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This London Dockland earth station is a vital linkwith television audiences in seven European countries.The first customer at British Telecom's internationalearth station at North Woolwich was Satellite Tele-vision which has a nightly international TV entertain-ment programme, Skychannel.
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Moves towards deregulation in broadcasting plus z apid changesin cable and satellite technology are leading to new businessaffiances which aim to win pan-European audiencesNew era in European television
BROADCASTING in Britainand most of the rest of WesternEurope has reached a significantcrossroads. The public servicebroadcasters, many of whichhave enjoyed monopolies ornear monopolies over the useof scarce airwaves, are havingtheir activities questioned asnever before. Although changewill not come overnight, theyface a future in which they mayhave growing competition fortheir audiences from cable andsatellite programmes as wellas the video recorder.The arrival of satellite broad-casting has created for the firsttime at least the potential of asingle European market fortelevision channels, those whoproduce them and for adver.tisers.Such rapid changes in tech-nology and the moves towardsbroadcasting deregulation arecreating new business alliancesand diversifications—for in-stance, the move in West Ger-many and France by traditionalpublishers into cable televisionprogramming.In the past two years 10 newchannels of programmes havehen created in Europe and atleast a dozen more are on theway. A new pan-Europeanchannel, Olympus TV fundedby five of Europe's public ser-vice broadcasters, opens onOctober 5.By early next year thechannel will be carrying fivehours of programmes a nightto cable televi§ion operators allover Western Europe. In 3987it will transfer to a direct bread-casting by satellite (DBS)channel on the European Space
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Agency's Olympus satellite andwill then be able to be receivedthrough dish aerials at indivi-dual homes.But all over Europe the newdevelopments have left funda-mental questions unanswered onwhether the consumer is pre•pared to pay for the extrachoice that technology hasmade possible. Will enoughpeople pay subscriptions torextra entertainment, or if not,how many new channels willthe pan-European advertisingmarket sustain?There are also worries abouthow the transition from thecontrolled era of public servicebroadcasting to the new eraenvisaged by some of " limit-less " capacity is going to behandled to ensure that morechannels will not simply resultin less genuine variety.As Michel Cotta, President ofthe French Haute Autorite, hasargued, if the new media aregiven an unfair advantage overthe established ones there is arisk of the television of tomor-row being built on the ruins ofthe television of yesterday andtoday.In Britain, the future ofbroadcasting has come to thecentre of the political stage be-cause of the setting up by theformer Home Secretary, IIrLeon Brittan, of the PeacockCommittee into the future 5n-ancing of the BBC.
The terms of reference ofthe committee appear narrow:to look at the strength of argu-ments for and against alter-natives to the licence fee suchas advertising, sponsorship andsubscription. In practice, thecommittee will have to +lea •

the assumptions on which thepresent British broadcastingsystem is based and the conse-quences for independent tele-vision and the rest of the mediaof introducing advertising onthe BBC.The setting up of the com-mittee, which is due to reportby next summer, has increaseduncertainty over the future ofan industry which in the UKwill have a £2bn turnover thisyear and which employs, dir--Tay or indirectly, an estimated60,000 people.
Key factors
The existence of the commit-tee and the question marksraised over the continuation ofITV's television advertisingmonopoly were one of the con-tributory factors behind thecollapse of the £500m BritishDBS venture in June. Two yearsago this month, Mr Brittan an-nounced at the Royal TelevisionSociety's Cambridge Conventionthat independent televisionwould be allocated two ofBritain's five available DBSchannels to match the twoalready offered to the BBC.Instead, first the BBC de-cided it could not launch aDBS service alone and then aconsortium which brought to-gether the BBC, all ITV com-panies and five non-organisa-tions led by Thorn EMI, de-cided after 18 months of meet-ings that the costs and riskswere too great.Now after two years withnothing concrete achieved, theIndependent Broadcasting Auth-ority has asked this month for•o. • 'b.es • - • •  oev•ard_ -

tion interested in providing oneor more DBS channels.It is far from clear whetherthere will be any groups in-terested in providing a serviceaimed at the UK rather thanpan-European market.The ITV companies and theBBC, pernaps in collaboration,are however considering thepossibility of launching a chan-nel of British television for thecable networks of Europe usingan existing low power satellite.The Government has also in-creased uncertainty over radioin the UK by authorising, on anexperimental basis, a new "thirdtier " of community radio. I tis being done at a time whenthe independent local radio net-work is far from complete anda considerable proportion of itsstations are unaer financialpressure.New multi-channel cable tele-vision has also been having adifficult birth in the UK, partlybecause of contradictory govern-ment policies.But the industry is about toreceive a significant boost. Fivenew cable stations and an addi-tional five channels are due tostart up within the next fewmonths. Yet the latest audienceresearch for cable in the UKdemonstrates what a long waythere is to go.The number of homes con-nected to a cable network atthe beginning of August was904,270, an increase of 31.1 percent since January.But over tthe same period thepercentage of homes connectedactually fell by 1.1 per cent to128,685 giving a penetrationrate for the new services of
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A section of Swindon Cable's control room, one ofthe eleven UK cable television operators which havebeen granted Government licences. Coventry Cable wasformally launched last week.

14.2 per cent. The main reasonfor the decline was a fall inthe number of subscribers onthe old Rediffusion cable net-works now owned by Mr RobertMaxwell.The cabling of West Germanyis beginning no speed up after avery slow start, caused partlybecause of the difficulties theleaders of the 11 Lander pro-vinces and city states found inagreeing a common policy onthe new media.According to some Germanestimates, •the number of homescapable of receiving satellitebroadcasting should rise to 3.4mby the end of this year.European cable television isnot the disaster it has beenoßten portrayed. CIT Research,a consultancy which has beenmonitoring its development,says that 8.5 per cent of Euro-pean homes are already con-nected to some form of cable
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European TVadvertising expen-diture
Figures for 1983

Total 11/expenditure share(en)Portugal  3 2  60.0Greece  8 6  47.6Italy  1 , 2 9 4  45.0Ireland  7 5  38.0UK  4 , 2 9 5  31.0Spain  9 6 2  30.9France  1,960 19.0Germany  4,757 15.6Belgium*  4 1 3  11.3Finland  8 0 8  10.6Switzerland ... 476 10.5Netherlands  1,419 5.1Denmarkt  2 3 2  0.0Norwayt  3 1 2  0-0Swedent 3 5 6  0.0• Transmitted from Luxembourg.'t Second commercial channel pendingor under discussion.
Source: Advertising Age 1.0044.13,


