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WEEKLY

REPRODUCTION AUTHORIZED
FOR CONSUMERS Brussels, 7.10.1974
IN THE COMMUNITY COUNTRIES Special edition

TELEVISION BROADCASTS

Various numbers of "Industry and Society" have included brief
descriptions of consumer programmes broadcast on the various
television channels of the member countries of the Community:
Germany (No 21/74), Belgium (Nos 17/74 and 18/74), Dermark
(No 20/74), France (No 27/74), the United Kingdom (No 26/74),
Ireland (No 23/74), Italy (No 31/74) and the Netherlands

No (19/74).

These articles were written by and under the responsibility of

the television producers concerned,

At the request of many readers these various articles are

reprinted in this special editione

Consumer information and protection programmes are produced in much the
same way by the television services of the various Community countries, but
the importance attached to them varies considerably. There is also a

wide difference in the length of the programmes from one country to

another and in the point in time when the television services first

realized the need for consumer information and protection,

The first programmes for consumers were produced in Denmark in 1954 and
were intended mainly for housewives rather than consumers in general.
The other television services came into the field much later: French
television, for example, did not produce its first consumer programme,
"télex—consommateurs'", until 1961; in 1971 one of the German channels
began broadcasting its programme "Ratgeber" which was intended solely
for consumers (admittedly consumers had been informed on various aspects
of the economy for a long time before then, but only in a very general

manner); French-speaking Belgian television began its first consumer

This bulletin is published by the
Commission of the European Communities X/51 6/74-E

Directorate General of Information
Division for industrial information and consumers

Rue de la Loi 200
B-1040 - Brussels — Tel. 350040

Further information is available from the Commission's press and information offices in the countries listed on the inside cover.



opinions.

The information published in this bulletin covers the European Communities' acti-
vities in the fields of industrial development, protection of the environment and
consumer welfare. It is therefore not limited to recording Commission decisions or

BELGIUM

1040 BRUSSELS
Rue de la Loi 200
Tel. 350040

DENMARK
1457 COPENHAGEN

4 Gammeltorv

Tel. 144140

FRANCE
75782 PARIS CEDEX 16

61, rue des Belles-Feuilles

Tel. 5535326

GERMANY

53 BONN
ZitelmannstraBe 22
Tel. 238041

1 BERLIN 31
Kurfirstendamm 102

Tel. 8864028

GREAT BRITAIN

LONDON W8 4QQ
20, Kensington Palace Gardens
Tel. 727 8090

IRELAND

DUBLIN 2
41 Fitzwilliam Square
Tel. 66223

ITALY
00187 ROME
Via Poli, 29

Tel. 689722 g 26

LUXEMBOURG
LUXEMBOURG

Centre européen du Kirchberg
Tel. 479 41

NETHERLANDS

THE HAGUE
29, Lange Voorhout
Tel, 070-46 9326

PRESS AND INFORMATION OFFICES OF THE EUROPEAN COMMUNITIES

SWITZERLAND

1202 GENEVA
37.39, rue de Vermont
Tel. 3497 50

UNITED STATES

WASHINGTON, D.C. 20037
2100 M Street, N.W,

Suite 707

Tel. (202) 872.8350

NEW YORK 10017
277 Park Avenue
Tel. 371-3804



128

J&S Special edition, p.2

programme, the "magazine des consommateurs" in 1966; and Dutch-speaking
Belgian television did not start producing specifically consumer—orientated
films until April 1973. Previously, consumer affairs had been partially dealt

with in the course of different programmes (women's programmes, hewscasts, etCa)e

It is noticeable that in all the countries (excepting Italy, where specifically
consumer-orientated programmes were suppressed in 1973 as a result of the
controversy they aroused) growing importance is being attached to these matters

as may be seen in longer programmes. and specific content. Whereas the first
broadcasts on consumer affairs were incorporated into the wider framework of
programmes on economic matters or women's and news magazines, programmes dealing
specifically with consumer problems have now been introduced. Danish television
has gone furthest in its ideas of what a specifically consumer—orientated
programme should deal with: for example, it considers the scope of these programmes
to include examination of the decision-making process imvolved at management level

in a firm before launching a new product and determining its price.

The broadcasting time given to these programmes and the level of participation

by people whose interests are involved show clearly the varying degrees of
importance attached to these questions in the various countries, Whereas countries
such as France, Belgium, the Netherlands, Italy and Ireland devote less than one
hour of broadcasting time per month specifically to consumer affairs, Demmark,

Germany and the United Kingdom are well above this figure.

One of the German channels is particularly worthy of mention for its filmed

reports giving financial, legal and technical advice to consumers,

Some countries attach a great deal of importance to consumer participation in the
programmes, This is particularly true of Danish television and alsc applies to
the Dutch-speaking Belgian service and the United Kingdom networks, where
representatives from consumer organizations are invited from time to time to
appear on the programmes and express their views, In some cases consumers
participate directly in the programmes, for instance, putting questions to

experts appearing therein.



WHAT TELEVISION DOES TO HELP THE CONSUMER IN GERMANY

In order to encourage the flow of information within the Community,
we have asked various television programme producers to tell us
briefly what each television network broadcasting in the Community

does to help consumers.

The text below was sent to us by the Bavarian network of the ARD
(Arbeitsgemeinschaft der Sffentlichrechtlichen Rundfunkanstalten

der Bundesrepublik Deutschland).

X
X X

Since their establishment the associated television networks forming
the ARD have included programmes in their transmissions, at both

national and regional level,devoted to consumer protection. A wide range
of transmissions, from programmes on a large-scale to magazines,

iz devoted to consumer information. Programmes addressed specifically
to the consumer have also recently been instituted. These take the
form of film sequences, offering legal, financial and technical

advice.

A financial adviser has the special task of aiding savers, tenants,
pensioners and taxpayers, to economise. Strcss is laid on the
practical aspect of the information provided and the programmes
invite consumers to be more selective when buying. In the
"teletests'" the adviser describes the results of tests carried out

by the "Warentest' foundation.

A technical adviser informs the consumer as to the use and potential
hazards of products, and their usefulness or irrelevance. The
consumer's critical sense is developed and extended to include

environmental protection.



The legal adviser informs the consumer of his rights. He explains
the wording and limits of text, which is favourable or unfavourable

to the consumer, and warns him against unfair practices.

Two advisers on health and education also deal with these problems

from the angle of consumer protection.

According to a poll carried out by a public opinion rescarch
institute, the advisers’ programmes have been favourably received
by consumers and attract an audience comparable to those of more
than one successful variety show. In 1973 the producers were
awarded the German television ""Bambi!" prize by the review "Bild
und Funk". The gold medal of the International Festival of Filus

for Consumers as awarded, also, to the legal adviser.

Programmes are televised on the national network every Sunday
between 10.45 and 11.30 a.m. and are repeated the following week on

the third channel of the regional network.

"Reisemagazin' is designed for tourists and holidaymakers, and
is intended to give viewers the ability to judge. 1Its sub-title
"Information and Advice™" clearly indicates that the programme
provides practical advice and warnings, as well as the results

of tests.

In addition to programmes in the "Ratgeber'" series, which have
been televised since Jannary 1971, the economic review '"Der Markt®
has for a long time helped to inform the consumer of the many

economic '"facts of life" presented on each programme in the form



¢f films, animated cartoons, interviews and commeantaries. Studios
at Baden-Baden, Hamburg, Cologne, Munich and Saarbriicken take it

in turns to televise this programme on Saturdays at 4.45 pems
x

x X
The ARD's 10 regional studios transmit their own programmes

between 6 and 8 p.m. These consist of ncws magazines, consumer
flashes and variety shows. The subjects dealt with are extrenmely
varied: local politics, and economic, social, scientific, technical,
cultural and sports afliairs that concern the region. Consumer
problems are dealt with in different ways, and as they relate to
every day life in the region. The length of these consurmcr

programnes varies, depending on topical requircmeants.

The Bavarian rcgioral network, which hes & potentizl viewing
audience of 10 million, produces a monthly magazine Ior counsumers
lasting some 20 minutes. This programme is heard by 30% of the
audience, even when it has to compete with a star film presented
on another channel. Bavarian television ealso produces two other
consumer information programmes '"Ferien und Freizeit" and

"Riickspiegel", each lasting approximately 20 minutes.



WHAT TELEVISION DOES TO HELP THE CONSUMER IN BELGIUM

e

(French language channel, RTB)

In order to encourage the flow of mutual information within the
Community, we have asked various television precgramme producers
to tell us briefly what each television network broadcasting

within the Community does to help the consumer.

The following article was sent to us by the Belgian French language

television channel (RTB).

Programmes whose aim is to inform and protect the consumer have
been broadcast by RTB since 1966. Since that date, and almost
without a break, the following programmes, ‘‘Le magazine des
consommateurs' (Consumers' Journal, 1966 to 1969), Situation®
(State of Affairs, 1969 to 1973), and "Si vous saviez!" (If Onky

You Knew, since 1972), have been put out.

All these programmes were produced by the Brussels studio and
broadcast cn the national chain. For some months now, programmes
produced by the RTB's Liége studio and designed for consuiers have
been added to this range, particularly the "Conscils consommateurs"

(Consumers' Councils).

l. "Si vous saviez!®

Technical data

Producticn: RTB Brussels. Enquiries and Reports Scrvice.
20 minutes per fortnight, on Tucsdays at 20.15 hours (immediately

after the television news).



Audience: 35 to 50% of the 'potential® public (1% = 22 500 persons)

Produced on black and white, Sepmag, 16 mm film.

Subjects covered 1973-74

- Consumer associations in Belgium (11 September)

- Dental carce and false teeth (25 September)

- Telephcnes (9 October)

- Supnly of heating fuels (23 October)

- Safety belts and safety seats for children (6 November)
~ Poultry meat

- Is justicec applied equally to a211? (11 December)

- Automatic credit and cheque guarantee cards (18 December)
- Cable TV (8 January)

- Life assurance (22 January)

- Weighing scales (5 February)

- Safety windscreens for cars (19 February)

- Deceptive packaging (19 March)

- The poison antidote centre (2 April)

- Medicines (16 and 30 April)e.

2. "Situation 73-7h"

Among the other productions of the Enguiries and Reports Service,
mention should be made of some other broadcasts which are to be

classed in this ‘Consumer Information® category. These are three
runbers of the monthly social and economic information progranme,

iSituationt:

- "Marché, oui ... commun, non" i.e. ‘Itts a market, but not s
common one'', on 3 October 1973. (This was a couparison of

prices in the six countries of the Common Market in 1972 and



wag produced in collcboration with Vara Televisie (Hilversum)
and ZWF (Badean-Baden);

- Distribution in Belgium: small businesses or supermarkets?

on 6 February 1974;

- The 0il crisis and supply difficulties for petroleum products,
on 20 March 1974.

The January 1974 number of the quarterly "Tout va bien?!V dealt
with the shortages of some major cunsumer products as a result of

the encrgy crisis and the rise in prices.

3. "Conseils consommateurs’

Technical data

Production: RTB Lidge

Started in January 1974, 1 to 2 minutes, threc times a weck, just
before ths television news.

Audicence: considering the brevity of the programme, difficult to
be precise but probably betweea 30 and 40% (between the 'feuilleton'
and the teclevision news).

Produced on black and white, Sepmag, 16 mm film.

Subjects covered

One-way packaging

Door-to-door selling

Deep~freceze products

Cheque guarantee cards
- The save energy campaign

Credit and door-to-door sales techaiques



- Insurance
- Dietetic foods

- The quality of beer.

Finally, there is the TVF women's journal, also produced by the
RT3 Liége studio, which sometimes produces programmes focused on

consumption:

- Children and publicity, 15 October 1975

- Stop giving poiscnous presents! 12 November 1973

- Medicines 19 November 1973

- Sales methods in the supermarkets, 4 February 1974

- Apartments for renting at the Belgian coast, 4 March 1974
- A draft law on misleading publicity, 8 April 1974

- Colouring substances, 15 April 1974,



WIAT TELEVISION DOES TO HELP THi CONSUMER IN BELGIUM
(Dutch language channel, BRT)

In order to encourage the flow of mutual information within the
Community, we have asked various television vrogramme producers
to tell us briefly what each television network broadcasting in

the Community does to help consumers.

The following article was sent to us by the Belgian Dutch langucge

television channel (BRT).

Since April 1973 BRT has been broadcasting programmes specifically
devoted to consumcrs' problems. These programmes are broadcast
every four wceks and last 40 to 45 minutes. They are deviscd by
the "artistic and educational broadcests'" service of the department

of scientific programmes.

Well before the existence of this programme, "Wikken en wegen'®
(weighing the pros and cons), consumer problems were intermittently
discussed on various BRT programmes, including the motorists'
diary, womens' programmes, Scilence programmes, curreat aiffairs

programmes, etc.

BRT has set up a consultative committee to help it examine consumer
problems. Specialists such as representatives of trade unions,
consumer and other social organizations which are more or less
directly interested in these problems are members of this committee.
At the monthly meetings, which are attended by those in charge of

the "consumeri progromme, suggestions are put forward on matters



of current interest to the consumer. The experiment has shown
that these meetings were particularly useful since they oblige
thc programne producers to compare their ideas with those of the

specialists.

Up to thc prescnt the following subjects have been covered:

Weight and quality of bread

Prices and quality cf potatoes
Inflation

The "mini-consumer"

The oil crisis

Saving energy

The safety of electrical installations
Hoiidays in Majorca

Fire ¢xtinguishers for cars.

Initizily the magazine form of presentation was chosen, but it

was abandoned in favour of breoadcasts on major economic subjects
(inflation or the oil crisis, for exanple). In the end, however,
the producers decided to return the original formula which appears

to meet with the approval of television viewers.

At present these programmes consist entirely of reportage sequences.
From next September, these filmed enquiries will be accompanied

by scquences recorded in the studio.

In spite of the unfavourable time of the slot (Saturday at
1900 hours) recsults of enguiries into audience percentages indicate
that of a total of five million Belgians with Dutch mother tongue,

abcut 500 000 viewers watch each broadcast in this programme series.



WHAT TELEVISION DOES TO HELP THE CONSUMER IN DENMARK

To encourage the flow of mutual information within the Community,
we have asked various television programme producers to tell us
briefly what each television network broadcasting in the Community

does to help consumers.

The following article sent to us by the Cultural Affairs Department
of Danish Television is next in the series after Belgium (sce

IS Nos 17/74 and 18/74) and the Netherlands (see I& No 19/74).

The first regular consumer information programmes on Danish
Television started in 1954. At first they were addressed mainly
to women in the home but were gradually changed, to appeal to
consumers as a whole. In the past few years the subjects covered
have muved from individual consumer problems to more general

problems connected with public services.

In January 1965 the "Radio Council"” set up a committee responsible
for assessing the significance of radio and television as consumer
information media. In May 1968 this committee submitted its report
on "Consumer information on Danish radio'" which was aporoved by

the Radio Council. The report indicates the measures that should

be taken to improve consumer information.

At the end of last year, the production team for consumer
programmes was enlarged, and was allocated a larger budget.
Currently, two programmes, lasting at least 30 minutes, are
transmitted every month. In practice programmes are often longer,
and an average of 75 minutes is devoted every month to problems of

interest to the consunmer.



The shape of programmes has also been changed. making them more
journalistic than educational in character. The new approach
means that programmes can be made more lively and discussion
encouraged. Generally programmes go out live,; to keep thenm

topical.

It is difficult sometimes to draw the line between issues which
should be dealt with on consumer programmes, and other wider
themnes. ©So far there has been no difficulty in dealing with
subjects concerning consumer protection, or differentiating
between them and other television programmes. Nowadays it seems
suite normal for any item of more or less direct interest to the
consumer to become the subject of a consumer programme. But some
circles still find it difficult, for example, to accept that the
decision-making processes of a large company may be of interest

to the consunere.

Previous programmes aimed to help consumers choose between quality
products differing in price. Nowadays details of decisions made
at management level, before a company launches a product and fixes

its price, also come within the consumer programme framework.

Those responsible feel it to be most important that consumers
should participate in programmes, and that these should focus on
everyday practical guestions. Daily they receive letters from
consumers, asking that particular subjects be dealt with, and
directors do take account of these requests. But they would also
like the consumer to be able to play a direct part. When
discussion of a new Danish law on foodstuffs was programmed, foxr

instance 20 consumers were asked to obtain, over the period of



one week, details of the artificial substances contained in
products they had bought. In a live programme, they were then
able to put questions directly to the Secretary of State for the
Bnvironment, representatives of the economy, and the public health

authorities.

The prices of 12 specific items were similarly studied. Television
viewers were asked to purchase these items and to send in details
of the prices paid. The large amount of mail received made a

close evaluation of prices possible. This apprcach aroused a

great deal of interest among viewers who had taken part in

producing the programme.

Some subjects have been spread over two successive programmes:
the first providing basic information, concerning which during
the second programme, viewers were invited to put questions. The
audience was thus offered a chance of taking part in the second
programme, by questioning the experts concerned. This method was
also employed to expand one television programme by intreducing
a radiotelephone extension. Television viewers and listeners
were then able to phone in and obtain direct replies to their

questions.



WHAT TELEVISION DOTS TO HELP THT CONSUMER IN FRANCE

In crder to encourage the flow of mutual information within thc Community
we have csked the various television programwme producers to tell us
briefly what each television network broadcasting in the Community

does to help consuners.

The following article was sent to us by INC (1'Institut national de la

consommation ~ netional consumer institute),

1, In 1961 French television set up the "Telex Consommateur" (consumer

tclex) programme, Its aim was twofold:

to inform housewives on what products were available on the
market at relatively low prices so that they could buy to the

best advantages

to stabilize the markst by letting housewives know when large

supplies of seasonal products became available,

However, it very soon became necessary to include an indication of
ruslity when giving @ price, and to define for each product such items
as stundards, packaging coriteria, preservation, and taste, Hence a

new programme was devised includings:

national "flashes'" broadcast from Tuesday to Saturday inclusive
and lacting 90 scconds, which give the price changes for a list

of products;

"Jearme achdte", a weekly animated cortoon series lasting threc
minutes, In 1968 this became "Consommateur =~Information"
(consumer information) and was redesigned to match the housewives!'

level of development and kmnowledge,

The Consumers! information and protection office, (Directoratc-General

for Internal Trade and Prices) was responsible for conducting these



programmes in collaboration with a noticnal network of corrcspondcats,
Since informing and protecting the consumcr is an INC responsibilit;,
however, it wes csked to tuke charge of "Consommateur-Information™ on

5 Januvary 1970,

By agrecment with the French Broadcasting authority, ORTF, and in return
for a fze, French television permits INC to put out programmes and makes
a producer available, These programmes go out daily at 1210 hours,
cxcept for Sundays, on the first chennel and last three minutes on
Hondays, and 90 seconds on other doys. They are now called "50 millions
de Consommateurs" (50 million Consumcrs) like the mouthly magazine,

INC also has a contract with a film company, to producc films,

Whan it took over responsibility for these information progrommes the
nancgement of the Institute felt that the programme should change its
style, but keep its flair, The prcgroumme was therefore slightly altercd:
o topic for the week is introduced on Meondeys and discussad for three
minutce, It is then taken up agoin, in 90 second spots, on- Tuesdurs,
Wednesdayrs and sometimes Thursdays (depending on hew important the
subject is), to give a fuller picture. On Saturdays there is an cnimated
ccrtoon which is @ competition as well (viewcrs are asked an easy
question and have until the end of the programme to find the angwer),

and the subject for the following week is announced, The remaining

90 second spots (Thursdays and Fridays) are either dsvoted to prouoting
the magazine, "50 millions de Consommateurs", or deal with 2 current

topic.,

A wide range of subjects is dealt with, selected in collaboration with
conswier organizations bclonging to ths INC administrative Council.

For instance, during the first quarter of 1974 the fellowing topics

were brought up: milk, holidey bockings, compzrative tests by IC,
soundproofing, labelling of food products, biological farring, evictions,

oils,



2. Unlike television networks in most Community countries, French
television has not yet devised any programmes, other than those by INC,
that are specifically designed to inform the consumcr, However, several
programmes such as "vivre cu présent", "les dossiers de 1'écran",
"aujourdthui madame™, and "actuel 2", do from time to time include

such subjects and on these occasions INC representativcs sometimes

take part.

Finally a series of 90-second regional programmes called "Consommateur—
Information" should be mentioned, These are financed by the Directorate-
Generzl for Interncl Trade and Prices and produced by regional consumer
associations, e.g. UROC (Unions Régionales d'Organisations de
Consommateurs — union of regional consumer associations) and broadcast

information on problems specific to a given region.



WHAT TELEVISION DOES TO HELP CONSUMERS IN THE UNITED KINGDOM

In order to encourage the flow of mutual information within the
Cormunity, we have 2sked the various television programme producers
Yo tell us briefly whet each television network broadcasting in the
Comminity does to help consumers, It should be understood that these

articles are the sole responsibility of their authors.

The following article was sent to us by "Response Consumer
Communicetions™, a British journelistic venture concerned with moking
consumer information more widely svailable in 21l the media, It is

independent of any consumer, business or brosdcasting organizstion,
¥ ]

Television broadcasting in the UK is corried on by the BBC which hre
two n~tionsl networks finesnced by viewers' licence money (one of

these hes 2 small emount of opt-out regional progremming) and also

by the Independent Broadcesting Lfuthority. The IBA grents licences

to 15 compenies to hroadcast in 14 areas of the country snd these
companies finsnce themselves by selling about six minutes or cach hour
of their broadcasting time for advertisements., There must be no

commection between advertising and programme content.

The BBC produces approximately 140 hours of progremmes per week on

its two channels and the 15 commercial companies average 156 hours,

Of this time the BBC produces =2bout 20 mimutes of reguler consumer
progremming weekly and three of the IBA compenies originate an

average weckly total of en hour. Depending on the area of the country
in which you live you would be cble to see either (on both BBC end
IBA siations) three different regular progrommes or only one report

of about 15 minutes on 3BC-1, In addition there zre some hours of

breoadcasting on ell three chemnels given over each week to documenteries



end magrzire programme reports which investigate from s consumer
viewpcint or which put forward thet viewpoint. No UK consumer
organizstion or group hes a programme under its own control but

most are invited (or actively seek) at some time to express their
opinions or give the results of any research in the many news and
current affairs progremmes. These contributiors ere therefore under

the control of the individual programme producers.

1. Reguler progrrmmes origineted by the BBC

The BBC preduces no reguler progremme solely devoted to consumer
viewpoint., All television broadcasting of this type is presented
within the context of other progrsmmes or series (2n eccentric
exception to this will be noted leter), The nein BEC progrommes to

which a corsumer might look for regular informetion are:

(») *Natiorwide", This ie a news megazine progremme brosdcast escch

weekday from 1800 hours for about 50 mirutes, It is intended for

Lo

femily viewing. Esach Thursday cpproximetely 135 mimutes of the show

is devoted to a wide range of consumer rmatters, This is weatched by

roughly 103 million viewers throughout the country. The producer
of this consuner section of Nationwidle regards its 2im as
'informing consumers of their rights' and its successes are
causing some shnady firms to go out of business 28 a result of

televigion publicity being =2ble to express public conceran to the

politiciens in such = way as to help couse ar Act of Pzrlisment to

include a clause to ban re-pricing of goods on shop shelves and

olso getting the rights of caraven owners raised in o parlicme ~tery

cebotes This production uses both studio materisl »nd specielly

Shot fi 1m¢



(v) "This is Your Right". (Produced in Manchester by Granada TV). Seen

only in Lancashire this weekly programme aims to give advice on a
wide range of social problems. It is seen on Mondays at 1825 hours,
runs 15 minmutes and reaches 800 000 homes. Ezch week it receives
abont 300 letters and 50 phone cells from viewers snd the zdvice

of its p2nel of experts is made avrileble both on and off the
screen, It is populzr, its reputation is one of sympathy and it is
ecgpecially geared to its commurity. Consumer queries and problems
form more then half its content end concern., This is = studio bsszed

production,

"Citigens! Rights". (Produced ir Bimminghem by ATV Iletwvork Ltd.).
This weekly 30 mimite progremme aims to give clear informeticn on
citizers rights concerning a wide renge of sociel matters, It is
seen in the Midlend rcgion only on Monday 2% 2230 hours end
repected on Sundey &t 0930 hours, We have not been supplied with
andience figures. The usual formail for ihis show is for a studio
andience (2ided by specizlly briefed reporters) to confrort o penel
of experts with their problemes, but once a month & specially consumer
oriented programme is mounted., This "Iiscellany", as it is called,
presents specific problems to a series of experts, ezch particularly
skilled in relation to the query and not to the entire topic as in
other progremmes. Their advice and sppraisals are ususlly
surimarized in the form of posegible action based on the citizens
rights, Once agein this is a studio based production using ro

film,



(b)

(e)

(¢)

"Pebble Mill ot One", This generrl mageszine programme ig seen
every weekday throughout the country a2t 1300 hours, It runs

45 mimites, During each week it will carry some items of specific
consumer interest and its interviews =znd reports can be informeative,
Bagically a studio prograrmme, it does use film reports from time

to time,

Once each week the 1 hour 15 mimite long Afternoon Progromme
(starting at 1445 hours) includes a five mimute report on food

prices called "Bhopping Basket',

"That's Life". This is the 'eccentric exception' referred to

enrlier and which is publicized by the BBC 28 'a lnte-night collection
of rerl-life jokes, drcmas and problems'. This programme is

usually dbroadcret on Seturd-y ot 2305 hours ond runs 40 minutes.
Consumer probiems are used as the basgis for displays of Mumour

and ¢ particulor sort of wit on the part of the performers.

Argusbly it has hrd » negative effect on the consuner ceuse,

Progrommes origincted by the IBA compchies

"Good Afternoon", (Produced in London by Themes Television Ltd. ).
This is a general mcgazine prograzmme hroadcest every weekday at
1430 hours for about 25 mimutes. Once every two weeks on o
Fridey the troncmission is given over entirely to consumer mztters.
This is networked through half the IBA regions. In London zlone

it is seen by 1,7 million people, The two presenters cover 2 wide
renge of topics on film and pre-recorded videotope from 'best buys!
in consumer durcbles to food additives, the effects of cdvertising,
consumer education or loopholes in the Welfare Stete. It moy denl
with three topics per progrzrmme or only one. Its emphasis is on

investigation and informotion. It does not trivielize its moteriel,



Conclusions

Broadcasting for consumers in the UK follows no overall policy or
pattern, Little regular broadcasting is underteken specifically from
this viewpoint becsuse it is only now being delineated and understood.
There is however & range of casuzl progremmes produced from this

view, almost accidentally. It would seem thet where specific consumer
brosdeasting is underteken it attracts good sudiences (especizily
considering the times of tronsmission) end often brings goodwill or
prestige to the producing organization, No orgenization of consumer
interegts hrs access to regular air time other than through broadessting

organizgations ~nd their profaes=iorrl producers,



WHAT TELEVISION DOES TO HELP THE CONSUMER IN IRELAND

In order to encourage the flow of mutual information within the
Community, we have asked the various television programme
prcducers to tell us bricfly what each television nstwork
broadcasting in the Coumunity does to help consumcrs. The

following article was sent to us by Irish television.

Growing affluence is building up increasing public interest in
consumer programnes on television. The consumecr is pressurized
into buying so much that he wants value for money. Who can
blame him? Money is hard-earned and taxes are high and the

increcasing standard of living difficult to naintain.

At RTE, there has always been an awareness of the importance of
the public interest. The national station caters for this
interest, but it is not as simple as it scunds. Programmers
have to be careful because the law of slander and of libel

protects the bad as well as the good and the indifferent.

One of the hendicaps in dealing with subjects of consumer interest
on television is that too often programmes can deteriorate into
mere public service announcements. Viewers give such programnes
short shrift. A turn of the wrist and they are chasing cther

fare on different channels.

A regular consumer programme slot in a televisicn schedule is
not always the happiest way of dealing with such itens. For one
thing, it can be very difficult to keep up the standard of

interest. At RTE, the programmers get around this particular



difficulty by avoiding the fixed slot. Thus major programmes,
from time to time, as the necessity arises, deal with subjects
of great public interest. The result is that a serious subject
can be treated in a way that is entertainingly instructive at
the best and attracts maximum reaction. Presented in a public
services sort of way, such programmes would hardly have been

noticed.

One of RTE's most popular offerings is "Tangents'", a magazine
type programme which goes out five times a weck. At lcast once
a fortnight it deals with goods peoplc buy in shops and stores.
It has covered all sorts of items of consumer intercest from

cosmetics to thz quality of soup.

From time to time, the major current affairs programme, "7-Days',
tackles subjects which are of great interest to the consumer
field. So far it has examined, not only consumer durables such
as cars, but also services, such as those provided by garages.
One of its more celebrated programmes was a highly controversial
ingquiry into money-lending. Other programmes have examined the
guality of housing and the service provided by the State for

the people.

In common with the other television authorities in the Community,
RTE keeps its activities in this field under extensive and

careful review, always with an eye to improvement and expansion.

One cannot help thinking, however, that television can do nore
for the consumer on a Community-wide scale. There should be

greater exchange of programmes of interest to consumers and one

dreams of a major programme, going out rcgularly, and linking
all nine members of the European Economic Comnunity, which
will show how consumers in all the countries can learn from

each other.

A programme such as this could go out quarterly. It would
demonstrate the confidence of the Commission in the value of
television as a means of uniting the disparate elements of

the Common Market.



WHAT TELEVISION DOES TO HELP THE CONSUMER IN ITALY

In order to encourage the flow of mutual information within the Community,
we have asked the various television programme producers to tell us briefly
what each television network broadcasting in the Community does to help
consumers. The text below was sent to us by an Italian journalist

specializing in consumer problems.

The first and only regular programme which the RAI (Italian radio and
television) designed for the information of the Italian consumer was
launched in the autumn of 1969 under the title 'io compro, tu compri"
(I buy, you buy). It went out every Thursday at 1300 hours and was very
well received, being shown at a time which was particularly suitable for

housewives.

The programme was broadcast over three pericds: 1969/70, 1970/71 and
1971/72. During the latter period, the programme was shown during the
evening. Subsequently, it was dropped for reasons not given officially,
but, unofficially, this was said to be as a result of internal dissensions

and the serious controversies which it aroused.

The programme almost always contained a live investigation on a problem of
great topical interest with street interviews, followed by a discussion
between specialists and members of the public, and supplemented by
commentaries on the various topics. The style of the programme as a whole

was more "sensational" than purely informational.

Intense controversies were set” off by the investigations into calves

bloated with water and fed on harmful feeding stuffs, into mineral waters

and dietary products. These controversies were caused by the fact that

the programme courageously denounced certain situations, but without offering
any alternatives. For example, the broadcast on mineral waters had only onz

brand in mind in its denunciation. But since Italian television is not



allowed to mention the names of products the criticism appeared general -
hence the serious difficulties encountered by the oroducers and the dropping

of the programme.

Since 1973, Italian television no longer produces programmes devoted
specifically to consumer problems, but the programme "A ... come agricultura"
(4 +«o. for agriculture) which has been running for a number of years, being
broadcast every Sunday at 12.30 hours, devotes a few minutes to publicising
the criticisms voiced by consumers on anything '"that just isn't good enough".
However, these criticisms are limited to the one subject of the broadcast -

agriculture.



“

WHAT TZLEVISION DOES TO HELP CONSUMERS IN THE NTTHTRLANDS
(VARA Television Institute)

In order to encourage the flow of mutual information within the Community
we have asked various television programme producers to tell us briefly
what each television networl broadcasting within the Community does to

help the consumer.

The following article was sent to us by the Dutch Television Institute VARA.

* *

The programme "Koning Klant" (the customer is always right), produced by
the Dutch Television Institute VARA, is broadcast every fourth Friday at
about 2100 hours., It lasts about 50 minutes.

Thiz series will be continued until the end of May. It will then be
replaced by four bi-monthly programmes during June, July and August. The
programme will be called "Watermerk" (pastimes inand on the water) and will
keep the public informed of the state of cleanliness of the water, beaches
and rivers, etc. Bacteriological tests will be carried out on samples
taken at 40 different sites throughout the country in regions where water
is an elemert in leisure activities. These tests will enable the public to
decide whether it is safe to swim at a given spot or whether the water is
sufficiently clean for fishing (e.g. where ammonia concentration in water

is too high, fish disappear).

The "Koning Klant" series will resume in October and continue throughout
the 1974/75 winter season. The programmes include comparative encuiries on

goods, commentariec and reportages on misleading {irading practices, and a



spot vhere television viecwers toke over and can put their complaints

to =~ group of specialistes on the rights of the customer. The creation
of the programme is not subject to any limitations of freedom, as long
as it stays within legal bounds. Any companies or products discussed

are always exvlicitly named,





