherlands (3) Channel | 18 25% (1981)
Channel 1l 18 (Air-time to increase)
Norway NRK None
Portugal RTP1 90 43%
RTP Ul 45 43%
Spain TVEL 57 740,
TVE 42 4%
Regional channels with advertising for Catalonia and
the Basque country introduced 1983.
Sweden STV None k
STV None
Switzerland  SRG(German) 20 35% T
SRG (French) 20 35%
SRG (ltalian) 20 35%
United Kingdom BBC1& I None -
v 90 100"
Channel 4 o0 1009
) Y85
(2) 1982
(3) 1984
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Annex 10
Broadcasting: Advertising expenditure in 1981
National currency ECU
Belgium BFR 165% m 26.%
penmark -~ -
a7 o,
Germany (19827 DM 2 2C1.6 m 3704
46,7,
France (1980) FE1 678 265" o
7T
Greece DR 2 436 m .5 m
Iretand (1979)2 IRL 41.2 m 46,7 o
(29, m
Italy LIT 577 000 m
Luxembourg - -
Netherlands HFL 276 m Ll
United Kingdom . UKL 823 100,06 @
’ T 3275.3 m
Community

Source: Journal of Advertising 1983, Vol. 2, pp. 73-91.

1Edition 7AW, Werbung '83, pp. 167 and 172.

Starch Inra Hooper, World Advertising Expenditures, 1980 Edition,
pp.43-44.
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Advertising expenditure in Member States and in the USA and shares

accounted for by various advertising media, 1970-1981

Sources: 1. David S. Dunbar, J. Walter Thompson Company Ltd.,
Trends in Total Advertising Expenditure in 16
Countries, 1970-1981, Journal of Advertising 1983,
Vol. 2, pp. 73-91.

2. J. Walter Thompson Company Ltd., Unilever,
International Co-ordination Group,
Trends in Total Advertising Expenditure in 29
countries, 1970-1980, Journal of Advertising 1982,
Vol. 1, pp. 57-88.
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BELGIUM

It should be noted that these figures are a discontinuous series; since 1977
they include production costs, so that, to make comparisons, the pre-1976
figures need to be increased by +/- 10 per cent.

In 1981, total estimated advertising expenditure recorded its smallest increase
in money terms (0.5 per cent), and its largest fall in constant media prices
(= 6 per cent) in the last 11 years. The trend was, however, almost in line
with the behaviour of GNP, so that, as a percentage of GNP, the figure was
only slightly down from 1980.

In 1981, the press overall accounted for 73 per cent of total; down by 2
points compared with the preceding year, all of the loss occurred in
magazines. It seems that television, after growing very slowly over the
years, may at last be making an impact, with a 1.5 point gain in 1981. AlL
of this is placed with RTL (Radio Television Luxembourg), a peripheral
Station which does not give full coverage of the Belgian market. The

possible introduction of Belgian cemmercial channels in 1983 is Likely to
accelerate television's growth.

Outdoor advertising in Belgium has the highest share of the total
advertising budget of any European country. Over the last few years its
importance has been declining slowly, but in 1981 it recovered somewhat.

Notes

(@) Figures include agency commissions.
() Production costs are excluded for 1970-1976, included for 1977-1979.

Annex 11

Total expenditure in Distribution of total expenditure by media: e

million Francs % of 1otal nO;-x

Alcurient  As % Al constant Press Television Radio Cinema Outdoot | media

rces  of GNP prices  [Newspapers Magazines transport | rates

P(l) (2 3 (5} (o) (] 8) (%) (10} ()

1970 615 0.60 NA 15.7 30.2 0.1 1.3 1.6 211 f\:,\
197} 6430 0.5 NA 4.0 13 0.2 1.4 1.7 Zl.S '\.’\
1972 6970 0.55 NA 42.3 33.0 0.3 L1 2.4 0.8 \ll\
1973 7250 0.50 7280 41.7 32.6 0.5 1.2 2,3 210 L\g
(R 7670 0.45 6670 4.8 30.7 1.4 1.0 2.1 2.9 }l?
1975 77 0.41 5320 43.7 0. 2.3 0.2 2.2 214 .-I;1
1970 8650 0.41 5505 43.4 29.1 3.6 0.3 2.4 21.1 IR
1977 11590 0.51 6630 44.8 316 6.7 0.3 1.4 3?1 1_7:j
1975 | 13030 0.5 72490 45.0 304 7.3 0.3 1.6 154 17 !
19791 1519 0.57 7650 45.2 .0 7.6 0.3 1.3 l-f.7 l‘.’b
ol 16130 0.59 7570 12.6 325 8.2 0.3 L8 15.6 ;l7‘
IRRY lo 507 0.57 7115 42.5 a3 9.8 0.2 1.6 15.6 AN

Suittaes 19701970 — Credup; 1977 —Ady cttmang Audit Services; Column 1 — CACPE.
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Page 3

DENMARK

It should be noted that the next five-yearly inquiry will not be carried out until
1982, with results published in 1983.

Information for Denmark is extremely limited (see notes). Total expenditure in
money termsin 1978 was twice as highasin 1973; ithad also risen as a percentage
of GNP. (At constant consumer prices, the increase in 1978 was 18 per cent.)

In the absence of television pnd radio advertising, the media situation is very
stable, with only minor variations between 1973 and 1978, Newspapers are the
dominant medium. (The five-yearly surveys show that the ‘classic’ media —
press, cinema and outdoor — accounted ‘or 59 per cent of total advertising
expenditure in 1973 and 63 per cent in 1978; the remainder is attributed mainly to
direct mail, as well as to exhibitions, other minor media, agency commissions,
production costs and administration.)

Naotes

(a) Figures exclude agency commissions and production costs.

(b) Surveys of expenditure are carried out every five years only, No index of
media rates is produced,

{c) Television and radio are not available for advertising.

Tutal eapenditure in Distribution of total expenditure by media;

mulion Dkr % of total Index

- of
Al Current As % At constant Press Television Radio Cinema OQutdoor/{ media
pnces  of GNP pnees Newspapers Magazines transport} rates

m ) (3) ) ©) n (8) 9 (1% (1

1973 1193 0.68 NA 71.8 241 - - 1.6 2.5 NA
1978 - 2377 0.77 NA 72.8 B2 0 - - 1.3 27 NA

Sources. Copenhagen School of Economics and Business Administration; Danish Advernsing Assoaation,

361



- 348 - Arnex 11
Page 4

FEDERAL REPUBLIC OF CERMANY

Total estimated advertising expenditure in 1981 was virtually static; with
media rates increasing by just uiwler 4 per cent, experditure at
constant media prices feii (for the first time since 1975) by the same amount, “hes
compares with the substantial gains made in 1980.

The media picture in 1981 remained essentially static. Both television and radio
continued their slow upward trend of the last three years, due mainly te rate
increases. Newspapers and magazines both lost share marginally.

" Notes
Figures exclude agency commission and production costs.

Total expenditure in Distribution of total expenditure by mudia:
million DM % of total Index
of
Al current As % At constant Press Television Radio Cinema Outdoor/ fmedia
prices  of GNP pnces  [Newspapers Magazines ansport | raley
U] @ - o ) (6) 7 8 9 {10) {4
1970 { {170 0.62 ° 4170 533 23.6 12.6 3.8 | X} 6.3 0
1971 4515 0.60 4230 S1.6 23.8 13.9 3.7 1.3 5.7 107
1972 5030 0.61 4669 53.8 23.5 12,6 3.6 1.2 5.3 Wy
1973 1 5430 0.59 460 53.9 22.4 3.6 3.9 1.1 5.1 th
1y74 5243 0.5 4260 55.8 19.8 14.0 4.1 13 5.2 123
1975 5170 0.5+ 4175 56.7 8.5 15.5 371 4.5 13:
1970 | 6350 0.57 4870 57.7 20 13.5 32 10 §.5 [N
1477 7225 0.61 5439 56.3 22,6 12.3 5 0.9 A4 133
1978 BI53 0.63 5759 56.9 21y 12,2 7 0.9 4. IEM
79§ 9N 0.64 5732 57.5 2Ly 114 3.9 1.0 1.3 158
Wse 963 0.6 (a0 52.7 212 116 4.1 1.0 4.4 1!
1931 9635 .02 S5 56.9 2079 12.1 4.7 1.2 w2 164

Suurces. ZAVY, eacept cule 11 from Gruner & Jahr,
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FRANCE

Total expenditure in money terms in 1980 was nearly 3.5 times the 1970 level, As a
percentage of GNP, the figure was rising slowly up to 1973; after a short drop, it
returned to previous leve!s in 1976 and has been very stable since then, 1930's
total was 17 per cent up on 1979, ahead of the rate of inlation.

The media structure is largely influenced by television. Although its availability
is strictly regulated, its share has grown steadily in the last 10 years, and has now
stabilized; most of this growth has been through rate increases above the average
{ur other media, The press has sulfered most over the years, newspapers most of
all; while magazines’ share of the total fell in carlier years, it has now stabilized,
Radio, wilh fewer restrictions than television, has gained; outdoor has also
benefited from the development of new presentations for posters.

Notes
(a) Figures include agency commission and production costs.
(b) No index of media rates is available.

Totsl expenditure in Distribution of total expenditure by media:

mutlion francs % of tota! lndfex
o

Alcurtent As % At constant . Press Television Radio Cinema Outdoor/ | media

prces  of GNP prices Newspapers Magazines transport | rates

h & WY & (6) G (@) 9 (10) (11
1970] 3630 0.50 - 67.5 120 - 8.0 1.5 11.0 -
1971 1100 0.51 - 65.0 14.0 9.0 1.0 11.0 -
1972 NA NA - - - - - - -
3L 5200 0.52 - 63.0 150 . 9.0 2.0 1.0 -
] NA NA - - - - - - -
173 6100 0.49 - 58.5 15.7 10.3 1.9 13.6 -
1Y% 7275 0.51 - 57.0 16.0 11.0 2.0 14.0 -
1977 8 350 Q.51 - 56.5 16.0 ° 11.0 2.0 4.5 -
[EPEE B I E 0 A (B - 56.0 16.5 1.0 2.0 14.5 -
Wil e 0.51 - 55.0 17.0 11.5 2.0 4.5 -
s 12 450 0.51 - 55.0 16.5 115 20 15.0 -

Suvuece IR,
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GRLECE

Total expenditure has grown very fast; in 1980 it was over six times as 1arge asin
1971. Although media rates have risen rapidly in the last five years, much of the
growlth in total expenditure is seen to be.real, with an increase of one-third since
1975, at constant prices. As o percentage of GNP, exparditure is still at the low
end of the scale; after Jdropping in 1974-1975, it took a. strong upward trend,
but fell back somewhat in the last two years. .

The change from a military government in 1974 undoubtedly shmulated the
economy and the advertising busmess The media picture has been subiject to
fairly sudden changes in the past; a degree of stability was evidentin 1977 to 1979,
but 1930 saw a strong recovery in televmon s share, at the expense of both
newspapers and magazines.

Notes

(a) Figures include agency commissions and exclude production costs,

(b) No reliable figures are available for cinema and outdoor advertising; they are
omitted from the total, although they are used as advertising mecia.

Total expenditure in - - Distribution of total expenditure by media:
mullion drachmas % of total (“d‘t‘x
of
Atcurrent  As % At conslant Press Television Radio Cinema Outdoor/ § media
pnces  of GNP prices Newspapers Magazines transport  rates
A1) ) 3 3 0] 4] ® 9 (10 (1
1970 NA - - - - NA -
1971 710 0.24 - 26.9 26.6 3.0 15.5 NA -
1972 860 0.25 - 25.2 2.3 39.7 11.8 NA -
419731 100 0.23 - 19.5 21.0 50.7 7.8 NA -
1974 1099 0.20 - 23.7 20.8 47.5 8.0 NA -
1975 1290 0.20 1290 23.9 18.0 St 6.7 NA 100
1976 1710 0.25 1430 23.2 18,1 52.6 6.1 NA 120
19771 2320 0.29 1560 29.6 21.8 13.3 5.3 NA 139
1978 3160 0.3 1620 29.4 20.3 5.4 3.9 NA 195
1979 3690 0.3 1600 8.2 20.2 16.9 4.7 NA 232
1930 4350 0.28 174 25.9 18.1 19.6 6.4 T INA 25)

Sources: Odigos Demosiotitos, A, C. Nielsen, Metrix and PRUEMRB tellas.
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ITALY

In 1981, while GDP rose by 17.6 per cent in current terms, and fe!! by 1.6 per cent
in rea! terms, total estimated advertising expenditure rose by 29 per cent in
current terms, and by 9 per cent in real terms. As a percentage of GDP,
acvertising expenditure in 1981 stood hicher than in any year since 1971.

Medivm and smal firms who have started adveriising for the first time have
been largely responsible for the increase; larger aclvertisers tend to maintain
budgets in line with media costs.

From a media point of view, much of the increase was due to Private
Television’s success. By grouping loca! stations, four private nelworks with
national coverage started in 1951; by May 1982 the four networks were reaching £
per cent of the § million Private TV prime-time aucience. (This compares with
RAl's 8.8m-audience to Channe! !, and 3.5m to Channe! 2.} In 1981, it {sreliably
estimated that Private TV attracted 225 billion lire of advertising, as against 14-itn
in 1989, and RAl's 218%n in 1991,

Print media in general were most affected by Private TV's success; this situation
will worsen in 1982 as a whole, because of Private TY's continued gains in
audicnce and because of a number of printing strixes, -

In 1982, tota! expenditure is expected to rise again in real terms, Yn television,
expenditure shou'd be around 70050 lire (280 on State TV and 420 on Private 7YY,
accounting for some 36 per cent of the total,

Notes

(a) Figures inclide agency commissions, except for national radio and television,
and exclude production costs.

(b) Figures of expenditure in certain media — private television and radio stations
. and outdoor — are only esti ma‘es.

Towl expenditure in Distnbution of total expenditure by media:
thuusand mithon lire . %o of tatal
As Y, . Invedex
of G - : of
At current al mit Al constant Press Television Radio Cinema Quldoor/ f media
prices  prives poces  [Newspapers Magazines transpast] rates
() (2) (3) )] {6) (] ® - M (r n
iy 266 0.42 266 30.9 349 12.5 8.3 6.4 79 |
A 72 0.0 259 R a9 12.7 2.0 6.3 8. 104.8
172 286 [ 207 291 35.7 2.2 9.} 0.0 .9 1023
73 RAY] Q.38 274 A 372.6. 17 9.2 5.0 7.4 V214
fid nh 0.52 230 M2 M9 104 5.8 44 7.0 1448
23 Jun o2 241 0.3 A tu.t 9.5 Xy L) 142
biln A7 e x| 324 g 15,4 8.5 39 B0 1784
S8 .2 h] BRI a1 HA] s.4 ki T Jot.§
(G A - oA VL T K o 218
hEY MU R KR A 2l s Ta ulb
s 1220 [L I Ea 3 T [0 Ty v FIAK ]
sl RS Coal R o Ind R ) 37 v b &i.0

v B v v . )
Sentoes U les sty estirates, TOWater Phoe e SUAL Aan.

369



- 352 - Annex 11

Page 8

NETHERLANDS

The extent of the economic recession caused for the first time a decline in actya!
advertising expenditure in 1981, Some clients advertised anti-cyciically, but mare
cut their budgets. Newspapers were particularly badly affected, with a decine in
personnet and housing classified as well as in brand advertising. They wou'd
have beenina much worse rosition had it not been for the great increase in retai!
advertising triggered off by a grocery price war.

The governinent centrolling body for broadcast advertising, the STER, has
already increased the available transmission time on racio by 6C per centin 10%2,
Advertising time on TV will also be doubled over the next seven years in gradual
steps (beginning in 1984),

The outlook far 1982 is gloomy: a further decline is expected, at current as we!!
as conslant prices.

Notes

(a) Figures include agency commission and proctuction costs from 1975; up to 1974
production costs were excluded for the press figures only, bul inciudul for
other media,

{b) Press figures exclude trade press,

(¢) The index of media rates inc'udes press, television and radio only.

N
i
Total eapenditure in Distribution of 1ot} expenditure by media:
miltion Florins % of total Index
ol

At currenl As % Al constant Press Television Radio Cinema OQutdoor! fmedoa
prices ol CNP prices Newspapers Mapazines ’ transpurt § 1ares
(1 (2) (3) ) ) ) ® a8 | ay
01T 103 0.97 1026 611 15.4 11.6 34 05 5.0 100
19711 1om 0.91 1042 ol 15,5 s 17 06 4.8 104
19721 1w 0.83 1044 61.5 19.3 1.7 2. 0.6 4.8 108
19731 1oa 0.52 1062 62.3 13.5 11.0 1.9 0.6 G4 114
1974 1 1103 0.56 105+ 65.6 16.7 1.0 1.2 0.6 4.9 135
975 | o3z L.od 1323 9.9 15.4 a3 0.9 0.6 4.9 e
1976 | 27 0.93 1 63.0 16.1 7.4 1.0 0.6 6.5 T
977 1 23102 1.06 [F 6.3 12.2 7.2 0.9 0.6 7.8 ot
8;5 857 .12 1523 6.8 12.2 6.9 Lo 0.7, 7.4 1=
R 114 1550 6.7 17.0 6.9 Lo 0.6 7.4
1980 1 3200 0.99 1532 65.5 17.2 7.2 1.0 0.6 5.5 2

o811 NA 130y ) 17.6 7.8 1.1 0.0 s T

Soutees. Admedi o PIs0; UBC and VEA from 1081,
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UNITED KINGDOM

Total expenditure in money terms rose by 10.3 per cent in 1981. However, at
constant media prices (rates having risen by around 17 per cent in the year),

"real’ expenditure fell by 7 per cent, the largest fall since the oil-crisis years of
1974-1975. As a percentage of GNP, on the other hand, expenditure again rose
fractionatly (GNP fell quite sharply in the year).

Retail advertising expenditure rose by 12 per cent over 1980, compared with a
below-average increase of 9 per cent for manufacturers’ consumer advertising.
This was probably a major factor in keeping up the growth in national
newspaper display advertising, up by 12 per cent, compared with only &4 per cent
for magazines. On the other hand, classified advertising continued to lag
behind (+ 5 per cent only), and actually fell in national newspapers:
employment ‘advertising was heavily down on 1980.

Television increased its share of the total again, reaching its highest level yet.
The increase was real, with expenditure rising by 17 per cent, and rates by a
comparatively modest 14 per cent. Press rates rose by 20 per cen!, with
particularly high increases in national and regional newspapers; as a result, there

was a real volume loss in press advertising,.

Note
Figures include agency commissions and production costs,

* Tata! expenditure in DistriYution of tota! expenditure by media
C ne'hions 9a 0l row! ‘ndex
- - af
At current As %% of At constant Press Television Radie Tinema Outdood i
prives GNP pnces Newspapers Magazines transport | rares
) () &) (5 {6) ] (8) 9 {14 (1
1370 554 1.27 554 49.5 22.7 22.6 0.2 1.1 1.0 jiny
1971 S41 1.20 544 44.5 2.2 24.7 0.2 1.0 29 B
w72 YN - 604 .3 21.0 2.9 0. 1.0 a7 Ha
1923 874 1.36 716 20.0 M0 o2 0.8 25 222
24 1 1.21 667 20,0 2.6 o7 0.9 A% 125
1975 Ju? 1.03 543 KRR P2 e V4 AL A
197 1185 107 5437 M3 25.8 1.5 7 3.0 2
7 4uy 1.19 o] R 25 w7 0.6 3.6
1973 1014 1.27 &5 2.4 201 1.9 0.7 X7
1oy 207 130 [ D 220 p! 9.8 v
1usn 2530 122 628 2.7 PN 20 Q.7 12
1ang s 1.34 Snn 0 THT 24 9. <

Soures The Adaerns ng Assoc aton, Lutalon
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UNITED STATES OF AMERICA

Note: there have been substantial revisions to columns 2, 3 and 11 since the ‘ast
publication,

Total expenditure in 1981 was $40.5 billion, 12 per cent higher than 1040
expenditure. This growth in advertising revenue outpaced the growth in G2,
which was 11.3 per cent, 1931 infation increased by over 9 per cent. Bscalating
mecia rates kep: acvertising grow:h 1o +2.4 per cemt in real dallars,

Expansions and contractions in the economy culminated ina s'ump during the
second ha!f of 1981. Auto and retail sales were poor, the unemploymen? rate was
high, and interest rates were extremely volatile. Po'itically, 1981 saw the
beginning of a new o~ 'ministration under Ronald Reagan and his Renublican
Party. This administration is commilted to cutting the fectera! deficit by muans of
an austerity pregramme. The President aiso pushed through a three-year, 25
per cent tax cut; the 5 per cent cut in October 1981, however, had iittle influence
on consumer spending,

Surprisingly, the acvertising industry was not adversely affected in 193!,
Although expendilure increased, distribution among the various media was ¢lose
to that of 1930, The outlook for 1932 is not clear. If the recession continues,
advertising expenditure will probably be flat. An economic upturn in -
summer, perhaps fuciled by the 1 July 10 per cent tax cut, wou't! contritue "
renewed cxpansion in advertising activity later in the year. Meanwhile, intlation
should continue to slow down, preventing the upward spiralling of med:a coste
that has characterized the industry in recent years.

Notes

(a) Figures include both agency commissions and praduction costs.

(b) The data reported here differ from the usual method of presenting USA
figures, primarily in excluding Direct Mail and a ‘Miscellancous’ catepory
which includes cinema and transport advertising,

—
Total expenditure in Distribution of wtal vapenditure by media:

million US $ ' % of 101! : Indes

1S

Al curtent As % of At constant Press Television Radiv Cinema  Quitdoor] imedia
prices GNP prices Newspapers Magazines . transport] tates

(M (2 (3 {5) {0} 7 (8 ) (I (S

[CRN BERET 130 12940 441 16.2 7.8 10 NA L LS e
147} 13550 1.26 135%) 15.8 0.9 1.6 NA 1.y 100
172 13.2% 1.29 14259 1.9 26.8 10.5 NA 1. W01
REAN BT TE R WX 144 4.4 a7 W5 NA T e
5 174 Lm 13923 1.2 7.8 S ONA 1 15
(R 181970 1Y) 1358 132 BAR Hv NA 1.3 13
[EATS BN 1w [4 6 e 2 ws ONA 12 152
L PO I SN ¢ (SRR RO Y37 R 10y NA L7 123
(ERNE IR I e L M T NA ' 13k
R BTN I D P KRl 54 NA 208
Pevt b do g PR il B 37 RO FEARS NA L 222
LN RN N R KR i 3 w4 NA NEY g
Sontoes Column 3 Diiog R oo 10 e P03 O ey 1o Tt oCaen N lanate e '

Colvma W IS Copr 7y

Toeneewn USAL 'ng,
A lichey nageasnes T, e nie
5 . It

B A G SETR T D
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Annex 13

Media development in the Federal Republic of Germany

Daily newspapers (m)
Large circulation periodicals (m)

Specialist periodicals (m)

Cinema visits (m)
Radios (m)
Television sets (m)

Book titles (new) (thousands)

*1951

Source:

Seurce Gerhard Naeher, Stirbt das gedruckte Wort?,
Ulm 1982, pp. 141-142, 113.

1850

11,1

487

7,7

14,1 %

1960

15,5
39,1
14,1

805
15,9

4,6

22,5

=3

1870 1980
17,3 20,4
60,3 84,6
19,3 15,0
160 144

19,86 23,3
16,7 21,2
47,1 67,2
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L4 ]
Britain
Press and television advertising revenue
1952 - 82

Source: New Communications Developments, A manual by The European Association
of Advertising Agencies, Brussels, November 1983, p. 21 d.
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Britain page 2

Media 1952 1956* 1960 1964 1968
National Newspapers 20 38 64(198%) 86.(20.7%) 99(19.7%)
Regional Newspapers 38 58 T7(238%) 98 (236%) 121 (24.1%)
Magazines & periodicals 23 32 40 (12.4%) 46(11.1%) 50 (9.9%)
Trade & Technical journals . 20 22 31 (86%) 37 (89%) 46 (9.1%)
Directories 1 2 2 (0.6%) 3 (0.7%) 8 (1.6%)
Total press 72 118 214 270 324
Television — 3 72(223%) 102(245%) 126 (25 6% )
Poster & transport 10 15 16 G 18 (A3m) 20 (a0
Cinema 3 4 5 (15%) 6 (14%) 6 (120%)
Radio 1 1 1 (03%) 2 (05%) 1 (02%)
Total 123 197 308 398 480
Media 1972 1976** 1978 1980 1981
National Newspapers 130 (19.4% 197(166%)  295(167%)  426(16.7%) 1,564 (44.5% )
Regional Newspapers I88(265%)  331(279%)  483(263%)  640(25%) 1.564 (44501

Magazines & periodicals

60 (85%)

92 (7.7%) 143 (78%) 192 (7.5%) 564 (2000)
Trade & Technical journals 61 (3.6%) 103 (8.7%) 169 (9.2%) 214 (84%) 564 (2000)
Directories 15 (2.1%) 31 (26%) 50 (2.7%) 82 (3.2%) 564200
Total press 454 754 1,140 1,554 1,676
Television 176 (24.9%) 307 (258" 482 (26.3%) 692 (27.1%) 809 (28.7%

Poster & transport

26 (3.7%)

43 (3.6%)

68 (3.7%)

107 (4.0%)

115 (4.1%)

Cinema 7 (1.0%) 8 (0.7%) 13 (0.7%) 18 (0.7%) 17 (0.6%)
Rudio 1 (0.1%) (15%) 35 (1.9%) 54 (2.1%) 59 (2.1%)
Total 664 1,130 1,747

2,425

2,818

& million Figures exclude press production costs.
* Introduction of advertising on television.

** Introduction of advertising on radio (all prior figures for expenditure on radio relate to RTL or pirate radio ).
Figures in brackets express percentage. Other media not covered bring percentage to 100% in each year.

373

Source: AA and 1PA.
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France

Press and television advertising revenue
1967 - 82

Source: New Communications Developments, A manual by The European Association
of Advertising Agencies, Brussels, November 1983, p. 21 c.
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Annex 15
Table (a) France page 2
Press % of total Television % total
(million francs) advertising (million francs) advertising
1967 2,280 78 — —
968 2369 .11 67 2 o
g0 20m T g3 1 )
1972 3400 69 601 12
M 3s1 665 715 12 -
1976 4,730 62 1,075 14
1978 5.960 61 1,400 145
1980 8010 595 1905 145
1982 10310 585 2,886 16

Note: This table appears to show a steady erosion of potential press revenue by television advertising, although
in real terms press has kept increasing above inflation. The second example below shows the increase in
press revenue which provides a concrete example of a healthy revenue potential. The source is AACP and

IREP Le Marché Publicitaire Francais.

Table (b)

France

Press advertising revenue 1974-82

1974 1976

1978 1980

1982

Parisian Daily Press 664 (- 5%) 720(+ 9%)

835(+ 65%) 1,050 (+15%) 1,290 (+14%)

Regional Daily Press  1183(+10%) 1560 (+10%)

1890(+10%) 2,560 (+20%) 3.100(+12%)

Magazines 995 (-~ 05%) 1.170(+20%)

1555 (+11%)  2220(+19%)  3.160(+17%)

Other forms of press 1055(+ 6%) 1280(+16%)

1640 (+10%) 2,180 (+20%) 2,769 (+14%)

Total 3,897 (+ 4%) 4,730 (+14%)
(million F. Francs)

5,920 (+10%) 8,010 (+19%) 10,310 (+14.5%)
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Italy

Advertising expenditure

" Market shares of advertising media

Rates of increase in market share

- 1980-1983

Source: Birgid Rauen, Platz fur zwei Networks:
Medienkonzentration in Italien,
Media Perspektiven 1984, p. 161 (pp. 167-168)

976



L= ZRT - Annex 16

Page 2
Table 1
Advertising expenditure of the Italian advertising industry in
thousand million lire
Medium 1980 1981 1982 1983
Newsdzners 347 446
Periodicals 356 349 ] 10653 12134
RAI-TV 149,5 215 285,2 357
Pr1vate_TV 144 230 465,3 555
RAL radio 43 a8 60,5 75
Private radio .26 27 40,2 45,2
Foreign 1V .27 16
Foreign radio 6 7
Cinema advertising 23 26 139,6 141,8
Poster advertising 80 98
Total 1201,5 1497 2 056,1 23874
Table 2_
Percentage market shares of Italian advertising media
Medium 1 1980 1981 1982 1983
‘Newspapers 28,9 29,8 ] 51,8 50,9
Periodicals 29,6 26,5
RAI-TV 12,4 © 143 13,9 15
Private TV ) 12 16 22,6 23,2
RAI radio 3,5 3,2 2,9 Nl
| Private radio 2,1 1,8 2,0 P W
Foreign 'V 2,2 . 1,0
Fc?rewgn r:adm. ) 0,5 . 0,4 638 5,9
Cinema advertising 1,9 1,8
Poster acvertising 6,7 5,5
Total 100,0 100,0 100,0 100,0
Table 3
"Percentage increases in market share of advertising media
Medium 1981 1982 1983
Press (newspapers, periodicals) 4+ 227 + 21,0 + 14,0
RAI-TV v 46,2 + 30,6 + 252
Private TV + 77,1 + 82,5 + 19,3
RAI radio + 8,3 + 28,2 + 24,0
Private radio + 9,1 + 117 + 12,4
Other (cinema, poster advertising
foreign broadcasters) + 14 J. 41 + 16,1
Total + 28,5 L4 299 + 16,1
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Country/television Television advertising time as a percentage of
organization daily transmission time

Broadcaster mainly financed by

Advertising Licence Licence fees and
fees advertising
BELGIUM No advertising
RTBF 1 + 2 time
BRT 1 + 2 No advertising
time
DENMARK No advertising
Danmarks Radio time
GERMANY 17.4% (DO (b)) (c)
ARD I. Programm 3.1% (2)(b) ()
ILDF 2. Programm 16.7% (3 (b) (¢)
3.27%4 W)Y (b) (o)

IIi. Programme
(BR, HR, WODR,

NDR/RB/SFB,
SR/SDR/SWF)
Baden-Wurttemberg 5% (a)
Bavaria 20% (a)

{Draft Llaw on
trials of the media

Basic agreement on
the Munich cable pilot Unlimited
project
Berlin

Draft law on
raglp nilot project 15% (a)

(a) Maximum percentage, or minutes of advertising time per hour of transmission
time expressed as a percentage.

(b) Other maximum limit, expressed as a percentage of transmission time.

(c) Actual advertising transmission time.
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Country/television Television advertising time as a percentage
organization of daily transmission time
Broadcaster mainly financed by
Advertising Licence Licence fees and
fees advertising
GERMANY (cont'd)
Lower Saxony 20% (a)
Draft Land broadcasting
Law
Rhineland-Palatinate 20% (a)
Land law concerning an
experiment with broad band
cable
Schleswig-Holstein 20% (a)
braft Land broadcasting and a maximum of
Law 25% per hour
Saarland 20% (a)
Draft Land broadcasting and a maximum
Law of 25% per hour
FRANCE
TF 1 9.2% (5)(b) (c)
3.25% (6) (b3 (c)
A2 9.2%4 (5 (b) ()
3.47% (6)(b)(c)
FR 3 2.75% €6)(b)(c)
GREECE
ERT 1 7% (@)
ERT 2 7% ()

(a) Maximum percentage, or minutes of advertising time per hour of transmission time
expressed as a percentage.

(b) Other maximum limit, expressed as a percentage of transmission time.

(c) Actual advertising transmission time.
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Country/television Television advertising time as a percentage
organization of daily transmission time
Broadcaster mainly financed by
Advertising Licence Licence fees and
fees advertising
IRELAND 10% (@) and a
RTE 1 maximum of 12.57
per hour
RTE 2 10% (7)(c) and 4
maximum of 12.5
per hour
ITALY
RAI Rete 1 5% (a)
Rete 2 .
Rete 3 S5%(a)
Private television
stations Unlimited
LUXEMBOURG Unblimited, but
RTL sel f~imposed
restriction of
20%
RTL — Plus Unlimited, but
self-imposed
restriction of
20%
NETHERLANDS
Nederland 1 4.3% (8)(b)
Nederland 2 5.0% (8)(b)
UNITED KINGDOWM No advertizing
BBC 1 time
BBC 2 No advertising
1TV 10% (9 (a) and time
a maximum of
11.67% per !
hour i
Channel 4 104 (9)(a) and
a maximum of
11.F7% per hour

(a) Maximum percentage or minutes of advertising time per hour of transmission time
expressed as a percentage.

(b) Other maximum limit, expressed as a percentage of transmission time.

(c) Actual advertising transmission time.
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Notes and comments

D]

(2)

3

(&)

(53

6

(7
(8

6]

As a proportion of programmes between 18.00 and 20.00, the onLyl
period within which advertising is broadcast. ARD, Jahrbuch 1983,
Hamburg 1983, p. 389.

As a proportion of all programmes (total daily transmission time)
including advertisement-free times before 18.00 and after 20.00.
Apart from programmes between 18.00 and 20.00, the only period

within which advertising is broadcast, the average daily transmission
time of the Erstes Programm, excluding morning broadcasts, amounted
to 8 hours 55 minutes in 1982, ARD Jahrbuch, loc. cit. p. 381.

As a proportion of programmes between 17.30 and 19.30, the only
period within which advertising is broadcast. ZDF, Jahrbuch 1982,
Mainz 1983, p. 113, and our own calculations.

As a proportion of all programmes (total daily transmission time),
including advertisement~free times before 17.30 and after 19.30.

The average transmission time, excluding morning broadcasts, amounted
to 10 hours 28 minutes in 1982, ZDF Jahrbuch 1982, loc. cit. p. 103.

As a proportion of the periods (Ycreneaux") between 12.715 and
13.30.and between 19.00 and 22.45. Advertising broadcast at other
times is not subject to the maximum Llimit of 24 minutes per day.

As a proportion of all programmes (total daily transmission time).
Annual transmission time in 1983 was as follows:

TF 1: 4 264 hours
A 2: 4 480 hours
FR 3: 1 868 hours (nationally).

In the same year, annual advertising transmission time was as follows:

TF 1: 8 318 minutes 50 seconds (of which 772 minutes 43 seconds

was collective advertising)
A 2: 9 057 minutes (of which 854 minutes was collective advertising)
FR 3: 3 082 minutes 21 seconds (of which 371 minutes 14 seconds

was collective advertising).

RTE, Annual Report 1981, Dublin 1981, statistics, no page number.

As a proportion of all programmes (total daily transmission time).
Annual transmission time in 1981 was as follows:

Nederland 1: 2 556 hours, 7 minutes

Nederland 2: 2 168 hours, 44 minutes

NOS, Jaarsverslag, 1981, Hilversum 1982, p. 60. The daily advertising
transmission time is 18 minutes each for Nederland I and Nederland 2.

No figures laid down by law. The IBA stipulates the maximum amounts
on the basis of qualitative criteria contained in the Broadcasting Act
1981 (Section 9(5)).



