The new EBU Secretary General was
appointed by the extraordinary
Administrative Council meeting on
16 March. Mr Jean Stock will take
office by the end of 2001 at the
latest. We bring you a portrait on
pages 2 and 3.

Our dossier: the protection of
minors!

Everyone agrees that children should
be protected from anything in the
media that might harm them,
whether on television, video,
electronic games or the Internet.
However, not everyone agrees on
everything — What is a minor? What
means should be used to protect
children? From what? Throughout
Europe, the answers are different,
though there is a consensus of
opinion on the general idea:
pornography, bad language,
violence.

Sweden, which currently has
presidency of the European Union,
organized a colloquium for the
heads of the main media sectors in
an attempt to get things moving.
This is an opportunity for Diffusion
to look into what will be possible
for the various media sectors — either
at European level or in each country
— in terms of legislative or technical
protection.

Another important chapter in this
edition: “radio” articles on the
occasion of the 2001 Rencontre de
Torremolinos.

Happy reading!

The editorial team
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Jean Stock, president of TV5,
nominated as EBU Secretary

General.

The EBU’s Administrative Council
nominated Mr Jean Stock, president
of TVS and Canal France
International, as the next secretary
general at an extraordinary meeting
held in Geneva on 16 March 2001.
He will succeed Jean-Bernard Miinch
by the end of this year at the latest.

EBU President Arne Wessberg,
director general of YLE (Finland),
told the Council he was convinced
Mr Stock would be a worthy
successor to Mr Miinch, who has
headed the EBU since 1990. “He is a
very experienced broadcasting
professional with a truly international
profile and highly developed personal
and professional skills,” he said.
Mr Wessberg paid tribute to the
“outstanding results” achieved by
Mr Miinch over the past 11 years:
“Mr Miinch was a pioneer in
integrating central and eastern
European broadcasters, the continued
acquisition of major sports contracts,
a sharp rise in productivity and
significant reductions in costs.”

In May, the Council will designate
new directors for three of the EBU’s
five departments — radio, television,
and operations.

Career

At 52, Frenchman Jean Stock has
enjoyed an international career
encompassing France, the USA,
Belgium and Luxembourg, among
others. He was appointed President
and CEO of TVS5 Europe and Canal
France International (CFI) in July
1998, President of Portinvest in April
1999 and Chairman of TVS USA’s
Board of Directors in September
1998. He was appointed Senior Vice-
Chairman of the Board of Directors

of TVS Quebec.

Previously, he was audiovisual
director for the Havas Group,
member of the Havas management
board (1997-1998), deputy general
director and programming & news
director of M6 (1987-1989). He was
news director at RTL-Radio for

Eastern France (1969-1971). His
other functions have included:
president of CLT-USA in Los Angeles
(1995-1996), managing director of
RTL-TVi (1989-1994), executive
director for all of CLT’s television
activities (1989-1995), programming
and news director for RTL-Télévision
(1984-1986), and assistant pro-
gramming director for RTL-

Télévision (1981-1984).

While serving as producer and director
of RTL-Télévision’s midday edition
(1977-1981), Mr Stock introduced the
first televised computer game show in
Europe. From 1971 to 1977, he was
an anchor on RTL-Télévision’s
newscast and from 1967 to 1970, a
reporter for the station.

Jean Stock has also served as a
director of Sofirad since April 1999,
and director of RFI since December
1998. Previously, he was a director
of Planéte, Ciné-Cinéma, Canal
Jimmy, Monégasque des Ondes
(TMC), Canal J, MCM Euromusique,
Muzzik, Eurosport France, C:,
Multithématiques, Havas Overseas
(1997-1998), founding director of
Multivision (1993-1994), and a
member of the Executive Board of

M6 (1987-1994).

In production, Mr Stock was a
director at MK2, Télé-Images from
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1997 to 1998 and at VCF from 1989
t01994. In the advertising industry,
Mr Stock was a director of Havas
Advertising (1997-1998), member of

the management board of IP/RTY, the
CLT group’s advertising watchdog,
from 1993 to 1994 and a director of
Mé6 Publicité (1989-1995).

EBU

He was appointed senior vice-
chairman of the Board of Directors
of TVS Quebec in 1998. Jean Stock
was a director of RTL Plus (1989-
1994), a member of the programming
committee of RTL Télévision (1989—
1994), president of TVi Radio (Bel
RTL) (1991-1994), president of TVi
Edition (1992-1994), founding
director of RTL4 (1990-1993) and
subsequently, a member of its
management board (1990-1994).

Mr Stock has also been a director of
the International Council of NATAS,
New York, since 1991. He was a
member of the council of heads of
delegations for the French-language
television community from 1984 to

1994.

The future secretary general has been
a consultant for the French
department of international trade
since 1996. He was appointed an
officer of the Order of Merit of the
Grand Duchy of Luxembourg in 1991
and a knight of the Order of Merit of
the Italian Republic in 1989.

Born in 1947 in Sarrebourg
(Moselle), France, Jean Stock was
educated at the at the Centre
International d’Enseignement
Supérieur du Journalisme in
Strasbourg. He is married and father
of two children.



DOSSIER : PROTECTION OF MINORS

Cecilia von Feilitzen
Scientific Coordinator, UNESCO International Clearinghouse on
Children and Violence on the Screen, Nordicom, Géteborg University

Children are not a small
minority group ‘on the side’.

Persons under the age of 18 constitute
approximately 36% (2.1 billion) of
the total world population. Of the
729 million people living in Europe
in 2000, an estimated 160 million are
children. (UN Convention on the
Rights of the Child, 1989)

The former vice-chair of the UN
Committee on the Rights of the Child,
Thomas Hammarberg, summarized
the main principles of the Conven-
tion, and those related to the mass
media: decisions should be taken with
the best interests of the child as a
primary consideration, the opinions
of children themselves should be
heard, their survival and also their
development should be ensured, there
should be no discrimination between
children; each child should be able to
enjoy his/her rights.

Article 13 states: “The child shall have
the right to freedom of expression;
this right shall include freedom to
seek, receive and impart information
and ideas of all kinds, regardless of
frontiers, either orally, in writing or
in print, in the form of art, or through
any other media of the child’s choice.”
Article 17 declares, among other
things, that Member States “recognize
the important function performed by
the mass media and shall ensure that
the child has access to information
and material from a diversity of
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national and international sources,
especially those aimed at the
promotion of his or her social,
spiritual and moral wellbeing and
physical and mental health. To this
end, [Members States] shall also
encourage the development of
appropriate guidelines for the
protection of the child from
information and material injurious to
his or her wellbeing.”

Does the new media landscape meet
these rights? Do children grow up as
competent media users, as a skilful
and interactive IT generation
acquainted with and tolerant towards
other peoples, and who in the future
will change the world for the better?
Or do children devote too much time
in front of screens with the inherent
risks that the media contribute to
unjust age, gender, ethnicity and class
relations in society, to fear, aggression,
racism, consumerism, eating
disorders, physical passivity or sexual
abuse? Does the changing media
environment imply more freedom to
the young or, instead, greater
inequalities and divides due to
different media access and differences
in children’s socio-cultural and
regional backgrounds?

New media landscape

What, then, do we mean by the new
media landscape?

In 1996, 7 out of 10 households in
the world were estimated to own a
TV set — far more than had a
telephone. This was a 100% increase
of channel expansion, hours of
television watched and television sets
possessed by households since the end
of the 1980s (Lamb 1997). A few per
cent of the population already
receives digital TV and we can expect
greater access to a whole range of
digitalized TV channels in the near
future. The video and computer game
industry has become the fastest
growing and most profitable
children’s entertainment business,
earning in 1998 an estimated US$18
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billion worldwide for the
corporations that manufacture, design
and sell console game systems,
domestic computers, Internet play
sites, and gaming arcades. The
Internet is an even younger medium.
In November 2000, the number of
Internet users worldwide was
estimated at nearly 7% of the world
population (almost twice as much as
one or two years ago) who had
accessed the Internet at least once
during the three months prior to the
survey. In some European countries
(especially the Nordic countries), and
in Australia and North America, the
corresponding figures are about half
the population.

The convergence of media, is radically
changing the landscape. Games,
newspapers, magazines, books, radio,
music, film, and television are already
available on the Internet, and the net
will soon be even easier to access
because of broader cables, mobile
phones and personal digital assistants.
In the same vein, digital TV receivers
will make other media use (than just
TV watching) possible, offering a
whole range of information services.
Not only technology lies behind this
new media order. There is also a
comprehensive restructuring of media
markets around the world, driven by
economic forces and increased
competition. The media and
communication market is now
dominated by a minority of extensive

Stokholm, 12-13 February 2001
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conglomerates or whole commercial
worlds that deliver media content to
increasingly larger audiences over the
world. The increased com-
mercialization of media and the
globalization of media content have
also reduced the possibility for
individual countries to supervise
media output and of implementing
national media policies.

The new media landscape is not only
characterized by new media — and
technology, economic privatization,
concentration of media ownership
and globalized media content — but
also of an expanding volume of
entertaining and informational media
content conveyed via the new media
technologies. No-one — and no
research — has been able to survey,
take in and describe in detail the
whole situation. There are mostly
beliefs, hopes and fears.

Hopes and fears

Satellite television has aroused
expectations of greater freedom of
choice and equal access to information
for all, but also fear of standardization,
more violent entertainment,
advertising, pornography and
discriminating portrayals of gender,
social groups, cultures and nations.

Hopes and fears are not altogether the
same for all media, but depend on the
output and character of the medium.
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Video and computer games are not
only an extension of moving images
on film and television, but also of play.
Electronic games form an interactive
medium in the sense that the player
can, at certain levels, influence the
course and outcome of the game.
Optimists, therefore, believe that
video and computer games mean an
educational revolution and a different
socialization. The games are regarded
as a fabulous gateway to the future,
training children and youth to cope
with virtual reality in cyberspace —
training that increases young people’s
perceptual motor skills and social
competence, as well as providing
them with a greater sense of agency
and control of the changing digital
environment. Pessimists, however,
remark that the content of video and
computer games are overwhelmingly
violent, sexist and racist, leading to
possible aggression, desensitization,
fear, and decreased empathy.

Advertising

Advertising has increased enormously
due to the mere existence of new
commercial satellite channels,
electronic games and the Internet,
either because the media contain
traditional advertisements or
products placed within the narrative,
and/or because the media content
themselves are parts of an entire
selling concept. One reason for the
launch and spread of global
commercial children’s satellite
channels is the insight that children
in prosperous countries and those
from affluent families control
considerable amounts of money, both
their own pocket money and, by
virtue of their influence, their
parents’.

One important point here is that this
type of advertising is becoming
increasingly interwoven with
animation and violent portrayals.
“Animation is an attractive investment
because of its longevity, its ability to
travel, and the potential to create
ancillary revenue streams from home

video, publishing, toys and other
licensing activities.” (The Challenge
for [Investors (2001), http://
screendigest.com/rep_animation.htm
January 2001)

Violence

Due to our motives, intentions and
different living conditions, we get
different kinds of impressions from
media violence, we need and like it
differently and we react differently to
it. If we widen the perspective and
consider other types of influences
than aggressive behaviour — which is
most often thought of in this context —
we see more clearly that media
violence plays a role. On different
levels and in different — often not
especially desirable — ways we are all
influenced by media violence. For
example, many children and adults
have non-constructive frightening
experiences and/or erroneous
conceptions of violence in the real
world. In addition, we become
habituated to media violence per se.
Taken together, the results of
empirical studies become pieces in a
jigsaw puzzle which complement each
other.

The kind of media violence most
often referred to in public debate and
research is the manifest, physical,
visible violence, and the threat of it:
murder, blood, shooting, fighting,
slaughter, etc. However, apart from
these physical elements of violence in
the increasing media flow, there are
other types of violence that have been
given less attention. I am thinking of
the more latent mental violence and
the structural violence, for which
perpetrators and victims cannot
always be identified, whose causes
and consequences are more difficult
to analyze as they are often deeply
rooted in culture and society at large.

Participation
Children’s rights, their right to access

information, especially good quality
information, and their right to
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protection from harmful media
content have been guiding principles.
However, the protection of children
is not only a question of regulation
and self-regulation of the media, of
diversified and high quality media
content, of media education of
children, or of increasing awareness
among parents, teachers, media
professionals and politicians of the
relationship between children and the
media. Children’s right to freedom of
expression and children’s right to
participate in the media are also
principles that could work in the
direction of protection.

There are a wide range of practical
examples' of ‘media by children’,
presented by teachers, media
professionals, researchers and
organizations all over the world. The
examples have different backgrounds
and aims: Japanese children sending
video letters in English to classrooms
in other countries; children in Ghana
making radio programmes; Indian
working children regularly producing
a wallpaper on the rights of working
children; Australian children making
their own music and recording it on
CDs, as well as writing short stories
for a book collection; children and
young people producing on the
Internet; and much much more.

o The examples clearly show that
children have become empowered
through their creative media
participation. It has strengthened
their pride, sense of power, and self-
esteem since they have felt that their
voices are worth listening to, that
they belong to their community, that
they have achieved an under-
standing of others and of their own
culture.

o Certain examples show - as do
children’s explicitly expressed
viewpoints about what they want to
see, hear and read about in the media
— that children often wish to meet
their own everyday dreams and their
own local, social and ethnic culture
and reality in the media.

DIFFUSION EBU - 2001/2

» Moreover, the examples support the
thesis that many of the goals set up
by media education are realized
through children’s participation in the
media: participation in ‘real’ media
strengthens children’s ability and
curiosity, gives them a critical
understanding of the media, and
increases their media competence.

« Some examples also demonstrate
that children’s participation in
audiovisual media production is
particularly suitable for children who
otherwise do not manage well in the
traditional school system with its
print-based culture, which is why
media production in itself brings
about greater social justice.

« Several examples also show that
children’s participation in the media
bridges the gap between media use,
on the one hand, and children’s
participation in their community, on
the other, something which, in turn,
has had further consequences.
Participation in the media has been
something real for them, on terms not
directed or controlled by adults, and
has led to knowledge of and interest
in the local community and inspired
collective action, or so that they have
been able to use the media in order
to improve their situation in the
community. With that some progress
towards more worthy media
representation of children, as well as
towards increased democracy, could
be made.

However, the examples also show
that the success of the project
requires that adults not only listen
to children but also participate with
the children in equal partnership, a
partnership where all involved are
experts.

Increased participation in the media
by children would thus counteract the
under-representation of children in
the media and create a positive spiral.
The unsatisfactory media images of
children can be improved by
children’s right to freedom of
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expression and children’s right to
participate in media and in society.

Changing children’s media situation
means that the circumstances in their
personal environment and in society
must be improved. Firstly, the risk of
unwanted media influence is far less
for children who are growing up in
safe conditions and who have a good
relationship with their parents, school
and peers. Secondly, it is necessary
that children and young people are
allowed to participate actively in
shaping their society’s future.
Statements about how we adults need
to hear children’s voices and how we
must listen to them will remain empty
words unless children are given more
opportunities to affect their own
conditions. If children and young
people become involved in activities
that are both meaningful for
themselves and important to the
decision-making process in society
then automatically they will also be
better protected and at the same time
represented and heard in the media.

11999 Yearbook of the UNESCO
International Clearinghouse on
Children and Violence on the Screen
(von Feilitzen & Carlsson 1999)

Excerpts from a speech made at the
EU Expert Seminar “Children and
Young People in the New Media
Landscape”, Stockholm, 12-13
February 2001, organized in
association with the European
Commission, as part of Sweden’s
Presidency of the European Union.



TV professionals are more
liberal about TV violence than
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Bob Collins )
Director General, RTE

Chairman, Television Committee, EBU

Good programmes are the
best protection broadcasters
can offer to children.

I think that will be true in the
digital future as it was in the ana-
logue past.

Young people, and everyone
concerned with their welfare, are
entitled to know where they can find
good listening and viewing. This is an
area in which the public broadcasters
of Europe have a special responsi-
bility. Our television and radio
channels are broadcast free-to-air. We
receive financing from citizens, as well
as commercial revenue, in support of
our activities. And we hold a public
trust. Our programme services must
be suitable for their intended
audiences, and under national and
European law, we must satisfy
fundamental obligations to respect
human dignity.

Values

The spirit of those laws and the nature
of the public trust exercised by
broadcasters indicate that negative
regulation is not sufficient to protect
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children from harm. It is not enough
that we avoid wrong-doing in the
form of irresponsible scheduling, or
showing bad behaviour in an
attractive light. The essential
requirement is that we strive
improve the
programmes and the production
values that we present for children.

continuously to

For many years, the Working Party
for Young People’s Programmes has
been one of the most productive and
valuable projects arranged under the
aegis of the EBU. The Working Party
(now known as the Experts’ Group )
organizes production exchanges and
co-productions among children’s
programme-makers in the public
broadcasters around Europe. These
activities improve the professional
skills and objectives of the people who
make programmes for our children.
By joining together, the large and
small countries can pool their
resources to make expensive
productions suitable for broadcast in
many territories. The animation series
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The Animals of Farthing Wood (or in
the French language version, Les
animaux du bois de quat’sous) is one
such production. It offers high value
and high quality to young viewers and
it recognizes their entitlement to
television programming of the highest
standard. More recent examples
include Noah’s Island and The
Adventures of Zepi et Zinia.

Good programmes

Good children’s programmes can be
made only by people interested in
children and by people who are
informed about how children lead
their lives. This is such an elementary
point, but it must be stressed. We can
behave responsibly towards children
only when we understand their
present realities. How do they spend
their days? What relationships are
most important to them? How do
they form their ideas of right and
wrong? Whom do they respect and
try to imitate?

Last November, the UK’s
Independent Television Commission
(ITC) published research entitled
Copycat Kids? The Influence of
Television Advertising on Children and
Teenagers. In my view, this was a
significant piece of work for the
reason that it paid careful attention
to a group of youngsters in Britain

"
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today, observing how they actually
experience the world.

The research found that “children
considered television to be one of
life’s necessities.” It also showed the
relative power of television.
“Compared with other forms of
media, television was seen as playing
the most influential role in children’s
lives.” Yet the research concluded that
television was a secondary influence
on the children. Important, yes — but
secondary. The key influences on
children were found to be the people
in direct contact with them - their
parents, brothers and sisters, relatives
and friends, teachers.

I do not make this point in order to
diminish the significance of television
for children and young people, or to
suggest that we broadcasters can be
in any way complacent about the
degree of influence exercised by the
service we provide.

What I am saying is that we have to
look very carefully at the contexts in
which television is used by younger
viewers. We need to ask the questions:
how does it fit into their lives? How
does the picture differ from one
country to another? And from one
ethnic group to another within the
same country?

From experience, I would say that
when it comes to protecting children
from harmful material, there are three
difficult areas that we are always
discussing, analyzing and debating.

In the first area, we face a set of
questions about advertising and
commercial messages. Should we
direct advertisements at children? Or
at adults during children’s
programmes. Is a blanket ban the only
acceptable position? Can other
approaches work?

The second problem can be expressed
as “how to protect children from
premature encounters with adult
experiences”. We are speaking now

12

about forms of language and
behaviour which we think unsuitable
for younger people to witness and to
imitate. Under this heading, we must
distinguish particular difficulties that
are too often bundled together in
phrases like ‘sex and violence’, which
suggests that sex and violence are, if
not identical, then closely linked or
that there is between them a moral
equivalence. We also need to think
about the impact of bad behaviour by,
for example, footballers and other
significant role models for children.

The third set of problems arise
because we can all receive large
numbers of television channels, many
of them showing material unsuited to
children, even at times when children
are available to watch. Faced with
that reality, what is a responsible g
position for a broadcaster to take?

Let me offer some thoughts about
each of these three areas of
concern, beginning with the 4
broad subject of adver- .
tising.

Here 1 would like to
talk a little about
RTE’s policy and
experience as the public
broadcaster in Ireland
where  multi-channel
viewing is available in over
three-quarters of households.

In 1996, RTE took steps to cut down
the number of commercial messages
in and around its programmes for
children. Since then, no commercial
breaks have been permitted before,
during or immediately after any
programme for pre-school children.
There has been a reduction in the
frequency of advertising breaks in
programmes for older children. A key
step was to make a clear separation
between programmes on the one hand
and advertising, commercial messages
and sponsorship on the other hand.

In addition to reducing the amount
of advertising, we decided to make

information messages for young
viewers. These aim to show that,
while we live in a material world, life
is not about getting everything that
you want. The messages support the
relationship between children and
parents. They direct attention to
values like sharing, seeing other points
of view, and being unselfish. Sporting
celebrities and pop groups like Ronan




Keating (Boyzone) and the Corrs have
presented these messages.

Responsibility

Such measures have been put in place
by one broadcaster in Ireland where
a vast array of channels are available
to the majority of viewers. In these
circumstances, a public broadcaster

may set an example and seek to give
a lead. But there is no way to compel
other channels and services to follow.
On the other hand, such a policy tells
parents, guardians, teachers and other
responsible adults that there is a
qualitative difference in public
broadcasting. It says, this broadcaster
is taking its responsibility seriously;
it is acting with a sense of care for the
young audience.

It is possible for broadcasters to build
up a relationship of trust with parents.
Responsible adults will come to know
what standards to expect of particular
channels. This is especially desirable
and helpful in a world of increasing
choice. In this respect, I think it is
clear what broadcasters must seek to
do. The fundamental requirement is
that we broadcasters improve the
quality of information we give about
programmes before they are
broadcast. We are a long way from a
common European rating and
categorization scheme for television
programmes. Personally, I wonder
whether such a thing is possible. Or,
to put it another way, I fear that such
a common rating system would be of
very limited value, if it were
achievable. However, in the digital
order of things, we will all need
Electronic Programme Guides (EPGs)
to help us pick and choose among the
offerings on the various channels. It
seems to me that the EPG may have
the great advantage of giving
information about programmes at the
very point of use — on screen. This
will be a useful instrument in the
hands of parents and others who
want to assess in advance a
storyline about a crime, or a
death in the family, or a strained
relationship. 1 think this
development will be welcome
progress in our efforts to protect
children from harmful material but
we should not wait until EPGs are
widespread before we take initiatives
in this respect.

Broadcasters can and should make
such information available. We should
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do all we can to ensure that it is
attractive, easy to access and that its
purpose is readily apparent. I think
these are the contributions we can
make to help parents exercise their
proper responsibilities. Earlier I
mentioned the study carried out by
the ITC in Britain. One of its findings
is that while parents are responsible
in theory for what their children
watch, many parents fail to pay
attention and to exercise care. This is
a reality which is of importance to us
as public broadcasters. Even if all
parents were entirely dutiful, we
cannot simply assume that the matter
of childrens’ viewing choices is
something for parents alone. We must
acknowledge that there is a shared
responsibility between parents and
broadcasters. We must honour the
trust that should exist between both.
Parents are entitled to expect
responsible behaviour and a clearly
understood standard of practice.
Broadcasters, in their turn, are
entitled to expect that parents will
take an active interest in their
childrens’ viewing. This combination
of trust and shared responsibility is
the hallmark of public broadcasting
and a core element in the protection
of our younger citizens.
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There has been particular
concern about the
relationship between screen
violence and children’s social
behaviour.

Parental

COIN

David Wood
Head of New Technology, EBU
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Intuition suggests that the more
children are exposed to screen
violence, the more normal and
acceptable it may seem to them, and
the more they may behave in a violent
or anti-social way.

The media industry’s norms for
screen behaviour have evolved over
the years. Arguably, the movie
industry has increasingly fed a public
appetite for violence, to increase or
keep their audiences.

Norms for on-screen sex and strong
language have also evolved. Many
parents and guardians believe that
extremes of explicit sex and strong
language can be traumatic for the
young. These on-screen elements can
be an essential part of a creative
narrative. But sometimes they may be
a lowest common denominator to
feed a public appetite, and maximize
audiences without regard for the
consequences. It is reasonable to ask
if further measures are valuable in
Europe to help adults control the
content to which their charges are
subjected by television.
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Classification

Movies for general release have been
subject to content classification for
years. Prior to distribution, a movie
is usually given a grade by an external
national group of assessors. This
normally defines the age threshold
for which the movie is suitable.
Cinemas can use the grade to limit
entry of young people. Movies
shown on pay-TV channels, VCR
cassettes, and sometimes, general TV
channels include information on the
classification. Parents and guardians
can use the information to decide
whether or not they watch the
movie, or whether or not their
charges watch it.

In the home, there is no box office
policing of age for broadcasts or VCR
tapes. Quite apart from parents being
not home when their children are
watching television, viewing is
becoming a more individual activity
for all age groups. The idea of parents
controlling what their children watch
by looking over their shoulders is less
and less relevant.
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Other systems are used e.g. oral
warnings or on-screen icons which
can be shown before and during the
programme, though in some cases
such warnings may attract young
viewers in practice. Another approach
is to use a time ‘watershed’ before
which content normally considered
only suitable for adults is not shown.
All these systems are in use in different
parts of Europe.

TV and violence

Although intuition tells us there
should be a definite link between
children’s behaviour and violence
seen on television, establishing
scientific evidence of this has been
difficult. To date no study has
established a significant correlation
between screen violence and anti-
social behaviour. It is likely that there
is no unique relationship between
what children see and hear, and how
they behave, which depends on an
interacting combination of the
particular content seen, the viewing
context, and their disposition.

Given the number of independent
tests done, the results do suggest that,
such effects as there are, may be
confined to a small portion of the
community.

Europe

European programming on national
networks usually has less crime and
mayhem as part of normal viewing
hours than in North America.
European national broadcasters see
themselves as being their own
policemen.

Nevertheless, in the mid-1990s,
interest in the V-chip' in the US
prompted European broadcasters to
consider the relevance of the issue for
Europe. Without pre-judging whether
it would be launched, the EBU studied
the options for a European ‘V-chip’
system.
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The EBU requires that the European
Parental Control System (PCS) must
meet a number of requirements, such
as:

1 It must be possible to broadcast
the PCS data within all the various
European television standards.

2 It must be difficult to defeat the
system by the viewer who does not
have the right to change the rating
filter.

3 It must be possible to record
television programmes on a VCR,
and yet maintain the integrity of

the PCS data.

4 The cost to the viewer of the
system must be small, because the
system is likely to be valuable for
low-income families.

5 The system  must  be
comprehensible to everyone
including those least able to
understand a complex rating
system, and understand a complex

set of technical instructions to
operate it.

6 The system needs to provide the
same data  continuously
throughout a programme, so that
viewers are instantly told about
the content rating when switching
on.

Technical options

It was not possible to use an identical
system to the American V-chip system
in Europe. Thirty years ago, Europe
went down a different road than the
United States in text broadcasting. In
Europe there is near universal use of
the teletext system, this is carried in
the vertical interval of the television
signal. The closed captioning system
developed in the United States in the
early 1970s (though not widely
introduced until later), the vehicle for
the V-chip signals, is not available.

Possible ways to transmit Parental
Control Signalling data in Europe
include:

1 the European teletext format;

2 the current allocation for
‘widescreen signalling’;

3 an Internet delivery system
running in parallel with the
broadcast.

The European teletext format has the
capability to carry data streams of the
kind that would be needed for PCS.
One disadvantage of the use of this
format is that the PCS signal would

not be recordable. Defeating the
system would be very simple — the
programme could simply be recorded.

Another problem is that the signal is
quite easy to corrupt, and thus defeat,
by moving the aerial to make the
picture watchable and the PCS data
not useable.

For widescreen signalling, European
television standards allow signalling
to be included in the space above the
picture. These are intended for
widescreen receivers to adjust their
picture display to widescreen or
normal modes, according to the
transmission. This same signalling
gives other information about the
surround sound system.

The widescreen signalling data was
arranged to be slower than the teletext
data, and the widescreen signalling
allocation is recordable on a home VCR.

The main problem with using the
widescreen signalling is available
space. All but one of the signalling bits
in the widescreen allocation is already
spoken for. Thus long words, if the
PCS signal were more than a simple
on/off signal, will have to build up
over a number of frames. This would
increase the response time of the
system, and make it much less useful.

Once again, it is difficult to find a
good home for PCS in the European
analogue television signal.

In principle, arrangements could be

made to use the Internet as a means
to deliver PCS data for a broadcast.
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The Word Wide Web

Consortium has

developed a set of tools

for Internet content
classification, called PICS
(Platform for Internet
Content Selection). Using these
tools, independent agencies or
originators can set up their own
content classification services for sites.
Web users can call on these agencies
which can reflect particular religious
or other leanings. A similar approach
could be used for PCS for broadcast
content. However, it is difficult to see
how this could be practically done for
analogue broadcasting. The
installation would be complex and
expensive.

Digital

As with colour television, digital
technology will eventually impose
itself. Flexible by definition, digital
TV can carry any number of
programme or data services.

Digital broadcasting offers the
technical capacity to provide a
parental control system. Its
technology multiplies the television
channel capacity of the radio waves
by 4 to 10 times, so the viewer has a
larger choice of channels. As well as
being more practical, the need for
PCS is greater with digital television
but there are still major issues to
resolve before such services can be put
into practice.

The DVB digital broadcasting system

already offers some built in signalling
in its specification that is relevant to
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PCS.

The SI,

or Service

Information, a

standardized part of the DVB

signal, provides a place for an age
description, which gives the minimum
age for which the programme being
received is appropriate.

There is no problem with finding
more data capacity in the DVB
broadcast channel for any conceivable
kind of PCS signalling, but a
mechanism would have to be devised
to use it. Equally, since the entire
signal is digital, the difficulty of
having the data corrupted but not the
programme would not arise. Either
both will work or neither will work.

Standardization

A digital receiver shares properties
with a computer. It can be pre-
programmed in relatively elaborate
ways to respond when it receives
incoming data. In the digital
environment, the issues to be resolved
for PCS are essentially what kind of
responding system should the
television have, and what kind of data
about programme content should be

made avail-
able. In other words, the main issue
is the extent to which the system
should include standardized elements,
and the extent to which it should
include elements that are exclusive to

different services.

In the simplest system, there might be
a standardized set of codes for
programme content rating, which are
required to be broadcast. One example
of the way this could be done would
be to assign a score to individual
programmes of between 1 and 10 for
each of the 3 critical factors: language,
sex, and violence. The receiver would
interpret these incoming codes. The
viewer might have a template of grades
that are acceptable, and the receiver
would restrict viewing when the scores
exceeded certain thresholds. There are
certainly many other ways of doing
this, and this is only an example.

In a more complex system, the
standardized codes could be used and

interpreted by a broadcast
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‘application’. That is, the broadcast
could include a set of electronic
instructions to the receiver to present
the viewer with more elaborate
multimedia screens, to help him
through the process of programming
the receiver to do what he wanted.

Things could be taken yet a further
step. The codes that described the
programme might not be
standardized at all, and could be
provided together with a broadcast
application, as a package. In this case,
there would be no need to standardize
the programme content rating system,
and the user would just work through
the multimedia broadcast to him.

This same pattern of options is
illustrated by the current situation for
electronic programme guides, which
are seen in different digital television
broadcasting services in Europe. The
receiver can just make use of the
standard codes that are automatically
broadcast with digital television — the
title of the current programme and
the next one. But if the receiver is so
equipped, the broadcaster can
broadcast a fancier electronic
programme guide to help the viewer
choose his programmes. The
programme guide can be more or less
elaborate, and easy to use, depending
on how much additional data is
broadcast beyond the simple details
that are in a standardized format.

One of the major difficulties of a PCS
system that has standardized elements
is that it could be difficult to find a
common grading system that applied
equally well across the different
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cultures of Europe. Who would grade
the programmes, and by which rules?

An ideal PCS?

Perhaps in the ideal digital world,
because of the plurality of social
norms and world views, a plurality
of parental control systems could be
made available to the viewer. The
viewer could chose one or other, if
he wished, based on whichever
matched best his world view. This
would call for broadcasters, or
independent bodies, to broadcast
different PCS services. The viewer
would put his trust in the organization
that prepared the PCS broadcast
application. In a sense, a competitive
environment would exist in parental
control signalling systems, and
services that were of value would
survive by market forces.

For this arrangement to work, the
multimedia interface (the ‘APT’) and
the broadcast channel itself would
have to be made open to those who
wanted to broadcast the PCS services.
There would be many questions to
consider, including how such bodies
would be chosen, be funded, and how
they would obtain prior knowledge
of the programme content.

Another issue to consider is the extent
to which a broadcast PCS system
should be similar to any services used
for the World Wide Web. If eventually
a single home receiver is used both
for web browsing and broadcast
reception, it could make sense to have
some commonality of approach so
that viewers would have even-handed

control over all the content that their
children were able to watch.

Current situation

All of the means of potentially
providing PCS in Europe with
analogue television have drawbacks.
There is a risk that all the options may
be able to be defeated by an astute
child and a portable aerial.

In order to make use of the PCS
function with analogue television,
viewers would need to buy or be given
a new television or set-top unit
adapter. New television replacements
are made about once every 10 years.
The time to achieve a large installed
base of PCS-capable receivers would
be long. The first users would not be
those in low-income groups, who
might most welcome the facility.
‘Legacy’ sets used in bedrooms, where
there may be most need, would be the
last to feature PCS.

Before the analogue PCS system had
taken a major hold, Europe will be
well down the path to an entirely new
technology, digital broadcasting. In
this light, although analogue
television will not close down
overnight, developing PCS systems
for analogue television does not seem
justified. Existing methods of giving
parental advice such as watersheds
and oral or icon warnings should
continue, as thought most relevant in
the national situation.

In principle, a range of PCS services

could be offered with digital
television. But there are many issues
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to be studied in a European and even
national context. These include the
notions of which factors should be
monitored, notions about degrees of
seriousness attributed to content,
deciding on the providers and the
funding mechanisms, deciding on the
multimedia systems to be used, and
on the relationships with similar
systems for the web.

We can hopefully look to the
European instances for leadership in
arranging the dialogue which will lead
to an equitable and useful approach
for Europe for digital broadcasting.

The discussion has begun...

DIFFUSION EBU - 2001/2

I In the United States and Canada, a
proposal arose in the mid-1990s to
provide automatic control of access to
the television receiver, based on
programme content rating. This is the
so-called ‘V-chip’ (V = Viewer). The
idea is that a code is broadcast
alongside the television programme,
and the television receiver is able to
recognize and interpret it. Parents or
guardians can pre-programme their
television receivers to allow through
only programmes with a given range of
content ratings, and block other ranges
of content rating. This is a simple five-
grade age suitability classification

system.
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The technical means used to distribute
the V-chip signal in the United States is
to use the so-called ‘vertical blanking
interval’. This is the space above the
picture, which is normally hidden from
view, though it can be seen if the
picture height control is adjusted. The
V-chip signal is transmitted very often,
and describes the instantaneous
classification of the programme being
broadcast. The ‘container’ that is used
to carry the V-chip signal is the space
also used for transmitting sub-titles for
the deaf — the ‘closed captioning
system’.




Anne-Catherine Berg
Legal Adviser, EBU

The European Union is
becoming increasingly
concerned about the
protection of minors in the
information society.
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On 24 September 1998, the European
Council adopted a recommendation
aiming to improve the protection of
minors in audiovisual and online
services'.

What we need to know is whether the
tools television currently uses to
protect minors such as an evening
watershed and appropriate visual
warnings*? are appropriate to the new
digital environment and online
services. What statutory and technical
measures must be taken to guarantee
their protection in this new
audiovisual landscape?

Renewed debate

This issue has provoked renewed
debate, particularly since there are
plans to revise the Directive** at the
end of 2002.

A great deal of work is currently being
done in this area. For example, the
European Commission is set to
approve a report evaluating the
consequences of the Council’s 1998
recommendation®. Meanwhile, the
conference organized by the Swedish
Presidency of the European Union in
Stockholm on 12 and 13 February
entitled “Children and young people
in the new media landscape” offered
an opportunity to review the methods
and strategies which need to be
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developed or improved in order to
guarantee the protection of minors in
all types of media (cinema, television,
video games, Internet, etc.).

Digital television

On 12 July 1999, the Commission
published a Communication on the
results of a study by Oxford
University. This study examined the
possible advantages and dis-
advantages of measures other than the
watershed and acoustic or visual
warnings, designed to help parents
control what television programmes
their children watch*.

The study highlighted the changes
brought about by digital technology
which have complicated the
procedure for checking broadcasting
content employed by statutory bodies
(increase in number of transnational
channels; development of digital
decoders equipped with hard disks
enabling viewers to compile their own
viewing schedule and giving them
access to the Internet) and
undermined the effectiveness of the
watershed concept.

The study emphasized the ways and
means offered by digital for
developing more reliable and
sophisticated content selection
systems (EPGs or filtering systems).
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However, it is worth pointing out that
digital systems are currently still in
their infancy in most countries.

In view of this fact, descriptive,
common, transparent criteria which
describe content without judging it
must be worked out so that technical
equipment can filter transnational
channels on the basis of this
descriptive information
according to cultural and moral values
appropriate for each user.

and

Owing to cultural differences between
the Member States, it is impossible to
adopt a common content classifi-
cation system for determining
whether certain media content is
suitable for a particular age group.
Yet, neither is it an easy task to draw
up a set of common descriptive
criteria for content (information on
content which is as objective as
possible without passing judgement,
for example, whether or not there is
violence in a programme) as proposed
by the Oxford study.

Neutrality, objectivity

How can content be described in a
neutral and objective manner for the
whole of Europe? By ‘describing’
content we are already judging it to
some extent. What criteria should be
violence, nudity,

used: sex,
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pornography, or use of bad language?
Can these standards be used in the
same manner for different kinds of
programmes (fiction, documentaries,
animation, news)? How many
tolerance thresholds should there be
for each criterion? Should a
descriptive system of content apply to
all media types (cinema, television,
video games, video and Internet) and
is this feasible? All of these questions
have to be examined in more detail.

Furthermore, even if digital television
continues to develop, analogue
television will still dominate the
market. Consumer habits do not
change at the
technological advances. The current
system for protecting minors used in
television (watershed and warnings)
is actually very satisfactory and will
continue to operate during the period
of transition towards digital.

same rate as

The study reveals that technical
measures alone cannot be a complete
substitute for broadcasters’ liability.

stipulated in Article 22 of the
Television without Frontiers
Directive

European Parliament and Council
Directive 97/36/EC of 30 June 1997,

Television without Frontiers
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Responsibility is borne by several
parties but essentially lies with
parents. It may be that prohibition
and control of content are not the best
tools. Education of children and
parents and an awareness of the media
are also of fundamental importance.
The broadcaster’s main concern must
be the production and broadcast of
quality  programmes. More
information must be provided on
programmes and on protection
mechanisms.

Without actually stating its position in
relation to the Oxford University
study, the Commission reiterates its
main conclusions (Principles and
Guidelines for the Community’s
Audiovisual Policy in the Digital Age,
14 December 1999)°. But the study
also emphasizes the usefulness of codes
of conduct and other self-regulatory
measures in the protection of minors.
In a resolution dated 5 October 2000,
the European Parliament stressed the
need for broadcasters to draw up a self-
regulatory code valid throughout the
European Union.

The Council Recommendation on the
Protection of Minors and Human
Dignity in Audiovisual and
Information Services Industry (24
September 1998) illustrates the
complementary nature of regulation
and self-regulation. It invites the
Member States to encourage
broadcasting organizations to
investigate and experiment on a
voluntary basis with new methods for
protecting minors and warning
viewers, over and above the existing
national and EU regulations.

This recommendation also
encourages the Commission to
facilitate the exchange of experience
and practices between those parties
concerned, to encourage cooperation
among self-regulatory bodies and to
evaluate measures taken in
application of the recommendation.

The Commission’s evaluation report
of 27 February 2001 notes that the
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application of the Recommendation
by the Member States is generally
satisfactory, if very mixed. Some
States, such as the Netherlands and
the United Kingdom, are currently
adopting a new approach to the
media, while others have yet to take
the initiative. In fact, as a result of
the Recommendation, in December
1999, the Netherlands created a new
instrument (NICAM-Netherlands
Institute for the Classification of
Audiovisual Media) responsible for
devising an efficient, uniform,
descriptive content classification
system (see article on page 24).
Moreover, this system is valid for the
whole of the audiovisual sector
(cinema, television, electronic games
and videos).

Although the situation concerning
the protection of minors remains
practically unchanged with regard to
video games and television,
numerous initiatives have been taken
by the industry in relation to the
Internet.

Online services

In view of the open structure of the
Internet, the question of protecting
minors here has to be approached in a
totally different manner, in that each
user is a potential content supplier.
Given the impossibility of monitoring
all the content available on the
Internet, minors are protected by
parental control systems and codes of
conduct which aim to identify harmful
content (warning pages, systems for
checking the age of the user,
classification of content, etc.). A
watershed has little or no effect here.

Without going into detail, there are
several ways of classifying content on
the Internet, including the self-rating
system proposed by the ICRA
(Internet Content Rating Associ-
ation), or the third-party rating system
which is essentially based on a lists of
prohibited (black-list) or acceptable
(white-list) sites. The best-known of
these systems is Cyberpatrol.

So far, initiatives to classify and filter
content on the Internet have mainly
come from US industry and advocate
the use of the PICS platform
(Platform for Internet Content
Selection), a common language for
describing content devised in 1995 by
the World Wide Web Consortium and
supported by the European Union.

The multiannual Community action
plan on promoting safer use of the
Internet (1999-2002), adopted by the
European Parliament and the Council
on 25 January 1999 (6) has enabled
the co-financing of a number of
projects. These include classification
and filtering systems such as the ICRA
(see article on page 29); a European
network of telephone hotlines, (for
example, INHOPE); codes of conduct
and measures for information and
exchange of experiences. Improve-
ments are required to ensure that
existing techniques meet the
expectations and needs of European
users.

As part of this action plan, new calls
have been launched for proposals,
particularly in relation to the potential
and limits of classification and
filtering systems. One of the main
difficulties at this stage is to try to
agree on the type of information
(descriptive or evaluative) which
should accompany the content and to
devise systems which are easy to use.
Needless to say, classification and
filtering systems of this kind are only
useful if parents are responsible and
minors do not have the ability to
bypass these control mechanisms.
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Main points raised during
the Stockholm Conference

» Difficulties of defining neutral content classification systems owing to
cultural and moral differences in Europe;

» Need to envisage other methods of protection apart from parental control
systems (development of information and awareness campaigns targeting
children and parents, creation of complaints systems);

e Production of quality programmes and content;

e Shared responsibility of the various parties involved (European Union,
Member States, industry, parents, other adults);

e Complementary nature of requlation and self-requlation;

» Transparency and proportionality of regulation should be limited to the

objective in hand;

» Differences of opinion on the advantages and disadvantages of self-

regulation;

» Need for cooperation between the various public and private parties at

European and international level.
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European Council Recommendation
of 24.09.98 on the protection of
minors and human dignity in the
audiovisual and information services
industry, Official Journal, L 120,
07.19.98.

European Parliament and Council
Directive 97/36/EC of 30 June 1997
amending Council Directive 89/552/
EEC of 3 October 1989 on the
coordination of certain provisions laid
down by law, regulation or
administrative action in Member States
concerning the pursuit of television
broadcasting activities, Official
Journal, L202, p.60, 30.07.97.

In particular, see Article 22 of the
Directive which makes a clear
distinction between programmes
which are entirely prohibited and
those which may be authorized on the
condition that appropriate methods
are used (choice of time for the
programme, acoustic warning and/or
visual symbol.

Evaluation report from the
Commission to the Council and the
European Parliament concerning the
application of the Council
Recommendation of 24.09.98 on the
protection of minors and human
dignity in the audiovisual and
information services industry, COM
(2001) 106 final.

Communication from the Commission
relating to the Study on Parental
Control of Television Broadcasting,
19.07.99 COM (1999) 371 final.

Communication from the Commission
on the Principles and Guidelines for the
Community’s Audiovisual Policy in the
Digital Age, 14.12.99. COM (99) 657
final.

Decision No 276/1999/EC of the
European Parliament and of the
Council of 25 January 1999 adopting a
multiannual Community action plan
on promoting safer use of the Internet
by combating illegal and harmful
content on global networks O] L 033/
1, 06.12.99.
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Wim Bekkers

The Netherlands Institute for
the Classification of
Audiovisual Media

Kijkwijzer is the new
classification system for
audiovisual productions in the

Netherlands.
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This is an international first for the
Netherlands, which becomes the first
country to introduce a uniform
classification system for almost the
entire audiovisual sector. This marks
the end of the government-run
Filmkeuring and the beginning of
classification by the film industry
itself. The film industry is the first
among the audiovisual sector to
introduce Kijkwijzer. Television, both
in the form of the public and
commercial broadcasters followed in
March. In the video and computer
games industries, Kijkwijzer replaced
the existing classifications in April
2001.

Kijkwijzer is an initiative by NICAM,
(the Netherlands Institute for the
Classification of Audiovisual Media).
Participants in NICAM include the
Dutch TV broadcasters, film
distributors and cinema operators,
distributors of films on video and

DVD and of computer games,
videotheques and retailers.

Consumers can approach NICAM
with complaints or other information
on everything involved in
classification.

The Internet is excluded from the new
arrangement as it is impossible to
make agreements at national level for
this medium. NICAM is investigating
the possibilities of joining in with
international self-regulation initiatives
currently being developed for the
Internet.

Kijkwijzer informs parents and
guardians whether a film, video or
DVD production, television
programme or computer game could
be harmful to children. The following
age categories are indicated: all ages,
adult supervision required with
children up to 6 years, not for
children younger than 12 or 16 years.
By means of pictograms, Kijkwijzer
also shows what the potential
problems of a product are for a
particular age category: violence, fear,
sex, discrimination, drugs, alcohol
abuse and swearing.

The Kijkwijzer age classifications and
pictograms will be applied in film
screening schedules, advertising
campaigns, on the packaging of
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videos and DVDs, in the programme
schedules of TV listings’ magazines
and before the start of films in the
cinema, on video and on TV. The new
classification system complies with
the wishes of Dutch parents to be
informed and warned. A recent
survey has revealed that more than
80% of parents need this service and
a similar percentage say they would
use it.

For Kijkwijzer, a classification system
has been developed by an
independent group of experts in the
field of youth and media, taking into
consideration the experiences of
comparable systems both in the
Netherlands and abroad. Businesses
and organizations within the various
audiovisual sectors can then classify
their productions themselves using
this standardized classification system.

Self-regulation

The advent of Kijkwijzer means that
it is no longer necessary to report
audiovisual productions to an
external board of coders. Kijkwijzer
replaces the board that used to
operate in the film world, among
others. From now on, film and video
companies, as well as broadcasters,
will classify productions themselves
on the basis of the Kijkwijzer code
formula. Having viewed a
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production, the in-house

coder will answer 30
questions by intranet,
whereupon the correct

classification will immediately
appear on his screen.

Monitoring

The government will closely monitor
actual compliance with the
self-regulatory measures. The
ministries concerned have brought in
a watchdog agency to critically
evaluate and monitor implementation
throughout the entire sector. This will
even include the use of ‘mystery men’
who will make unannounced visits to
cinemas and videotheques to ensure
that the rules are being adequately
adhered to. On the basis of all of the
findings, an evaluation will take place
following a period of two years of
whether the classification is
functioning in the desired manner.
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Children must be protected —
but from what, how and by
whom?

Patrik Faltstrom

The Internet is no different from the
real world where there are certain
things we don’t want children to see.
But identifying a ‘bad neighbourhood’
on the Internet is not as easy as in the
real world. You don’t have to confront
broken street lamps, dark alleys etc.
before you arrive at the content. On
the Internet you can literally stumble
on disturbing content by doing a
search on certain words and phrases,
by clicking on a website link, or
simply by receiving an e-mail.

Can we not close these websites, or
ask Internet Service Providers to filter
out all traffic to and from these sites?
The problem is more complicated
than this.

Harmful or illegal

We have to distinguish between
harmful and illegal content. The
definition of ‘illegal’ is defined by law
but laws differ between geographical
regions in the world. Who should be
legally accountable: the server
holding the information or the
recipient? As different laws may apply
to the two parties involved in the
transaction, it is difficult to decide
which laws should be used. If we
define that it is the receiver of the
information, how can the web server
know where the client is? If this server
is breaking the laws of the country

Consulting Engineer, Cisco Systems, Member of the Internet Engineering Task Force
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where the client is, how do law
enforcement agencies find the server,
or the administrator, or the person
publishing the information on that
server?

Software

It becomes much easier, but also in
some cases harder, if we look only at
‘harmful’ content, or rather, only look
at information which the receiver is
not interested in seeing. The problem
with this definition is that the reciever
probably doesn’t have the same
interests or rather non-interests as an
other type of user which leads to
having rules per user rather than per
country. Therefore the reciever needs
to have some software which can help
him make a decision whether the
content is interesting or not.

The receiver of information is the one
defining what is problematic. But, he
cannot do that without first looking
at the content, and that is precisely
what he doesn’t want to do.
Conclusion: the receiver cannot make
that decision. It has to be up to either
the publisher or a third party i.e.
someone else than the receiver.

Rating systems

A system has to be devised that will
be widely agreed upon and then used.
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What kind of system should it be and
which values should be measured?
Violence? Sex? Language? In some
cases the context is more important
than the content. Sex for example:
some educational sex information is
very explicit and should get a high
rating by itself, but in a teaching
context it might be acceptable. Can
we ever agree on one single system?
The only solution is to allow more
than one system, and have the end-
user choose the one he wants to use,
and not only which values are
acceptable for each measured
element.

But if an author is setting the rating,
will the values be correct and
objective? How do different users
interepret a ‘3’ rating on a scale from
1 to 6 on a theme such as violence?
The answer is we don’t know.
However, there is a group of people
who do know about these things:
librarians who categorize books and
other material, and have done so as
long as printed material has existed.

A good solution?

The solution is to have multiple rating
agencies with different possible rating
mechanisms. Before going to a web
page the end-user must send a query
to the rating agency(ies) of his choice
(based on whether their rating
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standards are acceptable to him) and
ask for a content rating. If the content
has not been rated, he can then check
how the author has rated the
information. If the author has not
rated it either then perhaps the
information should not be fetched. At
least not without having been warned.

For this to work, all parties involved
have to use the same basic protocol.
A protocol which can be used not only
to rate web pages but also random
information and services with an
associated URL. An example of this
is the PICS (Platform for Internet
Content Selection) standard
established by the World Wide Web
Consortium, and it is my belief that
we don’t need anything else. Having
one protocol allows all agencies to
communicate — and compete.

One such agency can operate in
different ways. One (simple) way is
to have normal end-users (in the
context of the World Wide Web) click
a button on their browser while
looking at the page and ‘report’ back
to the agency on what they think of
the page. This way, if the agency
deems that the content is harmful it
is immediately blacklisted and only
one user will have seen the content.
A different way is to have people
actively looking at pages but this is
probably not a viable solution. A third
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solution is that authors send pages to
rating agencies to get them rated.

Cost

Who should pay for the rating
agencies? Governments could create
agencies that would maintain a
blacklist of illegal sites (and to whom
people could report illicit material).
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End-users could subscribe to (and pay
for) the services of rating agencies. A
third solution would be to make
authors pay for their material to be
rated.

My personal guess (and hope) is that
all three of these solutions will be
used. In a multi-cultural world it is
impossible to try and go against this.

Patrik Féltstrém is an active
participant in the Internet
Engineering Task Force (IETF). Three
years ago he became a member of
the Steering Group of the IETF
(IESG) which makes decisions on
new standards for protocols on the
Internet. Mr Féltstrém has been
working on Internet issues since
1986. His work inludes the building
of the first IP-based networks in
Sweden (SUNET and NORDUNET)
and since 1992 he has been working
with the standardization of
protocols in the IETF. He is also the
author of many RFCs (Request for
Comments).

Patrik Féltstrém :

paf@cisco.com www.ietf.org
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Ola-Kristian Hoff
Director, European Internet Content Rating Association

The Internet is now
integrated into millions of
people’s lives.
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The Internet Content Rating
Association (ICRA) exists to empower
people, especially parents of young
children, to make informed decisions
about what they and their children see
on the Internet. This is achieved by
means of the open and objective
labelling of content and by the
filtering of websites, based on the
user’s own preferences.

New uses, new services and new ideas
are being explored all the time.
Internet makes information exchange
cheap, quick and it recognizes none
of the usual boundaries. This opens up
limitless opportunities for expression
and communication, but there is also
a need for the protection of children
from potentially harmful material.

The ICRA was founded by leading
Internet companies and organizations
to square that circle: to protect
children and to protect free speech.

The system
There are two elements to the system:

Web authors fill in an online
questionnaire describing the content
of their site, simply in terms of what
is and isn’t present. The ICRA then
generates a Content Label (a short
piece of computer code) which the
author adds to his site.
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Users, especially parents of young
children, can then set their Internet
browser to allow or disallow access
to websites based on the objective
information declared in the label
and the subjective preferences of the
user.

A key point is that the Internet
Content Rating Association does not
rate Internet content — the content
providers do that, using the ICRA
system. The ICRA makes no value
judgement about sites.

The ICRA system already functions
with Microsoft’s Internet Explorer,
and its use with other applications is
under development.

Labels

The ICRA is working both
independently and with third parties
to create a range of filtering
products. Each will allow for a
combination of features such as: one-
click setting of the filter in line with
recognized criteria such as film
classifications; incorporation of
allow/disallow lists which may be
produced by third parties; addition
of the user’s own allow/disallow lists;
different settings to be applied for
different users. In all cases, the
settings will be under password
control!
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The broad topics covered are: chat,
language, nudity and sexual content,
violence, and others topics such as
gambling, drugs and alcohol.

Within each broad category the web
author is asked questions about
whether a specific item/feature is
present or not on the site.

Violence

There are many criteria for evaluating
violence: sexual violence/rape; blood
and gore, killing and maiming of
human beings, fantasy characters,
animals; damage to objects; or none
of the above.

The context is also important: is it
artistic, suitable for young children,
educational, sports related?

The ICRA’s labelling system is
designed to be as objective as possible,
and to cover a wide range of content

types. The system gives users a great
deal of flexibility in their choice of
what should and shouldn’t be seen in
their home or workplace. The
browser’s filtering system can of
course be disabled and enabled
easily... if you’re the one with the
password!

The PICS standard

Content Labels generated by the
ICRA conform to an Internet
industry standard known as PICS
(Platform for Internet Content
Selection). ICRA’s forerunner, the
Recreational Software Advisory
Council (RSAC) was involved in the
development of the standard, created
by the World Wide Web Consortium.
The RSACi system (RSAC on the
Internet) has been incorporated into
Netscape Navigator and Microsoft’s
Internet Explorer, the latter since the
release of version 3.0 in February

1996.
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Why label a site?

There are a number of compelling
reasons why a web author would label
his site with the ICRA. Let’s take four

examples:

1

Commercial sites, with little or no
objectionable material will want
to label their site so as not to be
blocked by default. When a parent
sets up the filter for their child,
they will be offered an option to
allow or disallow access to sites
that have no rating. Most sites
want the maximum number of
visits to justify advertising or other
related commercial activity. It
would make good marketing sense
for all commercial sites to be rated

(labelled), whether or not they
have any content that could be
described as harmful.

Operators of sites designed
specifically for children will want
to label their sites as some search
engines build their database of
‘child-friendly sites’ by looking for
the ICRA labels.

The majority of operators of
‘adults only’ sites are generally just
as keen not to offend young
children as the next person.
Furthermore, labelling their site
sends a clear signal to govern-
ments that the World Wide Web
is willing and able to self-
regulate, rather than have the

Rating Systems |

R ating gystems:

Mate: Any rating system files marked with an astensk [7]
are invalid or could not be found, and will be removed
fromn wour settings if wou click OF. You can add them

again later if you want,

k.

Add...

Bemove

Cancel
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ICRA

Internet Content Rating Association
Tel : +44 1273 648 332

Fax: +44 1273 648 331
okhoff@icra.org
http:/lwww.icra.org

heavy hand of government
legislation decide what is or is
not acceptable.

4 All other things being equal, a site

carrying an ICRA label is more
likely to be perceived as

trustworthy than one which is not
labelled.
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The issue of parental control
s a central one in the
question of children’s

advertising.

Responsible parents exercise their
responsibility as they understand it.
This may include requiring their
children to watch, or not to watch,
particular programmes. It may
involve rationing the TV or otherwise
constraining children’s own media
predilections. The important thing to
remember is that this responsibility
is properly and legitimately
discharged by parents and not by
government or other public officials.

I have been trying to understand the
motivations of those who wish to stop
children from watching commercial
TV. This is not the way that state
authorities would put it, of course.
Politically, such a restrictive and
authoritarian belief system must be
seen to apply to faceless corporations
and not to angel-faced children. With
public support, big business and the
media are told not to communicate

Lionel Stanbrook

to children whereas the real issue is
about whether children should be
allowed to watch television.

Who has the power?

Ads cause kids to pester their parents,
don’t they? Such pestering, however,
appears to occur whether there is
advertising or not. It is highly
misleading to ascribe this time-
honoured characteristic of the parent-
child relationship to advertisements.
Children have always asked their
parents for things that they couldn’t
and shouldn’t have, and for things
they have seen or think they have
seen.

In our modern European society
children are increasingly involved in
family purchasing decisions, and so
they should be. Children are
consumers, they have a certain if

limited amount of money and rather
more influence, and they have
preferences like everyone else. They
are real people. While there is a
variety of limits on their choices, not
least economic, the assumption that
they are incapable of making
informed choices and, in this context,
are simply being manipulated by
advertising is just patronising. It also
overstates and misrepresents the
actual potency and role of advertising.

In so many areas parents are being
reminded of their responsibilities and
the need to say ‘no’ as well as ‘yes’. It
is very illogical to say that in the area
of collective family decision-making
parents can’t cope and shouldn’t have
to. Still less that this is an area in
which the State has a moral
responsibility to inter-
vene.

b Equally, how
is it that
children

Director, The Children’s Programme, The Advertising Association, London, UK
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can appear, especially to their parents,
contentious and argumentative but
apparently are immediately suckered
by ads? How is it that children can
appear to be rebellious, argu-
mentative and unresponsive to some
arguments and messages, but utterly
docile in respect to others?

Slogans in advertising that are aimed
at getting children to ask their parents
for goodies are now generally
unacceptable — an early victim of the
obsession that people seem to have
about the nature of childhood. The
implicit charge here is that of
brainwashing. Give them something
to say, and without any irony
whatsoever, the young ones will
parrot it back to their parents with
that glazed expression and listless
demeanour that is necessarily
generated by hours of dedicated,
unblinking attention to the contents
of the commercial breaks. Clearly,
these are children who go to the toilet
during the programmes and rush back
to the sofa for the ads.

Medias

I believe that children should

not remain completely unaware

of the commercial society

in which we all 7
-
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live. At some stage they will have to
cope with it knowledgeably and
effectively. It is no help to children to
keep them completely unaware of the
nature of commercial blandishment.
I believe that advertisements can
usefully be taken into the learning
environment that should exist
between parent, teacher and child; the
more, perhaps, to allow children to
build up sensible criteria about
advertising techniques and objectives.

Most children over five years old can
distinguish between advertisements
and programmes on television, even
if they may not understand the
persuasive nature of commercial
blandishment. I am not clear why it
particularly matters to state
authorities if they don’t. It may serve
only to increase their gullibility at a
later stage if commercial
communication to them is banned
altogether, especially as they are
subject — as we know they are — to
plenty of persuasive discourse
(nagging) well before the age of 12.
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The demonstrable fact that many
children, even under 12, are better
than their parents at understanding
computers, computer games, cable
TV and even VCR machines seems
to suggest that here is a ban that is
scarcely on solid foundations. And
why limit only ads on TV? What
about the rest of the media?

It is true that children’s recall of
advertisements can be quite high) but
advertisement recall is often
deliberately confused with effect.
Children are increasingly media
literate: they watch and sometimes
enjoy advertisements in a way that is
quite disassociated with behaviour.
This is not surprising; the first duty
of an advertisement is to be noticed,
but the commercial and competitive
reality is that, in mass media, most
advertisements that are seen by a
majority are actually targeted at'a
minority. Misunderstanding cause and
consequence in this business is very
common and, in any serious

consideration of the A
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advertising business, needs to be
constantly addressed.

The context

In spite of claims to the contrary, it
must be remembered that in general
children watch less television daily
than any other sector of the
population. The heaviest viewing
sectors in most countries are the
middle-aged and the elderly. It has
also been shown that in most
countries more children watch
programmes that are not made
exclusively for them than
programmes which are. This makes a
mockery of advertising controls
aimed at restricting advertising during
that part of the day attributed to
children’s programmes.

This context is critical to
understanding the nature of
advertisement content in commercial
breaks in children’s programmes. Of
course food, soft drinks, and toys
(particularly seasonally) are the
predominant products because these
are the products in which children
are the most interested. Also, the
more recent combination of an
increasing household penetration of
VCRs (of particular importance
amongst children) coupled with
subscription and pay-per-view TV
services has resulted in the first ever
decline in the supply of advertising
impacts and this seems likely to
continue as media proliferation
increases.

Protective measures

Most advertising codes, including
that of the International Chamber
of Commerce, contain com-
prehensive and effective safeguards
which acknowledge children’s
natural credulity and gullibility.
These codes follow from both
statutory and self-regulatory
provisions. A workable set of
standards for children’s advertising
is also included within the TV
without Frontiers Directive.
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Increasing fears about the impact of
societal change on children’s safety,
security and health are often
translated into proposals for
advertising restrictions and bans.
Since advertising is the most visible
and accessible form of ‘external
influence’ it is easily targeted by those
seeking an all-encompassing panacea
to society’s ills. It is supposed that if
action is taken to restrict commercial
communication then a defined range
of dietary, behavioural and health
problems will disappear. For
governments it has the added
advantages of neither appearing to be
adirect intervention in the operation
of the market, nor of bringing a cost
to the public purse.

However, this supposition is a clear
misunderstanding of the role of
advertising and the nature of
consumer choice. It ignores the many
other, more important, factors that
influence our children and their
behaviour. It also contradicts the
simple fact that children, no matter
how well protected from
inappropriate commercialism,
nevertheless need to grow up in a
commercial environment as this
experience will provide the best
chance of ensuring that they become
sceptical and critical consumers as
adults.

Much of the concerted effort made
to introduce a ban on children’s
advertising is based on the false
premise that controls either do not
exist or are insufficient. These
controls are made up of a mixture of
statutory and self-regulatory
intervention. In general, the industry
recognizes that these controls are
necessary and the record of the toy
and food industry in particular in
complying with the conditions set by
the regulators is exemplary. Few other
advertising sectors in Europe have
such a responsible record in code or
standards compliance.

Attitudes to advertising among
European politicians and regulators

are starting to change towards a
more positive approach that
recognizes the realities of the overall
commercial environment. But with
this change comes a wider
consideration, linked more to the
ability of a commercial industry to
speak up for the system and the
means by which it survives and
prospers. Forty years of commercial
television in the UK have largely
removed from serious consideration
the more fanciful claims of the 1950s
that advertising was a devious and
hidden persuader. Such habits still
die hard but such claims are now
heard more often in those countries
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which have only recently introduced
their publics to the delights of
terrestrial commercial television,
such as Denmark (1988) and Sweden
(1991).

New campaign

The Advertising Association, together
with its European partners in the
Advertising Information Group, have
set up a new campaign, the Children’s
Programme. The Children’s
Programme has commissioned
research and identified activities to
defend and promote the industry
position on advertising to children,
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plug the gaps and provide answers to
the muddle of criticisms that confront
the industry. The Children’s
Programme argues first for respect to
be given to the European children’s
programme industry, probably the
most creative and resourceful in the
world. There is clear evidence that
such programmes are enjoyed and
appreciated by children, most of
whom (certainly those over seven)
have a very good idea indeed of the
difference between programming and
advertising.

Defending children’s programmes
from the restrictive proposals of those
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who wish to stop children watching
TV advertisements is a major
preoccupation of the industry. The
Children’s Programme, supported by
TV companies, publishers, advertisers
and advertising agencies, is taking
every opportunity to state the case for
continuing to offer children choices
in television viewing and encouraging
diverse and high quality European TV
production.

One final point: has anyone ever
asked children if they agree that
advertising to them should be
banned? (I have, and they never do. I
wonder why?)
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Karin Lindell

Consumer Ombudsman, Director General, Swedish Consumer Agency

Sweden has an explicit ban
on TV advertising targeted at

children.

The ban is 10 years old and requires
that commercials should not
intentionally attract the attention of
children under 12. All kinds of
advertising immediately before,
during, or after children’s
programmes are also forbidden. The
ban is supported by consumer
organizations, a majority of the
Swedish public and — the Swedish
Advertising Association.

The argument is that children do not
fully understand what advertising is.
Any advertising directed at them
therefore breaches the advertising
industry’s own standards. The
International Chamber of Commerce
Code of Advertising Practice has a
basic principle that advertising should
be easily identified as such. There are
corresponding clauses in the EC
Television without Frontiers
Directive.

This means that it should be possible

to distinguish easily an advertisement
from other media content. The
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problem is that children lack the
experience to make such a distinction
and to know the purpose behind the
ads. This is important because the
ability to do that establishes the
principle of fair play between
advertiser and consumer.

Difference

Sceptical adults will know very well
that a commercial does not give the
whole picture. But children below a
certain level of maturity cannot tell
the difference between TV advertising
and TV programmes. They may
recognize that advertising differs
stylistically from programmes, but
they are generally unclear about the
purpose of the advert.

This is a common sense observation
for parents, but it is also underpinned
by research. In 1994, Swedish
sociologist Erling Bjurstrom published
a comprehensive survey of
international research on the effects
of TV commercials on children.

According to the study some children
can understand the purpose of TV
commercials early. But there is much
evidence that this ability is purely
perceputal for younger children. They
notice that something happens when
a commercial break interrupts or
follows a programme, but they are
hardly aware that they are watching
a different presentation with a
different purpose. It is only by the age
of 8 to 10 that most children have
developed a basic understanding of
the purpose of advertising.
Furthermore, research results indicate
that it is only around the age of 12
that we can be more certain that most
children have developed a more
complete understanding *.

Recently, Gunilla Jarlbro, another
Swedish sociologist and also associate
professor in journalism and mass
communication, came to the same
conclusion in her survey of
international research, 1994-2000.

Even if children see the difference
between commercials and pro-
grammes, it does not mean that they
understand the purpose, that the
commercial is there because
somebody wants to persuade them to
buy toys, magazines, sweets or snacks.
Adults can easily see through an
attempt to persuade children to pester
them for new toys or new brands of
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sweet breakfast cereals, but to many
children the ad is a piece of product
information or an instruction on how
to play with the new gadgets.

If advertisers really take the business
codes seriously they should not target
TV advertising at small children. But
a glance around the world reveals that
this is just what they do.

Position

Sweden’s right to enact a ban in this
area has been challenged by
advertisers. The European Court of
Justice issued a preliminary ruling in
1997. The conclusion was that
Sweden is entitled to uphold the ban
in its domestic broadcasts, but not in
transborder transmissions from other
Member States. Swedish legislation
applies when it comes to misleading
or unfair advertising.

Of course there are arguments against
the ban. One is that TV advertising
funds programmes and without
children’s TV advertising there would
not be any children’s programming
on commercial television.

I do not find this argument
convincing. If there are no compelling
reasons for the targeting of TV
advertising at young children then
there simply should not be any,
regardless of how the advertising
income is spent. In any case this
provides a strong argument for
supporting public service television.

Sometimes advertisers claim
‘commercial freedom of speech’. This
means they want a free ride on the
back of the highly respected principle
of freedom of expression in political,
religious, scientific and artistic
matters.

Freedom of expression is essential in
an open and democratic society, but
we should not debase the idea of
freedom of expression by confusing
it with the right of a merchant to use
any argument to sell goods.
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It is sometimes argued that children
understand these things much better
than their parents think they do. Old-
fashioned parents need someone else
to introduce children to the modern
world of commercial communication.
And who is better placed to do that
than advertisers?

It is true that measuring the awareness
of young children is not an exact
science. Children differ and so do
social scientists. But personally I
think that most parents are perfectly
well equipped to judge the needs of
their children. Most of them would
refuse any offer from the advertising
industry to take over the media
education of their children. And if
they had an opportunity to choose,
they would opt for a television free
from advertising targeted at children,
as in Sweden.
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Does this mean that there is no room
at all for advertising children’s
products on Swedish TV? Provided
ads do not target children directly,
they can address parents,
grandparents or any other interested
adult.

* www. konsumentverket.se
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Michel Grégoire

Secretary General, European Group of Television Advertisers

The position of EGTA is
based on two pillars, a
guantitative one and a

gualitative one.

The first one deliberately adopts an
economic point of view by relating*
the revenues gained from advertising
to children** with the amounts spent
on children’s programmes (producing
and buying). The second pillar is
ethics-based and reviews the
numerous rules shared by EGTA’s
members concerning the
psychological protection of children.

Economic aspects

The gross global annual revenue
collected by EGTA members based in
the European Union from advertising
to children, amounts to €320 million.
Adpvertising to children represents, on
average, 4.2% of members global
turnover. To assess the net global
annual revenue received by the
channels it is necessary to deduct 20%
which represents the commissions to
various intermediaries (agencies,
media buyers, etc.),

approximately €256 million.

leaving
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These same channels spend each year
€241 million for the purchase or the
production of children’s programmes.
This amount is made up as follows :
e €124 million spent on own
original productions (51.5%);

e €36 million for European
purchases (15%);
e« €81 million spent on the

acquisition of the rights to non-
European programmes (33.5%).

The amounts spent on children’s
programmes therefore represent 94%
of the net revenues generated by
advertising to children and do not
take into account the general
overheads imputable to children’s
programmes: so the financial balance
is largely negative for the channels
concerned.

Those investments allow 271 hours
per week of broadcasting of children’s
programmes among 13 channels (RAI
and TVE hours per week are missing).

Loss of revenue from children’s
advertising would create a serious
problem for the financing of
channels, whether they are private
or public. For public channels,
reduction of advertising revenue
would have to be redressed by an
increase in public funding, which
seems very unlikely. Some of the
private channels have obtained their
licences through a bidding system
which obliges them to make long-
term financial commitments;
restrictions about advertising to
children were not taken into account.
Others have signed terms of
reference with government
authorities and made commitments
for several years which would be put
at risk by such restrictions.

The production and broadcasting of
children’s programmes costs more
money than is raised from advertising
to children. Any loss of advertising
revenue would force channels (both
public and private) to adopt one of
the following courses:

« find another source of finance: for
example an increase in public
funding for public service
channels (extremely unlikely);

o discontinue children’s pro-
grammes;

o import cheap programmes
(Japanese cartoons).
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Europe

Of the total sum spent on children’s
programmes, 66.5% (or some €160
million) is invested in the European
audiovisual industry (own original
productions and  European
acquisitions). This figure concerns
only 15 television channels.

The consequences of a loss in
advertising revenue for the European
audiovisual industry would be in clear
contradiction with the efforts made
by the authorities of the European
Union to develop it. Regardless of the
course adopted by the television
channels in the face of a reduction of
children’s advertising income, a major
part of the amount currently injected
into the European audiovisual
industry would be put at risk.

Respect for children

EGTA assessed the degree of

protection nowadays accorded to

children in the field of television

advertising by carrying out a survey

on the origin of the provisions applied

by its members established in the

European Union:

e Television without Frontiers
Directive (3 October 1989)

o national legislation

o self-regulatory code

« licence obligations (specific state
contractual obligations)

e restrictions imposed by the TV
channel itself.

Three conclusions can be drawn from
this inquiry.

There is a common core of
provisions which are applied by all
EGTA members which proves that
children are granted very effective
protection which often goes
unrecognized. This is characterised
by the members’ concern not to
mislead or manipulate children. The
provisions tend to make them
responsible consumers by not
treating them as children. Other
measures are implied by ethical

DIFFUSION EBU - 2001/2

considerations and concerns relating
to physical safety, health and
hygiene.

43% of the provisions stem from self-
discipline (self-regulatory codes or
restrictions that the channels impose
upon themselves), apart from the
restrictions imposed by the Television
without Frontiers Directive. These
provisions are now respected:
channels have been free to apply them
and they have adopted them.

Numerous measures differ from one
country to another; their analysis
shows the effectiveness of self-
discipline which allows Northern and
Southern European countries to
translate their cultural differences into
specific provisions that no legal
provisions, made at the European
level, would be able to guarantee.

Most parents’ and children’s wishes

expressed in the study carried out by

ITC Research* * * are covered by the

provisions currently in force and are

applied by EGTA members. Thus,

 advertisements do not encourage
children to pester their parents to
make them buy what they want;

o advertisements for alcoholic
beverages are not targeted
towards children;

o the revenue from advertising to
children is reinvested in children’s
programmes;

o thereisaclear distinction between
advertisements and programmes;

» sponsors may not influence the
programme content and the
broadcaster’s editorial integrity
must be respected.

Children would also like to be
considered as responsible decision-
makers; they do not feel as though
they are being manipulated by the TV
sponsorship of their programmes.

So that protective measures are
effective, there must still be a
coherence between the different
restrictions imposed on the ways
through which advertising can reach
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children. Television, which is without
a doubt a victim of its own success,
today finds itself hemmed in on
various levels by numerous
regulations which are dispro-
portionate to the ends in view and
which may lead to a proliferation of
regulations. The danger is to hamper
the free movement of commercial
communication without even making
it possible to attain the objectives
aimed for.

EGTA would like to help to objectify
a discussion which is all too often
marked with demagogy or prejudices
and which is only centred on one
particular aspect of the problem.
EGTA members believe that the
problems raised by advertising to
children must once again be put into
their global context.

* This relation has been highlighted in a
questionnaire survey among the
advertising sales houses that are
members of the association and active
in European Union countries. This
survey has been updated with 1999
data and does not take into account
the channels which do not broadcast
advertising to children.

** The age from which a viewer is no
longer considered a child is set, for the
majority of countries, at 12 years.

*** In order to gauge the relevance of the
provision, it is interesting to compare
them with the results of the study
made by the ITC (the UK Independent
Television Commission) on TV
sponsorship of children’s programmes,
although the EGTA survey is broader
since it covers both commercial
advertising and TV sponsorship.
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Anura Goonasekera

Head of Research, Asian Media Information and Communication Centre

Most mass media
programmes are not
produced with children’s
interests in mind.
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Like other commercial commodities
these are produced for profit in the
marketplace. However it is
sometimes asserted that the
marketplace provides children with
what they like to get. Critics have
called this the ‘pornographer’s
logic’*.

The quotation, from Alice in
Wonderland, cited in the title makes
a valid distinction between getting
what one likes and liking what one
gets. They are not the same thing.
This issue has more to do with
producing television programmes to
commercial dictates rather than
devoting resources to producing
good quality children’s programmes.
Only public policies aimed at
producing good quality children’s
programmes will get children out of
this vicious circle.

In most Asian countries children
under the age of 15 comprise around

30% of the population. This
proportion is even higher in poorer
countries such as India and
Bangladesh. However only a very
small proportion of TV programmes,
radio programmes, cinema, books,
periodicals and newspapers are made
for children. It has been estimated
that in some Asian countries, such as
India, Bangladesh and Sri Lanka this
is less than 5%. The lack of
information on children and medjia is
indicative of the lack of interest
among the research community and
the ruling classes about this issue. This
situation becomes all the more glaring
when one considers the fact that in
many of the poorer countries in Asia,
a large proportion of children play
truant. The proportion is particularly
high in the case of Asian girls.

In those countries where the
economies are growing rapidly,
rampant commercialism has entered
children’s media programming.
Different media systems collaborate
to produce and market children’s
products as part of their media fare,
e.g. the TV programme Teenage
Mutant Ninja Turtle spawned comic
books, computer games, movies and
countless commercials over radio and
TV to make it a household name.

In this situation what kind of
television programmes are offered to
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children between the ages of 6 and
15 in Asian countries? Do they get
what they like or do they like what
they get?

What sort of a world is created for
children by these programmes? To
what extent are the policy-makers and
programme producers in Asian
television stations aware of children’s
rights as enunciated by the UN!?
What are the resources available for
the production of children’s television
programmes in Asia? These are some
of the questions that the Asian Media
Information and Communication
Centre (AMIC) addressed in an
empirical study of television and
children in seven Asian countries?.

Countries in Asia have many cultural,
economic and social differences. One
can discern two Asias: the poorer Asia
and the richer Asia. Access to
television is different. Bangladesh and
Nepal, two of the less developed
countries in Asia, have around 14

television sets and 6 television sets
respectively per 1,000 population.
India and Indonesia 67 sets and 46
sets respectively. In the richer parts
of Asia television ownership is quite
wide-spread. South Korea has 416 sets
per 1,000 population; Singapore 224
sets (Goonasekera and Holaday,
1998). There are also different types
of ownership and management of
television stations in different
countries in Asia (government-owned
private or a mixture of the two).
These factors have an important
bearing on development of television.
They also influence the policies that
are followed in relation to children’s
television programmes (Table 1).

What kind of TV?

The study classified television
programmes were classified into 12
types: animation or cartoons;
puppets; story telling; serial/drama;
pre-school magazine; magazine
information; information/news;
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magazine entertainment; quiz/games;
music; religious; cultural/traditional.
There is also an ‘other’ category to
include those programmes that
cannot be classified within these 12
categories.

Tables 2, 3 and 4 give data on the basis
of this classification for two countries:
India and China. India has an open
skies policy regarding reception of
satellite television programmes. China
has imposed restrictions.

Table 2 gives data for Doordarshan
in India. Two factors stand out in this
data. One is the predominance of
animation and serial/drama
programmes. This is so for many
other countries in Asia. The second
is the dominance of foreign
programmes in the animation
category (95%).

The predominance of foreign
programmes is compounded by a
relatively recent phenomena in

Table 1 - Television ownership in 11 Asian countries

Public Private Mixed
Less-Industrialized / China, Nepal Philippines?
Poor Vietnam

Industrialized /Rich

India, Indonesia, Sri Lanka

Japan, Malaysia, Singapore, Thailand

3 The Philippines has two government supported stations.
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India: the transmission of pro-
grammes by foreign multinational
television broadcasters such as
StarTV, CNN and BBC World
Service. In addition India has its own
satellite channels, some of which are
up-linked from foreign points of
origin such as Hong Kong (Table 3).
Here again the dominant type of
programme for children are
magazine/information (Animal
Planet: 24-hour programming) with
46%, and animation (including 16
hours of the TNT Cartoon
Network). India has not controlled
direct access to satellite programmes.
However most of the foreign satellite
programmes are distributed mainly
through Indian cable companies.
Most people in India cannot afford
satellite reception dishes. These
people subscribe to cable services
which re-transmit foreign satellite
services along with local pro-
grammes such as local language
movies.

Unlike India, China (Table 4) controls
access of its citizens to foreign satellite
broadcasts by requiring them to get a
licence to use a satellite dish. Here
again there is a predominance of
foreign material among children’s
programmes (over 65% of children’s
programmes broadcast over CCTYV,
Beijing TV and Cable TV in 1998).

Controlling satellite access alone is
not enough to prevent the dominance
of foreign programmes. There should
also be active encouragement of local
programme producers to produce
programmes for children. Market
forces by themselves will not generate
sufficient programmes. In the case of
China, where television is managed
by the State, except for animation
programmes, all other programmes
for children are locally produced.

How widespread are the character-
istics of children’s programmes we
have described for India and China?
Summary statistics for China, India,
Malaysia, Nepal, Pakistan, Sri Lanka
and Thailand** show the pre-
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dominance of animation programmes
among these countries: 28%. This
was followed by serial dramas (15%).
Furthermore, around 47% of all
programmes for children are of
foreign origin. The data also shows
the paucity of informational, cultural
and pre-school programmes among
the total fare offered to children.

While these characteristics are
common to many Asian countries
there are also significant differences
in policies regarding children’s
television in Asia.

In China* there are two kinds of
programmes relating to children. One
is programmes aimed directly at
children. Such programmes include
entertainment, education and news.
The other type is programmes aimed
at educating adults regarding their
duties towards children. How familiar
are the TV producers of the UN
Convention on the Rights of the
Child? CCTV in Beijing and
particularly CCTV’s youth and
children’s department were aware of
the Convention and are consciously
incorporated into TV programmes.
Examples of such television
programmes are those made for
Children’s Broadcast Day
(December), International Childen’s
Day (June) and programmes telecast
during the winter and summer
vacations. Big Wind Mill and Tell It
Like It Is are two television
programmes that incorporated the
principles of the Convention.
Implementation of these
provisions is often
considered in
combin-

ation with that of the National
Programme of Action for Child
Development in China.

In India® the total number of
children’s programmes on all
channels is less than 1%. Most of
these programmes are designed for
the upper-class urban child. However
these are not popular among this
audience because they lack
entertainment. Not a single
programme recalled by the sample of
children interviewed was made in
India. When respondents from DDI
were asked about programme
priorities none of them mentioned
children’s programmes. None of the
networks has any specific policies to
create awareness Or to create
programmes on children’s rights. An
obvious gap in children’s television
programming in India is the virtual
absence of programmes specifically
made for early teens.

In Indonesia® little attention being
paid to children’s programmes
because such programmes are
perceived as being less attractive to
advertisers. The emergence of private
television and lack of proper policies
and guidelines about programming
content has resulted in an
uncontrolled and confused situation.
It has become difficult to develop
children’s television. Of 15
programmes most preferred by
children, 7 were programmes for
adults. Station managers had little or
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Table 2 - Telecast of Children’s Programmes, Doordarshan, India* (1999)

Type of programme

Duration in minutes

per week

Local Foreign
Animation 30 690
Puppets = =
Storytelling -
Serial/Drama 870
Pre-shool magazine -
Magazine information 150
Information/
News magazine 300
Entertainment 120
Quiz/Games -
Pop music s
Religious -
Cultural/Traditional -
Educational 120 -
Others*** 320 -
TOTAL 1910 690
&> Based on programme schedule for one week.

Total broadcast time
per year in minutes

(hours)**
37440 (624)
45240 (754

7800 (130)
15600 (260)
6240 (104)
6240 (104)
16640 (277.3)
1135200 (2253.3)

56 Calculated on the basis of broadcast time during one week in 1999.
***  Covers variety programmes for children wich include storytelling, drama, quiz/games, music, dance, etc.

As percentage of
all children'’s
programmes

11.5

4.6
123

100.0

Table 3 - Telecast of Children’s Programmes in Satellite Channels*

Type of programme

Duration in minutes

Total broadcast time

per week per year in minutes
(hours)**
Local Foreign
Animation 90 8490 446160 (7436)
(Including 16 hrs TNT
Cartoon Network)
Puppets 60 - 3120 (52)
Storytelling 150 90 12480 (208)
Serial/Drama 480 660 59280 (988)
Pre-shool magazine - - - -
Magazine information - 10200 530400 (8840)
(Animal Planet 24-hr
programme)
Information/News 60 - 3120 (52)
Magazine entertainment 270 - 14040 (234)
Quiz/Games 120 210 17160 (286)
Pop music - - - -
Religious - - - -
Cultural/Traditional 210 - 10920 (182)
Educational 570 - 29640 (494)
Others*** 180 - 9360 (156)
Category not known 300 15600 (260)
TOTAL 2190 19950 1151280 (19188)
o Based on programme schedule for one week (India 1999).

56 Calculated on the basis of broadcast time during one week in 1999.
**%  Covers variety programmes for children wich include storytelling, drama, quiz/igames, music, dance, etc.
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no knowledge about the UN

Convention on the Rights of the
Child.

In Malaysia’ the government
broadcasting station, RTM, is making
a serious effort to produce children’s
television programmes. The
commercial stations, TV3 and
Metrovision, have not shown similar
enthusiasm. This neglect is due to the
perception  that  children’s
programmes do not have much
appeal to the advertisers. RTM
producers are quite aware of the UN
Convention on Children’s Rights.
They have gained this knowledge
through international conferences in
which they have participated. Private
broadcasters on the other hand are
unaware or vaguely aware of the
Convention.

In Nepal® severe financial constraints
have hampered the production of
children’s television programmes.
Children’s programmes are low
priority due to the perceived lack of
advertising/ market support. This is
made worse by the lack of adequate
training in the production of
children’s programmes and the lack
of creativity. Nepalese television
producers have heard of the
Convention but are not familiar with
its detailed provisions.

In Singapore’ there has been some
revival of children’s television
programmes after corporatization of
television in 1994. Locally produced
children’s TV programmes target a
wide age range: from 4 to 12 years.
Children within this age range have a
wide variation of cognitive abilities.
Television programmes targeting such
a wide age range are generally
ineffective in appealing to such a
group. Television stations also
broadcast a large number of
programmes for pre-schoolers. Older
children’s needs are not sufficiently
met. Consequently older children
consume a large proportion of adult
programmes. No special training has
been provided for children’s
programme producers. The
programmes reflect Singapore’s
political and cultural climate. Stress
is on maintaining racial and religious
harmony and political stability. The
priority given to children’s
programmes is low. This is because
of the belief among managers that the
audience ratings of these programmes
do not justify high expenditure. Only
a few producers were aware of the
UN Convention on the Rights of the
Child.

In Vietnam'® the government sets
targets for producing children’s
programmes every year. These

programmes are directed at children
or are aimed at educating adults
regarding the needs of children.
Financial limitations are a major
factor which inhibit production of
children’s television programmes.
There are very few programmes
catering to children over 10 years of
age. Producers are aware of the
Convention and related state policies.

Overall, children’s programmes
produced in many Asian countries do
not appeal to the children for whom
they are meant. Consequently only a
small percentage of what is made
available are actually watched by
children. According to Indian media
researcher Mira Aghi, around 75%
of her sample of children mentioned
programmes made for adults as the
ones they liked: crime, thrillers,
comedies and family serials. Sri
Lankan researcher Dharmadasa
observes that locally produced
children’s programmes are often not
up to the level with regard to quality
and content that most children
demand. According to a survey
carried out by Survey Research
Malaysia (1994) of 100 most viewed
programmes in Malaysian television
by children between the ages of 6 and
14, only 3 are children’s programmes.
These are all foreign productions.
Their rank is given in brackets: Cyber

Table 4 — Telecast of Children’s Programmes in China:
CCTV, Beijing TV, Cable TV

Type of programme

Local
Animation 1677.5
Puppets -
Storytelling 140
Drama 50
Pre-shool magazine -
Magazine information 245
Magazine entertainment 760
Quiz/Games 200
Pop music 100
Religious -
Cultural/Traditional 140
Other 100
TOTAL 3412.5
44

Duration in minutes

Total broadcast time

As percentage of

per week per year in minutes all programmes
(hours) for children
Foreign
1677.5 174460  (2907.7) 65.91
- 7280 (121.3) 2.74
- 2600 (43.3) 0.98
- 12740 (212.3) 4.81
- 39520 (658.7) 14.93
- 10400 (173.3) 3.92
- 5200 (86.7) 1.97
- 7280 (121.3) 2.75
- 5200 (86.7) 1.97
1677.5 264680 (4411.3) 100
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Cop (39); Ultraman Trio (63); Alamria
Disney (80).

Of the countries surveyed, three have
followed policies conducive to the
development of television pro-
grammes for children: China,
Vietnam and Japan. In Japan, the
public broadcasting policy of NHK
was behind the success of children’s
television. However in many other
countries children’s television
programmes had to compete in the
marketplace. In this it could not
succeed. The advertisers and
marketers saw little profit to be made
from children’s television. The AMIC
survey shows clearly the need to
develop children’s television in many
countries in Asia. It also shows that
market forces will not do this. A
concerted effort by concerned groups
is needed to mobilize support for
children’s television in Asia.
Resources of government, civil
society, educational institutions and
commercial organizations need to be
mobilized.

Notes

1) Children have inalienable rights.
Adoption of the Convention on the
Rights of the Child by the UN General
Assembly in 1989. 187 governments
are now State Parties to this
international treaty including all
nations in Asia-Pacific.

2) China, India, Indonesia, Malaysia,
Nepal, Singapore and Vietnam. Study
was partially funded by UNICEE.

3) The Philippines has two government
supported stations.

4) Prof. Huang Chang Zhu, deputy

* Goonasekera, 1998

** Yearbook of the UNESCO
International Clearinghouse on
Children and Violence on the
Screen
(Carlsson and von Feilitzen, 1998)
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director and senior research fellow,
Centre for Documentation and
Information of the Chinese Academy of
Social Sciences in Beijing was the lead
researcher for the study in China.

5) Ms Lalita Eashwer of Kanoi Marketing
Services, Madras, was the lead
researcher for the study in India.

6) Mr Bob Gantarto, researcher at
Indonesian Child Welfare Foundation
in Jakarta, was the lead researcher for
the study in Indonesia.

7) Dr Shanti Balraj-Ambigapathy of the
School of Communication, University
Sains Malaysia in Penang, was the lead
researcher for the study in Malaysia.

8) Ms Josefina Dhungana of DECORE
Consultancy Group in Katmandu was
the lead researcher for the study in
Nepal.

9) Ms Lin Ai Leen of the School of
Communication Studies at Nanyang
Technological University, Singapore,
was the lead researcher for the study in
Singapore.

10) Prof. Chung A, director of the Centre
for Sociology at Ho Chi Minh National
Political Academy was the lead
researcher for the study in Vietnam.
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“Honestly, | do not know of
anyone in my family or

among my friends who has
ever paid their licence fee.”
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Such was the frank confession of one
of the keynote speakers, a former
French ambassador, at the 1987
Rencontre de Torremolinos confer-
ence, the theme of which was
dedicated to ‘Radio, its Audience and
the Public Authorities’. Maybe it was
the relaxed character, as well as when
and where this event takes place,
which tempted the speaker to display
such unexpected candour because, just
as for Prix Italia, the Rencontre has its
own, quite specific, atmosphere. As
John Thompson (UKIB) put it in his
conference report in 1989: “What an
extraordinary phenomenon these
Rencontres de Torremolinos are. I can
think of no other similar meeting that
is held within the radio world
anywhere in Europe. The mixture of
the formal and the informal, of the
vague and the precise, is unrivalled by
any other regular encounter.”

It has been organized every second
year since 1973 by RNE in
cooperation with the EBU, led with
elegance, professional authority and
impeccable organization successively
by Ramon Villot, Alfonso Gallego and
Eduardo Hernaiz. The setting since
1979 has been a pleasant seaside
resort on the Costa del Sol in early
May, when it is blessed by mild and
sunny weather and well before the
arrival of hordes of funseekers from
Northern Europe.
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The conference centre is located
sufficiently far away from downtown
to keep the captive audience from
escaping to urban pleasures at coffee
and lunch breaks. In the evenings,
however, delegates can mingle in a
number of small, pleasant restaurants
on the water-front.

The Rencontre is a two-day affair,
open to EBU members only and, since
1987, dedicated to one main topic
with sub-themes discussed in eight
plenary sessions, always provoking a
lively debate. Over the years, the
topics have been very different such
as audience research, radio and
culture, music and radio, radio on the
threshold of the satellite age, and
radio and advertising. Session
chairpersons are drawn from the EBU
membership, whereas keynote
speakers and panellists, all of an
eminently high quality, might
sometimes come from outside the
circle of public service broadcasters.
At the end of the conference, a
General Rapporteur summarizes the
main features of the two preceding
days, a very demanding task since it
allows very little time for preparation.

Some topics have recurred over the
years: radio’s adaptation to new
times, financing difficulties,
multimedia opportunities and
relations with the European Union.
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In 1985 (radio and advertising), a
speaker from the Netherlands
suggested that the best thing that ever
happened to radio was the arrival of
television, when it became possible
for radio to stop trying to be all things
to all men and start concentrating on
the things it did best. In 1987 (Radio,
its Audience and the Public
Authorities), it was stated that a
common problem was one of finance,
particularly for public stations, forced
to eliminate services and to face the
fact that governments refuse to
increase budgets adequately for fear
of adding to the public deficit, or to
raise licence fees because of the
electoral risks involved.

In the report from 1989 (Radio
Tomorrow — Competing for the
Public’s Attention), it was noted that
a representative of the European
Commission spoke on (radio)
development which were going, or
rather not going, on in Brussels and
concluded that there should be “a
good deal of opportunity at least for
a friendly and working dialogue
between the broadcasters and the
the Community
headquarters.” As far as radio is
concerned, ongoing attempts to open
such a dialogue by the EBU and
others, representing a European
medium transmitted by 9,600 stations
with a daily listening audience of 300

officials at

RADIO

million people, have so far fallen on
deaf ears in Brussels.

In 1997 (Radio in the Multimedia
Environment), which saw the
emergence of this topic, it was pointed
out “that the Internet was used by
many radio and TV broadcasters in a
manner which fell short of the actual
potential of this new communication
medium. Yet multimedia applications
represent an enormous opportunity
for broadcasters, since their networks
are ideally suited to current
multimedia  production, to
experimenting with new formats and
to training specialized personnel. The
broadcasters’ task is to create
multimedia productions with the
desired content and geared to
available resources.” However, four
years later, how much has happened
in this respect?

The issue of political pressure on
broadcasters is also more topical than
one might imagine. In 1987 the
former British Minister for Northern
Ireland, Mervyn Rees, indicated that
the public authorities’ relations with
broadcasters should remain distant
and not become friendly; this was less
a matter of fear than of mutual respect
and a means of ensuring greater
freedom and scope for critical
examination on both sides. The public
authorities, notably the political ones,
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draw up legislation and establish the
general context in which radio
operates. The greater the financial
involvement, the greater they are
tempted to exert pressure on
broadcasters. On 11 January 2001,
the director general of Czech
Television was forced to resign,
following a massive strike by his
journalists. Their reason: they claimed
that his appointment had been a

political one, to enable the
government to control the
programme policy of Czech
Television.

Radio’s relationship to its audience
is an eternally fascinating subject,
and in the same year Stéphane
Duhamel (RTL) suggested that
audience and quality are not
mutually exclusive. The competition
between stations leads to a certain
diversity, and presents a challenge
for the promotion of quality in
terms both of form and content.
Influence is also exercised through
various forms of individual
participation in programmes, for
example by phone-ins. However,
this should not conceal the risks
involved that radio will delegate to
the audience its duties and
responsibilities of informing and
creating. It should not be thought
that telephone calls are
sociologically representative.
Organized groups of listeners
sometimes exert collective pressure.
A channelling process is required,
and care needs to be taken to avoid
being carried away by false notions
of participation. Such suggestions
are even more valid in an age when
participation is possible over the
Internet.

The key to radio’s dilemma in the
crossfire between the audience and
the public authorities lies in the
difficulty of defining the difference

between information and
propaganda, particularly since,
nowadays, the latter often

masquerades under various forms.
Radio must not fall into its own trap.
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It is the best-equipped medium for
reporting news fast, and speed can
become an obsession. It is preferable
to delay broadcasting a piece of news
briefly to be able to place it in its
context and help the listener to be
better informed. In addition to the
request for bread and circuses, or
music and sport, there is also the
responsibility for public service radio
to help improve society’s social,
educational and cultural levels. And
do not these questions continue to
occupy EBU radio members on a daily
basis?

In 1991, it was decided to relax a bit
from more solemn topics and discuss
Entertainment in Radio — a Question
of Quality, although it was agreed that
writing and producing entertainment
for radio is a serious business and that
the radio comedy department was
probably the best place to be, but
certainly the hardest. “The radio
comedian”, said David Hatch (BBC
and part of the original Monty
Python’s Flying Circus), “is a blend of
journalist, doctor, politician and priest,
not only because comedy covers a wide
range of matters but also since its social
function covers a wide range of needs.
It helps control politicians when they
act outside the limits of common sense,
cures depression or loneliness, makes
unnecessary the extensive use of
psychiatrists (in fact one could speak
of ‘radio therapy’) and comforts
everyone’s soul. Groucho Marx,
Charlie Chaplin, Buster Keaton and
Woody Allen might be even more
important than the UN or Parlia-
ment. And, moreover, to write a
comedy show one needs only to read
the front page headlines of the daily
newspaper. The main problem
however, is that writing comedy for
radio pays very little compared to
television. Improving the comedy
budgets, maybe by merging them with
radio drama, might bring radio
entertainment back to its former
heights and show that radio can be
funny again, giving it a new lease on
life.” So, what are EBU members
waiting for?

The Rencontre in 1989 (Radio
Tomorrow — Competing for the
Public’s Attention), 1993 (Europe in
1993 and Public Service Radio) and
1995 (Public and Private: the Two
Faces of European Radio) were
particularly dynamic in dealing
with the profound problems of
existence and co-existence of

public and private, national

and local radio. While

agreeing that nobody

had an exclusive right

to  broadcasting

(radio is a public

commodity and

both the public

and private

sectors have the

right to use it),

the view on

regulation

differed

widely from

those who

advocated

centralized

regulations

with public

radio stand-

ards for all,

both public

and independ-

ent stations, to

spokesmen for

complete free-

dom with no

(except self-)

regulation at all.

Public and private

radio stations main-

tained a new balance

of mutual acceptance.

Public radio had

improved its role in this
competition, and the

boundary between them was

not so much the ownership as

the quality. But one principle
applied to both kinds of radio
alike: it was essential to concentrate
on the daytime schedule and to
schedule the programming with an
awareness of audience segments as
related to changes in television, other
media and social habits.
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Two recurring trends in radio were
localization and segmentation, and in
many countries local radio was
advancing very successfully. A local
radio station might be “the mouse
that could get in where the cat could
not”, where national radio was too
blunt an instrument to report on
events and developments of
sometimes greater interest to the local
population than the national ones.
The exception was, of course, events
such as when radio reported to the
Spanish people on the attempted coup
in the Cortes in February 1981,
popularly known as “the night of the
transistors”.

No discussion of the kind would be
complete without reference to money,
or the lack of it. Could costs be cut
by the more extensive use of
independent producers, utilized more
than in-house producers to control
productions cost? The answer might
be ‘yes’, although the degree to which
the BBC made use of independent
producers could probably not be
reached by other broadcasters.
Moreover, public radio, maintaining
orchestras and producing radio
drama, did this at cost levels which
would never affect independent
producers, or independent radio for
that matter. Today José Manuel
Nunes (RDP) might bite his tongue
for having said at the time that he
faced dark hours because of lack of
money. Now he is presiding over
what, in relative terms, might be one
of the wealthiest radio organizations
in Europe.

The issue of cultural programming
and whether private radio gave it too
little attention was hotly debated. UK
Classic FM was quoted as an example
of a successful commercial station
offering culture, but was criticized for
transmitting too easily digestible
programming, forgetting new
composers and not offering the
audience enough background
information on the works and their
authors. David Hatch suggested that
the secret of reaching a larger
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audience for cultural programming
was not to change the programme
itself but to change its presentation
and its presenters, taking away from
them the rifles they used as
gatekeepers and telling them to invite
people in. Then too, it is possible even
to make money out of culture, as
proven by Classic FM. Gert Haedecke
(SWF) underlined the importance of
avant-garde programming because it
represented “the past of tomorrow”.
He offered the example of his mother
(and all the mothers of the world),
upset when listening to Stravinsky for
the first time and now a fervent
devotee of his music.

This brings us to the matter of
programming for the young. The
independent broadcaster, Colin
Mason (UKIB), said that although
popular music should be available to
all broadcasters, the commercial
presentation and exploitation of it
should be left to the people who
invented it, i.e. commercial radio,
who need to earn a living through
advertising. This set off a storm of
protest among public broadcasters.
Piet van Roe (VRT), stressed two key
notions: the right of the listener and
the responsibility of the State. Young
people are the most vulnerable. We
cannot simply hand them over to
commercial broadcasters. We are
responsible for young and less
educated people. We cannot allow
95% to pay for a 5% elite. He called
for a popular public radio: if news is
better understood through songs or
pop music than Mozart, so be it.
Today ‘Eurosonic’, featuring popular
music, is the fastest growing activity
in EBU radio.

The popularity of the Rencontre has
grown over the years and, during the
last editions, the number of
participants has exceeded 100, many
of them returning time and again. The
2001 Rencontre is entitled
Highlighting Radio News in the
Future and includes themes such as
credibility, quality, ethics: the pillars
of public service, covering violence —

RADIO

a difficult necessity, how to make
young listeners news conscious and
news and multi