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1! PURPOSE . _ ‘ ” S

‘.

O

v

For many yenrs the citizens of neighbour countries in Lurope
have watched each ofher' s TV. The trart;c has been predominantly

one-way, espeoxally betwaen West Germar and its amall ncighbour

‘countries: Austria, Beiglum, the Netherlands and Switierland.

Andhtrom France to Belglum, Luxemburg, and Switzerlend.

The high percentage of hb@ea bonnected to cable ih the suall

countriesa is motivated Mainlx,by the;deaire for a more divers

sified supply .of TV than the. one or Lwo channels supplied by -

the national broadezgi wuthorities. (See CEC, 1983 and 1984 °
froadcast and cable si@uation in Eyrope.)

4

for details on the
' N

[

For the same number of years many politiciang and commentaters :

£ . .
in the %mall countries =~ Denmark not the least -~ have worried
about thHe cultural lnfluence and Lheo 1nf1uence on the natlonal

anguaqe from espe01al]y Neet German telev1810n And durlng tha

. lagt few years - when intensive Cabllnq has QJVGD Y/3 of thc

Danlaﬁ V- hqmes the technlcal p0581b111ty of watchlng west
German telev1 ion" - it has béen discussed whether the commer-

cials in West German television influence the Danish cons Jumers

to a:degree that gives brands advertised in West,ﬁerman-te]e:
vision a combetitive"agvaataga_eombarea with their Danish 3
counterparts : o o ' - /
Tharc is no TV- advertlsing in Denmark. Ir late 19ba}the magor— 55 
1ty of the parllamant wanted matters to staj thqt way. Does .~

the reCeptlon\bf West\German TV in this sit atlon lead to

-unfair competltlon between those manufacturers antd gellers of

branaeﬂ ccontsumer goods in Denmark who can take  advantage of

their adveftising-in West German telebision and those who
l‘ *

) " . *
cannot > | L ’ Lo -
. : ' . .-
4 N . 4 . LY 2

Since the first plans for TV~satelliteb.(i.e; high power _ W

tatellites or Direct Broadcasting'-Setellites or-DRSs') were
! t Bro € ,

‘published there has been a parallel ongoing discussion 1in

all European countrles, gsmall and large. To this'aiscussion

'has been added a ‘fear for the economic Foundatlon of the »

advertising supported-natlonal_hnoadcaat imstitutions except

Ed
»
<




‘ h . : . . l. . | ;
. in Belgium and the;Scéndinavian'countf}ee where there is no -
advertisfnq on TV. oy
oo The same discussion has of course taken place around the - =~

“communication satellites (1'e. low poweér satellltqs or leed'
service satelllbes or FSSs') since Eutelsat - 1ndependent of
" ... the European governmenta - in June 1983 made the decision to P

rent the transpontiers on the ECS-satellites to national and

‘transnatijonal corporations.

The DBSs' &re not up yet, but the éuesliohg concerning the & ",
~ communications satellites are very real and as -pregent for-.all -
. Curopean countrises és*Phg questions about neighbbur country
N telev1slonhave been for some countrles For/yaara. In the sum-
mer of 198Q one Lransponder was used by a French language,, '
non- proflt channel, and one was used by the transnational, T
_ _Murdoéﬁ>ewned Satelllte Te}ev181on (broadcasting "Sky Channei")
- ' with the dedicated purpose of profltlng from cross bordsr
. " advertiser gupported TV.y : - ‘
'K Eight more channels transmltted by the ECS~) were planned to
a start in 1984. Other satellites will extend the transponder’

capacity Lo 42 by the end of 1985 (EEC 1983,~Chaplin‘l983);~;
p _ _

. R . : - Ja ' .' \
N }he cultural effects of foreign natlonal and transn! t onel

television are:. beyond the scopg of this study, the- maln pur-
pose of which idg to furnish some factq'to the - very'often
emotional - discussion of . the economic consequences from the
expected Spread in Europe of commer91al TV and ‘TV- commercials
from the national sphegre to- the 1nternational - -
‘Thls expepted develOpment has an extra dlmension in Belgium4
Denmark Norwey,,and Sweden since it is used as an grgumént
for 1ntr0duc1ng advertising on the national TV- dhannels in
- those countries. \ _ '
. In this study the economic consequences are looked 1nt0 in
‘two ways, H) QX 1llum1ﬁating the arqument about unfalr com-
' petition as described above. Anmd 2) by 1nJ§stlgat1ng the
“ consequentes for the- c1tlzens in thelr roles as consumers of-
o goods and services if TV-advertising grows or ig introduced A

for the first time. Denmark is8” here used as 8 klnd of case

B . : . S ' v .
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situation. But hopefully the study as a whole is alsc of inter-
national relevance. 7 | |
: | | \
’;The study analyees the commercials on thelﬁiret'pén Eugopeen
satellite television channel, The Sky -Channel, in’'february,
March, and April 1984, and the cOmmé&cials;nn the West German
»Channel.Z or ZDF- | e ' -

B
'\ ~ . K

3

The means of the etudy are 1))3 descrlptlon of the Sky Channel
‘and the vlew1ng of West German TV- commer01sls in Denmark

-2) a reglstratlon and dGSCPlptlon of . the klnd and amount of
advertlslng on Sky Channel and ZDF for three months and one
week, Fegpectlvely. And 3) an analysis of the 1nformat10n

content of the commercials. . e S N

_fo?‘teehnical and iegel'reasons Sky Channel cound not be taped

ﬁh4DenmerR in the beginninb of 1984. S5atellite Television of —

London has kindlly editedltapeé with the commercialss for three
months and put them. to disbosal For this study - and has
helped with other material as well The commercials From ZDF
have beentaped from a cable net 1n Arhus, Denmark. Q

s
The scope, me}HbQS, and_material of this study could of course
be extended a lot -further. The cultural dimension of the
internationalizatien of TV i1n Europe are not included. Neither .
are the eonsequences for programming of the reliance on .
advertising incomes. The economic dimensions are only illus-

-

trated in a limited way. And the problems of_international
regulatipon are not touched upon. ’

A main reason for the set up of this study has been to pub—
118h the results in tlme ‘to have more than academic 1nterest
It was d881gned ‘tor be a modest neutral contribution of facts
to the often heateq dlSCUSSlOﬂS among politicians, consumer
unions, advertlsers, and advertlslng agencies about TV-commer-

-01818; reception of setellltes, and nelghbour.country signals.

-




2. METHOD >

) -

J/Kfl commercials on Satel??;é Televigions's Sky Channel *in Fe-
- br

uaryy March, and April, 1984 and all commercials on .Lhe

West German channel 2, ZDF, in week I'5 (April 9-14, 1984)

constitute the empirical basis of the study. It is not an

invegtigation of a sample, represenfing a larger poﬁqlation,

- but in princéhle a ftotal".igscription of.a limitég popula-
tion. ) _ + L

*Despite thlsimethodologlcal approach it is of course’ 1nter~
esting to what extent the descrlptlons of the three months o)
qn@ the one week, respectively, gre valid beyond those RN
periods. : ' - oo
The main reason for not estab]lshlng a representatlve sample
of the population (commercials on Sky Channel and ZDF) - in

4 the traditional meanlng of the words - is that this popula-"
tion changes rapidly over time. ThlS is mgre so for Sky
Channel than for ZDF. Therefore the study of{ZDF - other

of a larger

‘thlngs being equal - is probably representat mv
period ‘around the time of the study than is the s udy of Sky
Channel. Some parameters of the study have a higher external
valldlty outside the periods under observation ‘than others.
This will ‘be discussed in later chapters.

All commercials on the two bZoadcast stations havereen con-
tent analysed by using the coding scheme in annex'l, The
instructions for the coding - and thereby the definitions

of the dimensions or cues which are ihcluded_inw%he content ¥
dgnalyses - are found in annex 2. N .

For discussions of the methodological questions and problems
related to content enalyses see Kassar jian 1977, Lucki and
Pollay 1981, Gottschalk 1981 Pollay 1983 and Sepstrup 1980.
The latter also in detalls discusses the methodology applied
in this.study, which is a methodological replica of the
studies reported“ih Sepstrup 1980 and 1981. The variables

used in this study are a sample of the variables used in |

those earlier studies. : o B

-

i
i . . -
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~and in a study on information:-content in print advertising = .,

“(Sepstrup l981)n As the object of the analysis here is TV-adver-

sound together as 1s also done 1n all studies referred to 1n

“from the Resnik and Stern study turned out not to be a‘pro—

The coding or registration of the dimensions relevgnt to

the purpose of the study was dane through questions answered

by cdders given the chgice of answering "yes", '"no" or

"uncertain" (see annex 1). C C) Lo
. P ) |

I/ .

~

. -
Es - e

‘All questions used in the coding procedure have. beep tested

sarlier in a study on se% roles in advertising (Sepstrup 1980)

tisimg and.not print ads, a pilot tesﬁ wes conducted to check
whether chanées were necessary in the coding prbcedure due to.
the change of.objeet. This was not the‘case. (cf\ 9£ern and
Resnik 1977.and Stern, Krugmamr and Resnik 1981. “These studies
also use the same coding procedure, see 7.4 .)

The pllot test lead to a decisiens to analyoe picture and

7.4. (Pkfture and tewt were analysed separately iIn Sep-

strup 1980 and 1981,2 This means that a "yes", e.g. to the
presence'of an inFormetlon'tue is registercd whether Lhex
information i; sung, Qisuélized or written on the

ecreén. | _

The author ‘coded the Sky Channel commercials One of the fivo
coders from the earlier studies of 4, 237 print advertlbmcnl
was born German and did the goding of the ZDF commer-

cials. : _ .

All questions in the coding scheme were reliability tested

1in the earlier studies except the ones ihcluded from'Stern
‘and Resnlk 1977 (se later). The procedure and rellqglllty
cogfficients for the information cués are found in Sepstrup
1931. wath very few exceptions they are close to one. The
probl®m-of reliahility is further discué@ed in’Sepstrup

1980. , | - | o,

The two ‘toders ihvolved,@ere both very well trained a priori.
A1l dimensions coded are very simple to decide on - ‘warnings

—

_ _ o
are given when this is not the case- and the féw cues added

.blem. After a short period of retraininé 1t was therefore

decided that a renewed reliability test would be of formal

¥
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o Vhlue only and. was therefore not cerried out.
,The Sky Channel commerc1alsvwere coded tw1ce with exactly -
the same resu]ts and the aulhor has compared every IDF coding
scheme with the corresponding commercial. This lead tq very .
few'corrections, and almost exclusively concentrated on p}o-

- . “duct classification and a few corrections from "yes/no“ to

7 "uncertain" and the other way around.

The normal pchedure in content dnalyses of advertisements

is to build g sample from the'pqpulatdon of diffqtent comMer7
cisls. By omlttlng duplicates each advertisement is only ©
analysed once. The results are calculated on this semple of . |
different edVertlsements Thls is the procedure in sll content

T

enalyses of TV~ edvertaslng refer(eo to in -this study (see
7.4.) and 1n the many stuﬂaesmgf espec1ally sex roles ’
published durlng the tast ygars (see e.g. Andren and ?Nowak )
21978 and 1981 and Courtney and Whipple 1983). ) ’
' - ~The procedure described above- could be called content analy-

s1s frgm the point of view of productlon Each commercisl has |, '

the sgme welght 1rrespect1ve of the commerc1sl being shown 1
or 10§ times or the ad eppefrlng in a m89821ne with a sms}l
or larg c1rculet10n This domlnetlng procedure in sdvertls—
ing content analysis makes ‘sence in some ways, but neglects Ve
the content of the total amount of advertisifg asg such,
dissenineted to the consumers. This "total amount"'depends
on the content oF the individusnl advertisements - which is
reglstered accordlng to the productmon prlﬁc1ple - but also
on the’ number of times” an edvertlsements sppears and on the
> : circulation of the medium in which it appears. A content
enelysgs which encompasses this could be called content
’ analysis from’th% point of-view of erosure,tend may give % A\
\more fair Judgement e.g. of the information content or kind
and amount of sex role socialization d(gsemlneted by edver—
tlslng as such. : . ' '
Sepstrup 1980 end 1981 demonstrate how to bu1ld a represen-
tative semple of print advertising for content analysis based

on the exposure principle.- In th'is study the results of the

v; o
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content anaWysis are calculated according to hoth tthe produc-
!

tion and th

L

| exposure principles. The,peoddction orincipIe .

ternbtional

——

is used to mpke the results ciﬁparable with the i
~literature.” Jhe resulls are ’so'calculatedzaccord'ng.to the e
exposufq pri'ciplo '
analygis Lo,

whole - or a “least be ause 1t produces another

picture. - .|

In. this s¢ud) it is reither p0881ble nor neceesaly to incor-

porate the 01mcu18t1 n variable. But the number g times a
commercial. anpears influences the'reported Fesults when cal-
culated eccdrdlng to the exposo;e pr1n01ple because o)commer—
cial 1s- analysed each tlme it appears (or the content vari- .
ables are wethted with the number of appeareances)

Table 17 111ustrabes that the two pr1nc1plce may produce
different results. In thlS case the total amount of advertis-
ing on Sky Channel shows'a'mqﬁe informétive picturg than

when Jjust analysing ealh commercial..The differences are

small on ZDF because there is‘rblatively little repetition

duriﬂg\a we ek due to the organization of West German B :>

adv Ftlblnq . . .\

Contenl analysis cannot predict effects. Neither do the re-
sulls about information content describe the effective or
factual 1nFoxmat1venese of the commercials as per%elved by
viewers. lhe content analy81s rather measures their maximum
potential of information - given the veraclity of the infdr-
mation, B | ‘ ‘ N
The_viewere’qay not reed,.sec or hear ‘all information, cyes,
they may not comprehend all that, is perceived, they may not
believe all that 1s comprehended, aod they may not remember
all that .1 bellcved Obvious examgLes are company hames
exposed in small print for a few seconds or informatibn
printed on the package shown -in the plcture Such detalls are
reglstered ina content analysis, but probably not by most
viewers. It -is thereforé most likely that a detaiﬂed content
analysis - with the p0881b111ty oF awframo by frame analysis -
(overestlm tes the percelved 1nformat1veness

~ . _ o

-
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As 8 consequence of the purposeg of tﬁis study it may.be per-
celved assypart of the methodology to cqncentrate on the
basichfacta. Put together with the liritad méterial which ig
not fit for detelled analysis this means that the "statisticel"
analy81s is restricted to mere -counting. All figures are re-
ported without decimala. InBtead game effort has been inveated“

in comparing the results with existing lnternatlonal data on

the same subject.' ' . o
R .. £ . ' .
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3. SATELLITE TELEVISION'S SKY CHANNEL ~

y .t voe : — -

! 3. Hlotorj, ba(kglound audie 2NCe

Satellite Television (SATV) was Founded in SepLember 1980.

S5ATV obtained as the f}rqt prxvate company in Europe agcess \
to a satellite For’ transmission jof TV- epgnalu 1in Saeptember . .
1981, namely Eutelsat's Orbit Tefst. ‘satellite. ‘
In August 1983 Rupert Murdoch s News bnternatlonal bnugh¥ a.
65m_controlllng ‘interest of SATV at the cost of.

£ 5 million. News Internatlonal expected at the tlme of
the,take OVJ?‘to 1nve8t another. £ 10 mllllon for furthe - .
¢ dévelopment of SATV (TV World, August 1983).°At the fime’of =
' the take cver SATV had a potentlal of 320,000 cable homes in
Flnland Norway, and Swltzerland, but TV World estimated 1in
August 1983 that)the actual audlencé probably was less than
. 5% of this fiqure. . ) : : T
' In June 1983 SATV had succeeded in renting one of the two
transponders which Eutelsat had leased to British Telecom on
ECS-1. Probebly it was the access to the traneponder that

was worth the £ 5 mllllon

From its start SATV traneﬁdtted-two hours per night. The °
generic programme schedule for Sky Channel's eight hours of
broadcasting in May 1984 is shown 1in figure 1. A detailed
programme schedule for the last week in April 1984 . can be

found in "annex 3.

¢ 8

-
.

,The 350,000 homes at- theMurdﬁch teke over had developed 1nt0
1.2 million in May 1983 or a potent4al of close to four *
million persons. Se table 1 for details

c.l" ,.-‘

3.2, Advertising .on Sky Chednel

In March 1983 TV(girld reported that SATV had managed to pull
in a pooI of 35 advertisers, but reckoned itself to need at
~tleast }a pool of 100 reqular‘clients to place SATV in ‘m

“healthy situation. In March 1983 only half of SATV's available .
. _ _

i;1§?? _ ; R | t
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"CH/}NNEL
SATELLITE TELEVISION PIC - CR Y 66
! C AVEN HOYSE \ 25/32 M .sw\u STREET - LONDON WAV TLL - TEL: 01-439 0491 - TELEX 266843
, a . .
o ' ,‘, ‘."‘/ - -
PROGRAMMING . . | BN |
SKY has progressively increased its nightly trgn‘sinissibn from five hours in . -
January to 8 hours from the 2nd of April. The station's general enfertainment,
formaF embraces mus#, action series, feature films and made for. T.V. moy; ey
and mini sg.ries, documentaries and now extensive sports coverage. : .’
’ - - - . I . ) ' v - ) .
/ 0 . - . hi
[ .
| SAMPLE WEEKLY SCHEDULE— SPRING 1984
MONDAY TUSDAY * WIDNESOAY THUASDAY Tesoay “SArUwOAY SNOAY
" 00 .
17.80 -7 a 4
[ MUK MUSKC MUSIC MUSKC | 1. MUK MUSK -
.00 [ ORSON TR | CRRRNTER | DARTONTRR | CARTOOR T |
FAMLYADOMEDY | FAMILYZOOMEIDY | FAMAYACOMEDY | FAMRYACOMIDY | FAMILYACOMEDY m&"""" FAMKY/DRAMA o
SEnEs Py privd) SEnmi SERNS Senes
© W ' . v FRM MAGATINE
ACTION SERNY DRAMA SERHS ORAMA SERNS ACHON SERKS Ml’%m
, W00 - MOVIE d MOVIE
ACTION SEmES ACTION (RS ORaskA sEmts ACTYON MRaES
- T1.00 o ", OCOMENTARY sponT g ro
. sromt _ ENTRRTASMENT ot
) MU Llﬁ'( MRS MUK ) MUK MUSIC MU
noo P : : -
 MUSIC #MUK HMRISIC MUK S MUSK ,Qm /MUK
Moot ————— — —
“Not iveitable on Redifusion networks - -
SKY —The Entertainment Channel




Table 1:

. CHANNEL

- SATELLITE TELEVISION PLC - CRAVEN HOUSE - 25/32 MARSHALL STREET - ONDON W1V 1LL - TEL: 01-439 6491

- TELEX 266943
5
L e ' . SKY_CHANNEL NETWORK SUMMARY: 5.5.84 R o
4] *countRY | sysTems | cABLE HoMES | HOTEL ROOMS | TOTAL |
MOLLAND . | = 7 581,258 - 581,258
SWITZERLAND 26 '/} 373,219 695 | 373,914
FINLAND 7 101,105 1,691 102,796
AUSTRIA ° Y 95,000 | -~ 95, 000
NORWAY 6 89,812 | - 79 89,891
U. KINGDOM* | 17 20,740 - 20,740
W. GERMANY | | 2,545 - 2,545
FRANCE 1 . 1,027 1,027
. - _ , |
TOgAL | 66 1,263,679 3,492 1,267,170 %
l ) i

* Since” 29th March SKY CHANNEL has also been re-transmitted to 15 Rediffuswn upgrade towns
in the U.X. As yet, no subscmber figures are available for these towns.

(In August 1984 1,6 million households were connected to cables carrylng Sky
Channel )

- PR .'_'.l*
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advertising time was sold. Table 6 shows that the goal of =a
¢ pdol of 100 adbartisqrs were still far away in the beginning
" of 1984. The 14,235 séconas sold during February, March, and
April constitute 16.5% of the available advertising time in1
_that period (six;Pinutes per hour).

a

. Flgure 2 shows Satellite Telev1810n s sales arguments toward

e potentlal advertisers in spring 1984. SATV follows the rules

'S of the British Independent Broadcasting Association, except
't for one thing: Sky Channel invites sponsoring pf programmes.

See figure 3. . N _ . .

d .
~ '

ALY commercial TV st\tlons in Europe except’ the Finnish MTYV
and the Brltlsh ITV brlng thelr commercials in socalled blocks
at ~fixed hours. Fpllowing the IBA-rules 1mpllcates tkat SATV
'\' : shows the chmer01als between programmes and in socalled
. natural bresks,\cf.  the transmission log in annex 3. Detai}s

. \ »
of advertising are found in Sky Channel's rate card in annex

-

[}

~ 4. ‘ . :
o \

The Norwegian market research institute A/S Norsk Reklame-

Statlstlk has monitored SATV from the very beglnnlng. With
this source the Norweglan Markedsfering, 1983/4, states that
SATV in 1983 brought 2,513 spots for 38 advertisers. The
Danish Orientering, 1983/3, quotes the same sodrce for the
information that half of the spots-were sold during the. first
four months of 1983.
The six iargest advertisers bought 610 or 59% of the 1035

@ gspots during the firsﬁ.foup m;nths of 1983.

. See table 2 and confetr table 6 . '

<2
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-  THE ADVERTISING MEDIUM . )
. _ ‘
1. EUROPEAN AUDIENCES ,

Television is the most effective advertising medium and Satellite Television
offers advertisers an entirely new opportunity - a European audience.

2. BRAND BULLDING/EUROBRANDING S - \

. Multi-national companies and manufacturers can now use Satellite Television to
f*.boost and enhance their brand -image, harmonising product awareness-across Europe

v
4 -

3. AUDIENCE POTENTIAL ’ - o ,

Satellite Television reaches cable audiences in Switzerland, Finland and Norway
and in Britain and West Germany from the beginning of 1984. Other European
countries, including Holland ‘and- Austria are changing their laws on the media
to permit the reception of satellite transmission. And, 1;B$ome cases, their
first experience of television advertising. =~ =

4.  COMMERCIAL EXPERIENCE !
The commercial innovation of Europe's f1rst and only Satellite Television channel
has attracted advertisers like Coca-Cola, Kelloggs, Remington, Polaroid, Schweppes,
Canada Dry, Wrigleys, Rank Xerox, Johnsons Wax and Unilever.

1

5. BROAD APPEAL < | ’ 2
:  Satellite Television's commercial entertainment format will ensure that -«
advertisers will reach by far the largest segment of the rapidly growing cable -
.audience 1in Europe. L
6. SELLING POTENTIAL o
For the first time advert1sers can explore new and eXC1t1ng opportun1t1es for vigf'-
selling to European aud1ences, =
For further information, contact Mark Wood, U.K. Sales Co-ordinator in London 2;: _
at 01-439-0491 or Bernard Pingree, European Sales Co-ordinator in Geneva at o
022-501-330. * O
. . b
7.  STANDARDS : - - -9
" Until the EEC has decided on recommendations for television advert1sing, ‘o -

" Satellite Television has decided:-

a. to conform™to UK advertising, adopt1ng gu1de]1nes set out by the British
Independent Broadcasting Association to ensure a consistently high standard
-of advertising. In-anticipation of revisions to these guide]ines-nrg&spect

of sponsorship SATV has instituted their own policy.

to voluntarily ban advertisements for tohacco and spirits.

to limit advertising to a maximum of six minutes per clock hour.

to use natural breaks rather than block advertising during programming.

that ‘as SATV is an English-language service, the basic selling message of
advertisements should be .in English. However, a commercial with a background
.noise, jingle or packshot in a,language other/than English.is acceptable e
providing an English translation is submitted. B

“I:R\(: For further information, contact Satellite Telev151on Commercwa] Traff1c and
=== Copy Control Managqp,fRosemany Sfockf,_a_, : : S

oaoooT
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‘Watch Sky Channel on Fnday May 18 and enjoy Ph]hps award-wmm ﬁlm

)!:)emseWOrld-—wﬂe

Local air time: Austria 16.Q0 hrs The mtemauoml satellite scation, Sky Channel. telwxsxon and video. Nat su rlsmg then. that. \

. ~ Finland ;17mmm'_mH&ﬁmmmaﬁmmmmﬁhmhmd%mm mmmwMMmebmmu mdmxmmWM&w :

France 1600 hrs = The film—whi ' has alrcady won three major inter-  communicate with the public via satellite.
‘ / Germany  * 16.00hrs  national awards = illustrates the strong innovatory ~ky Channel can be received through cable

- — the Netherlands 16,00 hrs  character of the Philips company ina chighly diversified  netwerks in Austria. Finland, Germany (Ludwids- »

Norway - - 16.00hrs  range of arcas and countries throughout the world. Lafen;. Norway, the Netherlands Switzerland.
© Switzerland -+ 16.00 hrs Of covrse, Philips is a recognised innovator in United Kingdom (Swindon, Northampton) and the
United Kingdom - 1500hrs  manyfields - and in particular in the field of Mmdnen Hotel in Pans France
International Herald Tribune, Paris 17/5/84 . '
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Table 2: - | - .
. / - . ) ' -7 I w
y . - . . ;o .
Top 6 advertisers on Sky éhannel, firgt four months, 1983
Advertiser ) ’ .. Number of spots
Kellogg's - | ! ) 139
Mill's Coffee | ’ ' 132
. - ¢ oo i &' e T .
Freia CHocolate N 130
Sor-bits . ) 111
Ultramiht C - 73
. e ' . ;‘ ' - . (\f"
Coca Cola . : 65
PR
’“ 'i?" * N vl R 3 Dt - +
-\- ) B "( ,i‘d 6 l U
(Ovientering, 1983/3)- . w

The spot sale in the whole of Scandinavia toteled 2.5 million
NKr in 1983 according to SATV's smles representative in;
Scandinavia (Orientgrjngt83/37, who also expected the sale to
total 7.5_millién NKr in 1984 in Scandinavia (Mé;kedsf@ring,

1984/4).

3.3. The audience N

The international selling of Sky Channel to potential viewers

ig 1llustrated 1in Figurc'a. The number of cable homes reached

by’ Sky. Channel in Augusl 1984 were 1.6 million (table 1).

v

In Norway Inter-Media has sponsored an investigation in lhe
spring of 1982 when two hours of programming were distributed

by the Orbit Test Satellite. Some scattered dala from this

research can be found in NOU 1983:5 and "in Kampanje 1/8 1982.-'

Sky Channel'sdvertising material from the spring of 1984 tells
about. viewing in 0slo and Helsinki in the autumn of 1983. |

See table 3. v
%.
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e 4y The it ernational "selling "of “sky "Channel

SKY CHANNEL The Choice . = *
» -More family entertainment on cable every night throughout Europe - '
SKY CHANNEL:brings Action Series, Drama, Movies, Music, Sport & Comedy: ’
Programmes include: —-
Music—Sky Channel music box brmgs you an up-to-the-minute look
- at what’s happening in the world of pop. ‘
Films —Regular movie spots and 'behind the camera’ features.
Sport —Induding American Football, Wrestling, Basketball & Ice Hockey
Entertainment—Shows and series for all the amlly

For further details on how you can receive Sky Channel contact your
local cable television bperator. -~

PROGRAMME SCHEDULE WITH TRANSMISS'I'ON GROWTH
MONDAYS—FRIDAYS

1600 1700 . 1800 1900 2000 2109 . 2200
FEBRUARY FAMILY ACTION ACTION  |DOCUMENTARY/|
6 Hours MUSIC SERIES SERIES |  SERIES SPORT Music
MARCH FAMILY ACTION ACTION DOCUMENTARY/ ]
7 Hours MUsIC SERIES SERIES SERIES |  SPORT MusicC - Music.
APRIL . ' P | FAMILY . ACTION ACTION  |DOCUMENTARY/ -
8 Hours MUsIC MUsIC SERIES SERIES SERIES SPORT Mustc MUsIC
/ WEEKENDS FROM APRIL

SATURDAY MUSIC | MUSIC o _ MOVIE SPORT Music | Music

. ‘ . ~ | . FAMILY ACTION - ' , :
SUNDAY MUSIC MUSIC SERIES SERIES MOVIE Music | mMusic

- SKY CHANNEL Dle Auswahl

. Jeden Abend mehr Unterhaltung fiir die Familie im Kabelfernsehen in ganz EurOpa
- SKY CHANNEL bietet Ihnen Aktion Senen Drama, Filme, Musuk Sport und Komédien.

* Unter anderem:—
- Musik—Sky Channel Music Box gibt emen aktuellen Einblick in der Welt der

Pop Musik.
Filme —Regelmassige Ausschnitten aus Fllme und Neuigkeiten aus der Fllmwelt
Sport —inklusiv Amenkanlscher Fussball, Ringkampf, Basketball und Eis

- Hockey. .
UnterhaItUng—Var\ete und Familien Serien.

Um Sky Channel empfangen zu kdnnen setzen Sie sich bitte mit t lhren - i
Q abelnetzbetneben in Verblndung ' . - _ oy

I:K -"\I .
. ) \‘ .
ullText Provided by ERIC \ i )
N L . [ YR + + i Ly ..‘....u...‘_. =t o e g ._...,,... b n e e e Lt ke e
e < B " R archaagten ""'"""—‘ : = .
N 3 . et aa i e SRR S o M e e e
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Table 3

Sky Channel reach in O0slo and Helsinki, October 1983

Oslo B Helsinki

15+ 15-34 yrs. 15+ 15-34 yrs.
Weekly | : . v ¢
reach 45% 54% . 49% 60%. ’,
4 weekly

reach 50% - 62% . 59% 68%

Research financed by Sky Channel and Wrigley's.
. ‘ ‘ ) ] \
AB Bates a/s published in December 1983 a survey on attitudes

toward introduction of TV-advertising in Norway. fhe_survey

)

showed that

- 6% of all Norweigan household can receive Sky Channel .

‘ )
- 25% of all households in the Os}o-area can receive Sky Channel -

’
- The Sky Channel viewers are much more in favour of a new Norwegian
TV-channel and much more positive toward advertisingWgn this channel
than the average Norwegian. '

. : ¢
- 81% of the households able to watch Sky Channel do so. 94% of the
4 same households watch the two Swedish channels, and 98% the Norwegian
national channel. Nothing is said about frequency

- less than 20% of the Sky Channel viewers explain this by the quality
of the programmes. More than 50% explain their viewing of Sky Channel
by dissatisfaction.with NRK, the national channel (Bates 1983),

Ogilvy & Mather's newsletter turomedia, July 1984 .has this
i

to say about viewing of Sky Channel in Holland: / .
' _ : ) A o
A telephone survey conducted in seven Dutch towns'indicates that the
initial response to Sky Channel has been pasitive. Fieldwark between o
Mdy 30-14 shows that 57% of respbndents had viewed Sky Chgﬁnel at least ¥
once. On a single night, the bredkdown of the audience wat hing any '
channel during the evening was 58% for Netherlands 1 and 53% for
Netherlands 2, the two ‘national landbased channéls, and 20% for Sky. °
0f those who watéhed Sky, more than 50% viewed between 7.00-23.00 and
26% viewed after 23.00. The predictions are that 700,000 homes will
be able to receive Sky by July and 1,000,000 homes by the end of-the -
year. This represengf a 21% penetration of all Dutch TV households. oy e~

.'

N




It i posaible that more research on the receptlon of Sky

,Channel existe in thoae countries receiving Sky. Channel.
However, it is not known to the author. In October 1984 Sky
Channel was unable ‘to submit further detalla.
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4, WEST 'GERMAN TELEVISIQN IN DENMARK

There are'three public television channels in West
G&rmanyz ' ' ‘
Channel 1 (ARD-1) is a national channel except betwecen 6
and 8 pm when the regional broadcast stations are réspon-
;sible for the programmihg ARD-1 carries advertising. The
regional station recelved 1n Denmark is NDR (Norddeutche
Rundfunik) . ': o . ' ! K

Channel 2 (ZDF) is a natiddal channel carrxing’adver—

tising.

Channel 3 (ARD-3) is 8 cooperation between ‘the five reglo—
nal broadcast institutions., The regional qtatlons,are re-
SpOﬂSlble For both technique and programming, but the same
pfdgraﬁﬁes are 'shown on all five stations. ARD-3 does not
carry advertising. ' -

Chennel 1 and 2 are ecach allowed 20 minutes of ‘advertising
‘per day which cannot be braodcastedaafter 8 pm. There is no
advertlslnq on Sundays and holidays. ( |
Channel 1 carrids 20 hlnutes of commercials 1n four socalled
blocks between 6 and 8 pm (in the regional programmes). .
Channel 2 also carrl s 20 minutes of commercials shown in
blocks between 5:30 and 7.30 pm. The commercial blocks are
not indicated in programme schedules. In their rate cargs .
the channels State the exact time when tHe blocks Start 3
(ARD-1) or the precise interval (ZDF). Advertlsers cannot
decide when their commercials’®are shown. Commer01als can
only be ordered once a year. It is forbidden o# bdth chan-
nelﬁ to adVerti@e cigarettes and byesériptgd medicine.

The advertising income represents ‘almost 1/3 of the total
income of ARD-1 and close to 1/2 at ZDF. Accorﬁlng to Media
. Perspektiven, 4/84% p 301 the price for a 30-second Spot on
NDR in the first quarter oF 1984 was 15, 026 DM. On an average
11% or 970 POO viewers were exposed to a commercial spot.

From this follows a cost per 1000 .viewers at 15.97 DM. The
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IDF price for 30 seconds was 56,257 DM, covering 10% or
4,400,000 viewers, or a cost of 12.80 DM'per 1000 viewers.
\ ' (1 DM = $ 0.35, September 1984.)
"The cost per iUOO for ARD equals 58 DKR., The cost per 1000

readers for two eopuler Danish weekly -magazines as.Familie

o

Journalen and Se og Her For'l/l‘page in full colour as
28 DKR an'd® 25 DKR, respectively. The cost per 1000 Danish
viewers on.NRD - calculated for the lowest and highest
number of viewers in figure 5 - .as 4,218 and 527 DKR,sre-
\spectlvely 7 r
~If.the percentages in Flgure 5 can be transferted to a 91tu—
> ation where all Danes technlcally can receive West German
television, the prlces per_lOOO Danish v1ewee§ would be «

1,406 DKR and 175 DKR. . A

The viewing of West German television in Denmark have been
investigated by Denmark's Radio from January 23 to January
29, 1984. The results for the time-intervals, where the

commercials are run can be found in figure 5 and 6. s

Table 4 shows West German programmes seen totally or partly
by more than 10% of Danleh viewers able to receive West

German television. ' &

<.

\\.




Fiqgure 5: The exposure of Danes to programmes around commorcials in West German TV -
T R - o T i Y i 2 " 5
Channel 1 (ARD-1)/NUDR; Januarx 23-29, 1984. All hours'pm.
% of Lanes - 13 and up —‘wble to watch West German telegvision
Time Monday Tuesday ___Wednesday Tersday' - ( Frlday 7 Iimei ___Saturday -
6.00 Prdéramhin— . ‘Programhin- Programhin- Programhin- " Programhin- 6.00 Tagesschau 1%
-} velsen 0% .} velsen 1% 1 weisen 1% | _weisen 1% __{ veisen 1% __ | '
From 6,00 | ADVERTISING | AoveRTISING | mwveRTismnc | overrisive | mvverrisie | | R +
6.05 Die Sports- Auf Ache-Ar- "Hart aber Die Sports-— Der Jugend- 6.05 Die.Sportseéhad
' schau der . riverderci 1 . herzlich (1) schau der Nord- richter (1) . ) % o
. |_Nordschau 3% 8% 6’ schau 3% | % : ' | ' ' L
s ——— g T T T T T e T e e e T e e e e e A o e e T%’ ————————————————— be ——:— ————————————————— h "'""-‘—“—.————‘-'-'————'+ L-_—'___——:——_ ———————————————————— . ~
| from 6.10 _SQYEBIE!VE_; _____ ADVERTISING | BE‘.’EBI&I’!&.- _______ ADVERTISING __ 1 _ ADVERTISING __}  From 6.34 | _BQYEBII.@!Q-_“__:
6,35 ‘Sandmanchen 1%| Sandmanchen 3% ] Sandmanchen 4% Sandmanchen 2% Sandmanchen 2% 7.00 ° Bericht vom
___________ | e e R S Tage - 1%
6.40 " { Meister Eder |. Auf'Ache-Ar~ Hart aber Rummelplatz~ Der Jugend- " ro
. und sein Pu- riverderci 2 herzlich (2) geschichten richter 2 ) . - =
___________ gmokel % | 8% 8% ]
From 7 10 } ADVERTISING ADVERTISING ADVERTISING ADVERTISING ' ADVERTISING T. From 7. 10 ADVERTISING B
————————————————————————————————————————— "1"""""““"‘“"""‘"""‘1 e e e e e e e e e e e e e e S RS G Rt O U
7.15 - | Berichte von Berichte von | Berichte von Befichte von Berichte von 7.15 f | vie aktuelle : _
Tage 2% | Tage 2% | Tage % Tage % Tage 1% '} schaubude 2% |
e ——— "“"""‘"”“—‘.'_'_-' Sainnia _—_-"‘"‘"-"‘"‘""'4"“—-“""" ———————————— { _=—=== """'-—""—-_"""’—‘" _"‘_——""""‘-_"‘""_""'"'_{ - ! . o
7.25 Landespro- Das Nordschau Das Nordschau Das Nordschau ﬂ’s Nordschau - g : “
: grammes 0% Magazin 0% Magazin % Magazin 1% agazin 1% 15 :
——————————— P R e e e e e e e e I e e e o o e i s o e —-—-—-——-——--—-—-1}—»—-\-— ke o s . e o b e 4 —'l""'v'———*-""—'-"——‘—!————r—‘-r"?"-'?'--——_—.‘- b Yo e e e o s 2
From 7, 50 ADVERTISING ADVERTIJING ;ﬂ ADVERIISING ~ ADVERTISING ADVERTISING ' ! From 7. 51. ADVERTISING 4
RIS PA USRS B AL Aot O EE Lo Aot S st N | G AL A ALt N FIEA ot b b=t R LS EE T A=ttt
\ 7.59 Programhln— | Programhin-" Progriamhin- Programhin- Programhin- 7.58 ; Programhln—_ !
S J-fueisen 1% | weisen 1% | weisen 1% | = weisen 1% | weisen ‘2% 4 . ] welsen 0% _ I
8.00 - Tagesschau 1% | = Tagesschau 1% Tagesschau 1% Tagesschau 1% . Tagesschau 2% 8.00 .i Tagesschau 1%
) 4 s Ii . - .
(Source: Danmarks Radio 1984. 1% = 13.710 persons. ‘ ‘. _ -2 :E

o
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Figure 6: The ekposure of Danes to programmes-around commercials in West German TV

Channel 2: (ZDF), Jenuary 23-29, 1984. All hours pm.

#_0of Danes - 13 and up_-_able to_watch West German television

Time Monday _ : Time Wednesday Time Saturday R

'5.15 Teleillustrierte 3% 5.15 Teleillustrierte 2% - 5.15 Landersplegel 0% .

e SN | SNV A I__-_____~~__~____*_____________I____; ______________________ S SRS

5.50 Die Strasse von San ' 2.55 Heute =~ Schlagzellen 1% -

Francisco 19% '

______ - —-——-——-——-——-—-a-—————-———————-»-——-{ ——mm et e e e e e e e —— e e ]

5.52 - 2.52 - : 5.52 -

8.00 J ADVERTISING 6.00 ADVERTISING 6.00 ADVERTISING

————— —_—__"'———""—‘—_—l———'————‘—“‘—"—" T e e —— e 4 T Y TR R o o T e e e e L 0 S e o0 = e S e v e o4 ——'—‘--—-—‘_r‘ ————————————————————————————— ™= '. ".
¥ 6.20 Heute - Schlagzeilen 6.00 Wildes Weites Land 9 6.00 |[Die Waltonq % ) ' %

Francisco 18%

6.25 | Die Strasse von San \ } - : ‘ { . _ - ﬁ. ;//

—————— I =TT T T T T T T T T T T T T T T T T T T T T T T T T T T s e e e e e e e e e e e ey G Y N B
6.48 - 6.58 - N 6.48 - N
6.57 ADVERTISING 6.57 ADVERTISING . 6.57 ADVERTISING , - .
6.57 ZDF - Ihr Program 2% 6.57 IDF —-Ihg Program 2% 6.57 | IDF - Ihr Program 2% g ?
7.00 | Heute’6% 7.00 Heute4i% 7.00 |Heute 2 :
————————————————————————————————————————————— - e e e e e e .
7.22 - - | 7.22 - ‘ 7.22 - | . -
7.30 ADVERTISING - 7.30. | ADVERTISING - | 7.30 ] ADVERTISING L :
_____________________________________________ ﬂ ———__._—._.._....__T._._——-..h———-__..__—_.~—._;_.. e i s e o i o e e e e e e B e s . bt Y o i s on . :

7.30 Reportage am Montag 2% i 7.30 Direkt 1% \ 7.30 | Die PyramIde 3
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Figure 6 cont,' ' . ’
Time Tuesday 7 Time  Thuraday Time Friday !
5.15 Teleillustrierte 2% 5.15 Teleillustrierte 2% 5.15 | Teleillustrierte 2%
____________ e v e e e e et e e e e o o o o o o e e )
2.50 JPat und Pataschon 1 13%
e v e e ey e = ——— e s "t S =k o . —— o —— e — . — L—.—-—-...-._- b o e e - e —— v - — =y L—_-H__a-and—k_‘—d.I——.—_—____,-—‘_-‘____—______—_' &&&&&
5.42 - 5.42 - _ 5.52 -
5.90 ADVERTISING 5.50 ADVERTISING 6.00 | ADVERTISING
_______ e e e e e e e b e e
5.50 Waldheimat 2% 5.50 Flommarkt-Nagelprobe 1% Pat und Pataschon 1 13
_____________________________________ et T S USSR S S AN S
6.15 - .6.15 - 6.15 -
6.23 ADVERTISING 6.23 ADVERTISING 6.23 | ADVERTISING
______ -1___—.___..,-__.__.._..._._.___._—__._—__..__ b —— }.__.___.__.___.__—_-_.‘-_—-_——-_—-—--——4—-——..——--—q-—..-s_—-—-—_-————_..-—..._—q-n__--_—~—-_—-_—_—-__‘
6.20 Mein Nam' ist Hase 12%: ‘ Mann, halt die Luft an 3 6.15 | Heute - Schlagzeilen 7%
S L_____-______,___m__,-__________________________-_____-_________~______________ﬂ‘
6.47 ~ 6.47 - 6.47 -
6.50 ADVERTISING 6.50 ADVERTISING 6.50 | ADVERTISING
6.57 LD - Thr Programm 2 | 6.57 IDF - Ihr Programm 2% 6.20 Pat und Pataschon 2 12%
e e e e e e ————— e el B it B S e e i e e e e e e -
7.00 | Heute 4 7.00 | Heute 4% 6.57 | ZIDF - Thr Pragramm 3%
-""."__“_-'——'_—"‘_-_‘ ___________________ }"'"""'_"-"‘"' [T T T T T T T T e e —_—-__'_"—"_"“"'_"'_“‘—““.' _____________________ a
7.22 - 7.22" - 7.00 | Heute 5%
7.30 ADVERTISING 7.30 ADVERTISING .
7.30 Unser Manri vom Slidpol 8% 7.30 Dalli Dalli ~ Spitel und 7.22 4 ,
’ Spass 33% — 7.30 | ADVERTISING {
N S i it R L——————'—-———-———-—-—-———-—-—-——T ————— -4
o 7.30 AuslandsJournal 1% y
et .
(Source: Danmarks Radio 1984. 1% = 13.710 persons.

\
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West German programmes séen by more than 10% of Danish
viewsYs able to do so. Week 5, 1984. Ages 10-12 and more
than 12 years. '

Time of  Channel  Programme | % of

day, pm - viewers

. — _ _ 12+ 10-12

7.30 11 Dalli, Spiel und Spass. 33 23
(quiz) .

9.45 1 Dallas 2 1z,

9.00 I1 Der Denver Clan (Dynasty) 21 17 _
B8.15 11 ~ ZHh1 bis Drei und bete 20 19
' _ ' (American movie picjure) :

5.50 II Die Strassen von San ' 19 18

Francisco (American
detective series)

10.00 ' III  Das Gruselkabinett (Ameri- 17 7
can movie picture) :

- ’ ' Vel
.15 T, Live aus B&blingen (music 17 8
L - \ and song show) _
9.00 11 " Jagdscenen in Hollywood 15 13
. : ’ . (Tom & Jerry) -
5.50 II g:§at und Pataschon (Fy and Bi, 12 18
T 1d comedians) '
6.20 I Mein Nam' ist Hase .(animated 12 6
: film - ) '
oo fam) | |
9.45 I\ - Musikladen (Video<music) 11 3
8.15 111 Der Prinz und der Bettel- 11 - 15
: ~ knabe (Ameriqan movie
e ' -picture) ,
8.15 1 Einer wird_dewinnen (quiz) 11
8.15 I Die nackte Frau (Italian 10 9
movie picture) )
10.20 1 ) Vera Cruz (American movie 10 7
. picture) - _ y?

The percentages cover ‘"seen tofally" and '"seen paptly".
Source: Svendsen 1984b And Denmark's: Radio 1984 .

L
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5. WHAT KIND OF/ADVERTLSLNG AND HOW MUCH?

i [y
v

5.1. Sky Chénnel, primo -1984 .
:))nq

Table 5 shows the brands advertised on Sky Channel d
February, March, and April (week 5»17)‘ 1984, including

spot dength and repetition. 18 consumer brands rOpresentlnq
12 different independent companies were advertised. The spot
length varies from 10 to 50 séconds. 30—segqnds spots Bre
the dominant spot length. Repetition varies much betwoen
brands. Three brands acdcount for approximately 40% of all
commercial time sold by Sky Channel during the three"monghsﬂ
A month b& month registration of Lhe same figures arec

*

found in annex o.

i
I3 -

In table 6 the Sky Channel advelthlng 1s categorised-ac~
“cording o the product categories in the coding scheme
(cf. anfex 1). The classification of each brand is shown
in annez 6. TWAJ;iOdUCt categoriegs ''chocolate, sweels, ghm”,
and "fdod products") include 69% of the adyerljsed brands
and 76% of the commercial time~sdld by Sky Channel. "Choc-
olate, sweets and gum" alone take up .58% of the time.

The product categorles 8, 12, 13, l4, 20, 21 1n L&blc 6 ac-
count for 90% of the advertised brands and 97m of the com-
mercial tdme. Most products 21n those categories ar ow
involvement products which are b881cally 1dent1calé;1 to
physical characterlstlcs and the needs and functions they
fulfill. Such products and brands typlcally use the ability
of TV advert131ng to add psychologlcal values and life
style dimens}oné te the?arand images, tharéby helping them
to differentiate from competing brands. '

The time used for commércials'on Sky Channel in the period
,Qnder observation was very limited compared to most com-
mercial fV stations, constitutipg only 16.5% of the maximum
86,400 seconds of .commgrcial time that Sky Channel was
prepared to gell, corresponding to SlY mlnutes per hour .

during the three manths. : ‘ .

t




Sky Channel: Commercials in February, March

, and April (week 5-17) 1984

Television.—Se Annex 5 for more details.

10

Brand Spot length Number of Number of Total Tdtal
in seconds times shown times shown time time
% secs, %
Wrigley's P K Gum 30 90 17.8 2,700 19.0
Mars Snickers 30 - 65 12.8 1,950 | 13.7
Sor-Bits Chewing Gum 20 61 12.0 1,220 8.6
Bentasil 15 27 5.3 405 . 2.8
Impulse Perfume Spray 30 25 4.9 750 5.3
Kellogg's Smacks 30 220 4.7 720 5.1
Frolic Dog Food 30 ' 23 4.5 690 4.8
Omega wrist watch 30 . 23 4.5 €90 4.8
Coca Cola 30 22 - 4.3 660 4.6
_The Sun 20 22 4.5 440 3.1,
Freia Milk Chocolate - 50 21 4 1,00 | 7.4
Freia Rapid Bar 30 19 | 3.8 570 4.0
Maryland Cookies 30 19 | 3.7 570 | 4.0
Wrigley's Juicy Fruit 30 17 3.4 510 3.6
Uncle Ben's Rice 20 13 T2 260 | 1.8
Kellogg's Frost Flakes 30 oz 2.4 360 | 2.5
Kellogg's Corn flakes 30 11 2.2 330 - 2.3
Kellogg's Rice Krispies 30 11 2.2 -356 7 2.3
Scand-Video 30 1 0.2, 30 0.2
19 brands " 506 100.0 14,235=
. 3h59m45s
Omega identification '
and clock / 10 267 (week 5-15)
Souyce Sky Channel' transm1881on logs, week 5-17, 1984 submitted by Satellite



- Teble 6

-

Amount. and kind of advertlslng on Sky Channel in February, March,
and Aprll 198& accordlng to the product 018881flcation used in the
coding scheme .

Category _ Number of | % of Total time]| % of
- brands brands | in seconds| time
7: Books, m89821nes, hewspapgra 1 b S 440 3 : T
, ~ 8: Chocolate, sweets, gum 7 37 | 8,405 58 | . s
12: Soft drinks ! 5 660 5 o
13: Food products é | 32 2,570 - 18 ' &ﬁhﬁ
‘ 14: Pet food o I T (T 690 5 L
Py s e e e+ ain . Y PR , RSN ) e ikt -+ ot | mmatadio .,'_,:,f J.,_wM
(" 0.7 erson§1 Sarer hygtens ALY 5 f 750 5 ; ;
: : { . L N
21: Watches, jewelTry, glasses 1. 5 690 5 g
25: Other 1 5 - 30 0
All products : | 19 | 99 | 14,235 99
+ 7 Source: Content analysis and"transmission logs. See ‘annex 6 for details )

about the product classification.

~Annex 7 compares the results in table 6 with similar tabula-
tions from Sky Channel, the British ITV and Channel four,
and The West German channel 2, IDF. The figures vary con-
' ' siderably, but baéically-tﬁey all tell the same story:
| TV adverLising concentrates‘on sweets, drinking and eating
- and, in West Germany, on cleaning and personal care. The
figures also indicate that the national .British channels
ITV and Channel‘rour) and the national West German channels
-NDR and ZDF cover a wider spectrum of goods thanldpes‘thé

pan European Sky Channel: ; X : ) -éﬂ

5.2. West German channel 2, ZDf, April 9. - 14., 1984

Previewing of the West German ZDF channel indicated that
one week's programmes carried enough commercials for the

analytical purpose of this study.and many more diFFerpnt‘

commercials than Sky Channel in three months. Therefore,

1 . - v -
f . . . Yo ey
N -
4 1 ' : " - - }
< . . w . .
. T - . : R . .‘._.A.,N.A.....‘ﬁ_.._.m-....»_..J'........_.,,___.—.,..,_u,. et et 8 i e RPN
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It was ‘decided to analyse one week's commercials from ZDF,
l'g -t
viz. weekIIS, 1984, the choice of the exact week being
ratifer circumstantial and dictated by practical : .

reasons.

. In"week 15 246 different brands were advertised on IDF.

During three months Sky Channel had 19 different brands and' .
506 spots altogether, whereas ZDF had a total of 310 spots.
Commer01als for 50 of the 746 brands were repeated, Very

few were: repeated more than once. Most llkely this lack of
repetition is the result of the booklng system for commér-
cials in West Germany, (cf. chapter 4) rather than a conse-
quence of an intended advertising .strategy. Thereforé‘tablq;
5 is not replicated for ZDF. A total registration in‘chroﬁoe:;}
logical order of all brandé ahd products ddvertised dn'ZDF'—_Hi
in week 15, 1984, and the product category the products haveib“

been placed in for the purpose of constructing table 7, is

shown in annex B. .

R 4

Table 7 shows the number of brands, the number of spots and

I

the time for each product category in the coding schemé,
qu thus parallels table 6 far Sky Channel. Three product
groups dominate in table 7. "Personal care" takes.22% of
the total comifiercial time, "food products" 17%, "cleaning
and washing"13%. In total 52% of all commercial time that
week on ZDF. Those threezprodbct categor#¥es are followed

by the dominant product category on Sky -Channel: "choc-
olate, sweets and gum" with 8% of the time. Only three .
other product categorlés occupies more than 5% of théltime:
"durables for home and garden", "soft drlnks",\andb"i%sur-
ance and banklng “

Again, it is obvious-that thb dominant producté are nbnf
durables, uhcomplicated, low involvement products and areas
with a rich supply of brgnds, which are functionally very

muchhalike. As mentioned above such brands néeds to differ-

~

entiate themselves. And TV 8dVQ§tlSlng can do .this by

 bu1ld1ng up brand 1mages




Table 7

Amount and kind of advertising on ZDF, week 15, 1984, according to the
product classification used in the coding scheme

A

e . Number % of Number % of Tétal. % of total
of* brands of . spots time time

Prodgct category ' brands _ spots \\\ sacqnds .seconds e B

1: &ars 2 1 2 \ 50 1

.2: Boats \ 0 .0 -0 | 0 0 0
" 3: Women's clothing \\: 4 2 5 2 110 1

4: *Men's clothing /ﬁfﬁ\“r*' 0 1 0 30 "0

5: Children's clothing 0 A 0 0 0 o =

6: Durables for home & " . | _

' garden r @ 20 8 - 2% V? 630 8 . |
- 7: Books, magazines, ' \ : . PR

newspapers - 8 3 9 . V3 200 3 )

8: Chocolate, sweets, gum 19 8 28 9 610 8

9: Wine a 0o 0 o Yo o0 0 )

10: Liquor I 2 1 105 T

11: Beer : 0 e * 0. . 0 0 7

12: Soft drinks 12 5 15 5 375 5

13: Food praoducts ‘ 54 . 22 68 22 1300 17

14: Pet food 2 1 2 1255 3

15: Foto and film . s T2 6 2 130

16: Toys ' 8 3 3 230 3

17: Cleaning, washing 30 120 35 1] 985 13

_18: Gas, oil 2 -1 2 1 50

19: Tobacco, cigarettes 0 o . 0 * 0 0 0

¢0: Personal care, hygiene 53 22 .éZ 20 1640 . 22 -

21: Watches, jewelry, glasses 3 <1 4, 1 60 -1

22: Insurance, banking - 11 4 14 5 40 Q/

f( 23: Public announcements 0 0 0 0 0 _:
24: Travellihg 0 0 0 0 o “Q ) C
.25: Other ° 8 3 13 4 330 5 ° > SR
Total | | 246 100 310 © 100 - 7530 100

B ' . \ -4
»
i | .
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In annex 7-the ZDF distribution of advertising.time on prod-
uct categories is compared with Sky Channel, ITV, Channel

Four - and the samse dlstrlbutlon on IZDF for the whole of

1983. ¢ ,

There are seasons 1in ald advertising. However, the distribu-
tion of product oategories on Z0F during the whole af 1983

and during week 15, 1984 are astonishingly alike. And so0
1dentlcal that this might be taken as an indication of the rep‘
resentativenes of the material gathered during week 15,
outside this period. As mentloned above the two British

national channels and.ZDF carry a much more dlver81fled SN

TN,

Spectrum of products than the super national Sky Channel
This may be because brands are more internationalized far
some’ products than for others. It is remarkable how domi-
natlng "chanlng, washing" and "personal care" are on "the

German ZDF compared to the English: language channel s

\

‘Table 8 compares the product categorie’s' share of time on

ZDF and Sky Channel with the dame product categorles share
of household budgets in Denmark. If Danish household budgets
do not dev1ate too much from consumer budgets in other

North European countries it is remarkable how different ' /

shares of budget and shares—nf*advert151ng time are an~some

items. One might say that consumers are,extremly "overin-
formed" on certain items. Which of course also tells some-
thing about the different interests of consumers and TV-

advertising. ' W
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Producl categories’ share of houschold budgets and ghare-~of commercial time on ZDF and Sky Chahnel_

Number of budget, Corrgsponding % of budget in - % of advertising % of advertising on
; item in Danish préoduct category Danish ' time on ZDF, Sky Channel, Feb.,
§§ Statistical in ¢goding scheme households week 15, 1984 Mar., and April,

Surveys ( ' ' 1984 . :

3

~

110 Chocolate, 1,9 ;! 58

" sweels, gum

(111-120 Food ' 15,8 17 , 18

121-122 Soft Drinks 0,7 ;s 5

131 Liquor ‘ o, 6 1 0

132 ' Wine . 0,7 0 0

1}3‘ o Beer ' | 1,6 0 0

B1-142  .lobacco and . | 2,9 0 o ", v

. cigarettes : _ : b

21 4+ 221, ' Clothing . 6,1 | 1 0

411 + 421 + 431 + Durables for homé ' o f

441 + 711 and garden 7,9 8 ) 0

611 " ) Cars N 1 0

622 - Gas and o0il S 3,0 1 0

731 : Books, magazines 1,7 3 3

¥ " newspapers

812 + 822 Personal care 0,8, | 22 5

821 ' ' Watches, jewelry, 0,4 _ 1

glasses . - -
451 Cleaning and washing 1,1 - S .13 S - 0
. 50,6 - 81 T 94
?ﬁ.’;”ifin;afﬁ?ﬁ;SESS’Z"S’fEﬁiﬁiéiﬁ?éngiéénﬁitf,fig’siciﬁg.bﬁi corvespondance duet os + -
among product categories are mainly, rent, ©

v Y

heat'in dt tation. Th ini : : b ihrp g e >
Q hee g, and transportation e remaining percentages in the distributions of advertis) i ri '
ALRIC which gre not specified in the household statistics. T ROns ©7 sdyertising time ?r?df°‘,?at§92rleg_.‘1§)

Text Providod by ERIC [ o B L . " . . ; P T L. Y :
. N EABI IR Tooos L L N N T A R LR S ﬂr. LN
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6. THE COMPETITION ARGUMENT

The competition argument states that transborder TV-sdvertis-
for local or

ing may cause a competitive disadvantage

national brands which cannot ‘'on an economically sound ba81s
The argument

use satellite or nelghbour country advertlslng

further assumes that this competitive disadvantage has a
Also

negative influence on national economic actfivity.
~according to this argument the potential competitive dis-
advantage is especially threatenlng if local or national .

brands have no 8ccess to ‘a natlonal TV as 1is the case in
SRt oL . o ';

Scand1naVia g:uYe i Bﬁlglum

S 4

In Denmark the advocates of the competition argument claim

that the“competitive disadvantages will be experienced )
by.- what they call "Danish brands". However, this ia

a very ambigious phrase since 1t is very difficult

to define "Danish" in this context. Probably jit-is more
E . . ’"
correct to say .that the important  issue in all countries is

the concequences for the national economic activity, e.g

as measured by the number of jobs or the tendency to re-
invest ,parts of the profit in the country where the money

3

is earned. :
The seriousness of the competition argument depends on a
The most important ones are discussed

\

number of factors.
below. e :

All sectors of the consumer goods 1ndustry are .not -
;v . ’

6.1.

afﬁected in the sgame way'

Using Denmark as .an example: ) .
The capital behind @ large number of branded goods sold

a:

in* Denmark is not or is only?to a limited extent owned by
Danish citizens. So the brands are not !"Danish". But .if
their production and/or sale generates employment in Denmark

P

this production and sale ig positive for the Danish ecnonmy

¢ . 3
3

47
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Examples are Pepsi cbla, Kellogg's cereals and Philips

bulba.
This category of companies producing, selling and distribut-

o

ing brands advertised on transhorder TV advertising are .

~either indifferent to or favoured by transborder TV adver-

tising. The competition argument has no valﬂ@ity for this
category of companies in so far as they generate employment
by production, distribution and sales activities.

¥
b: The capital behind another’ large number‘Yof branded con-

sumer goods sold in Denmark is totally or predominantly
owned by Danlsh 01tiz§38 Some of these companies sell and
advertise on TV internationally as for example B&0, LEGO,
Tuborg, Danish bacon. Through their international marketing
efforts they moy obtain the same advamtages as "foreign"
brands towards brands sold nationally only. Thus the compe-
tition argument has no validity for this cateqory of com-

panies.

1

w

c: The turnover and employment in reteiling and other dis-
tribution activities are not - or to a very limited degree

only - ekfocte% by. transborder TV advertising,

d\ The last group consists of companles producing-.-branded
goods Fit for TV advertlslng and predominantly sold in

Denmark in competition with foreign/international

branfds.

The competition argument is relevant for this group of com-=

panies. o
. . ’

6.2. The kindéof_produots’edveTtised on TV . !
' A

TV advertising concentrates on a limited number of produit
ategories as shown in teble 6 and 7 and in annex 6, 7, and
8. The tables and annexes tell that TV advertising is con-
centrated on oleaning, Qeréonel care, drinking, end eatlng
(BSpBClally instant Food, snocks, sweets and, dlet

food). )

%
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The limlted range of potential campetitive eFFects from
trananational TV sdvertising is further illustrated in Lable

8 which shows that* : ' L
A ] ‘ . '

On Sky Channel

58% of the commer01al ‘time concern l 9% of the average household budget

- -+

oo 76% - - - Lr- - =17.7% - - - - - -
95% - - - - ~ =19.6% - - - - - '
S/ _ And on 2DF ¢ p _;
22% of the commercial time concern 0.8% of the avérage household budget
39% - - - - - -16.6% - =~ - - -
52% - - */ - - - -17.7% -+ - - - -
18% - - - - - -27.5% - -.. - - - -

91% - - - - - 45.4% - - - .- -

The results concerning the concentration of TV advegtisinq
are general, cf. tables 6, 7 and annexes 6, 7, and 8. L

The characteristics of TV advertising as to the kind of prod-
ucts involved further limits the econpomic sector for which,

the competition argument is relevant. ‘

The products advertised on TV can also in general be charac»'
terised as low involvement products mbout which very llttle'. ;f
can be said from the advertiser's point of view, since they |
are very much alike. This kind af products hormally has é

high price elasticity. Even though it is the purpose of TV
advertising to lower the price elast1c1ty this high price
elasticity makes it easier to fight back in competitlon on.

- a natlonal/local3level.

e 6.3. The ratio of international brands ,
. r »
The influence from transborder TV advertising on a national

' eqonomy depends on
- the ratio of 1nternat10nal brands in that advertising
'~ the ratio of those international brands sold in:the

nation under consideration.

There is an ongoing.discussion in professional circles
. . . . . . o~
« whether to market on a national or international level, e.g.

whether to use one brand, one advertising theme, one




+

advertising agency or to atick to thg dominant_Eurapéan prac-
Liceyhodey, namely & nationally differentietod marketing ap- -
proach .” (

The topic of world brands is discussed in a 8p601a] edition

of Advertising Age, Juno 25, 1984, .advocating that many o
transnational companies arg¢ preparing Lhemgelves For world |
'brﬂndihg and giving ﬁsny §¥amplea‘of éhis. For further dis-

cussion and @xamplaé see/élsoJBBDD Magazine, February 1984.

a

Apparently very little is published on the degree-of int01§
nationaliZzation of brands,_qumlbv gnd Julandar. 1984 .rp~ 1 NN |
ports that half of the 20 brands most 8dvert188d on ITV and
Channel Four in- June 1983 could-be found with the same name
in at least one more country than the United Kingdom. 7 of _
the 20 brands were sold in Swpden HolmlBv and Julander
also found that 2/3 of the bfands advertised orf Sky Channel
in the weekg 1-35, 1983 - cﬂ anne x 7 - were sold in more
than one country. UnForLuna&ely 1t is not told how thoso
F1qurcs are produced and nJ brand names are given.
Table 5 and anncx 8 show the 'brands advert}éeq on Sky
Channel and ZDF in the periods of this study. With that ih—l
formation it is possible in pvinéiple for a country receiving
the two Chénnelé to find out which of the brandé’afe sold "1in
that country, whét their market'%hares are, who the competi-
tors are, whether there is a pioductlon ot the brands in the
country,- how many employeés are involved, how is the profit
and ownership, and how big a share of the average consumer
budget 18 involved. ‘
The answers to those questions should givé'annideafof the
effect of a specific transborder advertlslng on & ‘national.
economy . Howeyer, this would be a research progsct of its
~own the main problem of which w1ll be to produce the- necess-
ary facts. Another problem is’ that pPOdUCthn, selling and
renaming of brands can change relatively fast/and probably w111
change in the direction of more 1nternat10ngﬁ brands if the

‘satellite channels become a succes. ,/

Vs
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‘Using Denmerk as en example the “internationelizatiOn"
dimension of the competition problem can be 1llustreted at
- the beginning af 1984 by using the information in table >

[
and annex 8. !

At Sky.Channel (table 5) 16 of tNe nl8 consumer brands ad-
vertised were sold in\Denmark -« the only exceptions being
. Maryland Cookies and The Sun. This. indlcetee a high degree
| of Anternatlonelizetlon among the Sky ChannJl edvertlsere
Which of course 'is no surprise. " The high degree of interna-
'Elcnellu" ion (89 ') is - all ther things being equel _Ain
favour of an influence on competitive conditions in Denmark
;if Sky Channel had been in the cables. As to the range of
this influence see tabel 8 and gection 6.2.
Surprisingly it has proved‘extremelyco tly to check whethe;
-~ a brand is registered in Denmark throulh the public trade
mark register. The search must be done by an employee of
¥ the reglster, needlng four hours of work per’brend Besides,
| reglstration does not necessarlly mean the brand is
'sold.
The information on brends sold in Denmark therefore relles on
the advertising statistic "Danske Fakta", visits to the
largest stores, and the help of quallfled housewlfes
The reliance on those sources makes it p0881ble to say posi-
tively that = brand is marketed in Denmark. However, it is
1mp0831ble to be 100% ¥ertain that a brand thet cennot be
1dent1fled through those source$ is not sold in Denmerk in
-gome kind of shop or e.g. in the bord& regiong’. The flqureS'
- inRthe following concern the exact name used In the ZDF °

1

commercials.

91 of the 246 brands (37%) advertised op 20F Twere positively
identified ss sold in Denmerk.-ThOSe\qrend# taok up 38% of
the commercial tlme _ f |
This relatively low degree of "internatlonellzatlon" decreeses.
- other things being equal - the competltive effect of West

_Germen'felevision in Denmark.




The potential competitive effect is concentrated op very few
product dategeriea\ The distribution on product categories of
the 91 brands sold in Denmark is found in tabll .9. 55% of the
braads are in the catedorieev"durables forhome}and garden",
"food products", and "personal care", correqu%ding to 24,5%
of Lhe average household budget, cf. table BLIIF "soft
drinka".and "cleaning and washing" are added 7 % of the 91
brands are-covered and 26,3% of the household budget

\""

6.4, ﬂhe_amouai of advertising supplied

| N

( ' S

It is very difficult to predict the amount of TV advertlslng

that will cross the European borders in the years to come. *“

In the peribd‘un%er observation in this study much adver—
fising crossed the borders between neighbour countries, but
only one commercial pan Furopean TV ¢hannel was broadcasting,
usiag only 16.5% of its announced advertising Capacity
However, it is certailn thategeveral advertlsing flnanced
channels will follow Sky Channel. »

The llmltgg”:atereat 3n pan European TV advertising when
this study took place may.indijicate a limited'interest in the
advertising commuﬁitf. Or it may indicate that turopean
combanies are not yet organized for that kind of mgdtpm. It
.may also reflect the relative limited number of homee'con-

nected to cables carr&ing Sky Channel. 3

-

X growth in pan European~advertising among othe} things "’
depends on the spread of cable, the P%ws govefnina reception
of’ foreign TV advertising and the development of interna-
tional brands. Therefore nothlngﬂcan really be told from
the figures for Sky Channel in this study concerning the
amount of international TV advertising - as opposed to the

_—
-

klnd of adve?tlslng

It i's important to notlce that more 1nternat10hal TV and
more natlonal TV crossing the borders by way of cable and

satelllte does, not automatically produce more TV advertlslnga

(53
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Number of brands in product categories advertised on ZDF

in week 1% and sold in Denmark

Product category
?

Number of
brands

% of
brands

P

o : Cars \ S

Boats

.e

Women's clothing ' Jﬂ
Men's clothing
Children's clothing =

Duraéles for. home and garden

20

e

Books', magazines, newspapers

: Chocolate, sweglts, gum

O @ N N BN N -

Wine

10: Liquor

11: Beer ’
12: Soft drinks

13: Food products

14: Pet'fgod

15: fFoto =and film

I6: Toys

i7: Cleaning,; washing
18: Gas, o0il

19: Tobacco, cigarettes -

o

20: Personal care, hygiene
21: waLChes,‘jewelry, glasses
22: Insurances, banking ‘

23+ Public announcements

24: Travelling

25; Other -

1
| o

1
1
2

0
1
0
0
2
2
5
0
2
0 '
8
9
1
4
2
8
1
0
0
1

0 .
-

1

;é

See annex 8 for details
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" The amount of’advertieing may grow a little - e.g. because of

a reductioe of prices - bul relatively less than the adver- .
tising cebacity on chatnels competing for a share. Thus while
Sky Channel still Fought'%p fill 1/5 of its available commer-
cial time, in July 1984 another £nglish-language programme

- Music Box - started transmitting over ECS-1 competing for

¥

the. same advertisers.

2 o
Also noteworthy is the fack that the;growth itselfl of trans- L
border TV reduces the ettrectivenee of both national andg
international TV as an advertising vehirle*And thus reducee
Lhe possible competetlve influence on netionel economic ac-
tivity. The reason for this 1e that the growing number of
ohannele fragments the potentlel eudlence That reduces the
numher of viewers which can be reached by a certain programme
and makd% it more dlfflcult for gdvertisers to find their
target groups. Trensborder advertising will be eepe01elly
difficult to use - and particudarly expensive - wheri the

target group is the population of small countries.

A

6-2. The amount of advertising received

Section 6.4 concerns the supply of cross border TV adver-
t181ng But the effect of thls on national ecepomlc activ- ﬁ;;
ity also of course depends on the demand side. How much of

the cross border TV reaches - and will - reach the intended
audientﬁb : ' L

—— mm e e e e . o - — e vy - e s = - -

The reEebtion of transborder TV advertising depends on the
national legal demands to the reletlonshlp between ddver - ‘
tising and broadcasting (e.g. advertising in blocks, between
programmes, ie programmes, sponsoring, ban of certain gTod-

uclts) and on national legal demands to advertising codes of .
conduct. Without a etenderdieetien:of rules on those two

issues cross border TV edvert191ng will prohebly be very
limited (see EEC 1984 for a detalled development)

b}




‘cable policies concernlng the construction of cable nets and
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The coneumptlon of cross border TV w1ll to a large degree
depend on the ratio of homes passed by and connected to -
cablé (or having their own dish for DBS receptlon) and the h

cap301ﬁy of those cables. This again will depend ‘on national

the services offered in these nets (TV and 1nf0rmat10n ser-
vices” (Notice fhat in the soythern par£s.oF'Eur0pe cable 1is.
ppactically-unknown.) Finally the connectionlratio‘will de-
pend on-the individuals need for more channels, especially

\

transborder TV signals. : . RE:

puei e it

Qaﬁllng in Europe has mainly been motivated by the need to

supplement the one or two national channgls with TV From
neighbour countries. In the U S. most people consume con-
81derably more TV than 1is generally common in Europe today’
(A.C. Nlelsen 1983). But the American figures also show

« -

that 10 channels probably are close to the upper limit that’

' viewers are able to use on a regular basis (A.C. Nielsen

1983 and Nielsen 1982). o v
The in¥luence of cross border TV advertisingbon national _
economic actiﬁity dependg heeVily on the number of channels
the Eufopeans are willing to pay for. And to what extept-
they are willing to pay for TV with a foreign or intgrha—'

tional ‘oregin. Also it is an open question what role the

different languages will play. And to what extent this prob-

lem can be solved technically or an economically sound bagis

Athrough subtltles and/or mult1 language sound, and as to

advertising by giving prlorlty to visual language (c&.

table 11) and by screening cultural differences.

. &

" — — - — = L e e e e e e e =

It is self ev1dent that to have an effect. viewers muet be

exposed to the ‘commercials 1n transborder TV (and there

. e e . . . co
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must be a relation between this and buying behaviopr). "
Nothing definite can be said in génerai about this exposure.
However, a number of recent results indicate a growing audi-
ence resistence against commercial exposure.

Apparently the commercials do nat carry epough value of any
kind to attract the audience. This may always have bheen so ¥
but during the last?years viewers have been given mole and
more alternatives in front of the screen. According to all
forecasts the number of avallable TV channels will grow
draétlcally in the pear future. And more and‘mgre homes will
be armed with a remote control. And a growing number of
video‘recorders and home computers will circle aroudd the TV

set. Besides that an increasing number of homes WIll be able

to sw1tch to text TV and video text.

4

s } . N
- . \

The growing number of alternatives in front of the screen,and
the lack of 1nterest in commercials will probably ?educe the
exposure to Commeycigls on national channels. And the alter-
natives to cémmerC:;lélmay be even more attractive. if the
commercials use a Forelgn language and have a limited infor-
mation and entertalnlng value because they cannot use spoken

language*and’ must adapt to several different cultures.

L L

To illustrate the obstacles that TU‘advertising is and will
be up'agarnst_~ reducing its effects - some examples are,
given here on recent research on this issue{

N

Bunn 1982 summarizes British "presence.research" results and
P

4

reports a new study of his own from 1980 confirming the main

aresults from the review of earlier research, i.e. that B88%

of individuals measured as being viewers tg the programmes

on both sides of a commercial break are actually present in

_the "television viewing area" during the breaks, .mostly in-

dependent of the time and type of programme.

In Italy recent research gsponsored by the American adver-

 tising_agenpy Mc€ann Erickson and carried bpt by the

~u

7

w
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.regsearch institute Doxa showed that 35% of the viewers on

the three public channels report that they do not watch the "
commercinls. For viewers with remote controls the flqure
was 44%. .

47% of the viewers on Lhe private neﬁworks claimp that they
uquall&‘ﬁB\Bof watch the commercials. For those equipped

with remote controls the figure is 59%. (RAL Newsletter

‘No. 6, Decémber 1983. N o .

In Britaini European Market Surveys has nade 8 survey for
the advertising agency Norman, Craig &. Kummel, ShOWIqS that
viewers with remote controls are three Limes more llkely to
change channels during commer01al breaks than those wlthout'

(Advertising Age, October 31, 1983.)

In American literature on the phenomena of av01d1ng the

commerciaXs, their is a . growing number of empiyicsal research-

on the socalled zapping problem. Below are some examples rel-.

evant to Europe becsuse something like the “Amerlcan situ-
ation" with regard to TV must develop on the Europeyn scene
if any substantial influence froh cross border advertising

is to take place. >

In Changing Channels 1984, AQSits & Surveys ‘Inc. reports
the following:

1f adults tuned to - network TV dufing any part of a commer-
cisl break = 100%,.Lhen '

39% in non-cable homes are not-exposed to = commercial

45% in cable homes are not exposed to a commercial
The reason being that

29% in non-cable homes were not&in-lhe room

6% in nongcable homes switthed channels

% in non<cable homes turns the set off

and

et
et



- o 30% in cabla homes were noL in the room -
11% in caﬁle homes switched: channels

a% in cable homoes ﬁurned the set off.

- Those results are in the same line &as an Advertising Age
,  investigation showing that frpm 6% to,.19% of all 60-90 sec-
ondg commercials are integnpﬁféd by G%Qwers with remote
controls and also showing that viewors Lypically switch to
cﬁannels like Music Telexlslon and Lhe Weather Channel
(Advert181ng Agf®s Focus, April 1983).
It has also been demonstrated-that %}deo recorders ar@.used-
Loy avoid commercials in the US. In a.statéhent to the Ameri-
can Congress, the Motion Picture Association of the UsA con-
cluded that "time2shifting becomes a Lhreé}\ﬁo commprc1al
TV by interfering with viewingy of time sensitive advertising’
and precluding_.advertisers from targel'*ng audiences" )
(Beltramini, 1983.) '
Fajan°£984 mentions a nhmber'of studies on zapping:
"The NewsWegk Eyes on Study HP 1978 revealed that only 67%
’ of a program's v1ewers remained Jn&;he roﬁm at the commer-
cial hreégk. By 19@0 thls declined to 62%.. ,
A 1979 #,C Nielsen VCR study revealed that 50% of people "~
taplng\an on-air programme did not ellmlnate Coerr01als By
1983 thal figure had diminished to only 25%. Nielsen further
disclosed. that by 1983 fewer- that one 1in ten viewers who
viewed and taped a show actually witnessed the commercials
a’ second time upon the programme's replay. -
Two\other studies from TV Audience Assessment and Ski Cable
in 1982. and 1983 §h0Wéd'¢hqt 15% and 14% of the viewers re-
spectively switched channels dﬁfing commercial breaks. v
\¢(¢A recent. study from Information Resources Inc., showed that
peop%e zapped commerciélg 6% of the t}me. None of thése
later studies .dealt with the number of people who left the

room during a commercial break or paid any degree of atten-

tion." - | o d ‘ . ..

)
'
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In July 1984 at a symposium on commercial zapping in

Chicago a General Foqd representatlve estimated that there
would be a 30% audience loss due to "physical zapping

(leaving the room), 13% audience.losp from electronic zapping
(using the remote control) and 4% audience logs as a result

6f ver playback of programmes without commerciamls with a net
result of an average prime time commercial audience of SBQI

by 1990." (Electronic Media, July 26, 1984, p 10). ‘ .

6.6.°Case: Danish viewing of West German TV
al _ UL

Some of the issues raised ébove are illuminated in a study

carried out by Denmak's Radio on Danish viewing of West

German TV in the firt ke of February, 1984 (cf. ciﬁpter

30% of all Danifsh households were able to watch the three

West German chgnnels, either through cable- or by air in ttre

X
-

border regions.
The need for moje TV is illustrated by the fact that in those.
househo 1ds Danes used 35% more time on TV than those who

only had access:to-Denmark's Radig's single channel.

Table 4 in chapter .4 .shows the West German programmes seen

by 10% or more. Table 4 1llustrates an unambigious result

of the study: the extra .viédwing tiﬁh\is used on fiction,
entertainment /shows, and sport. 84% of the viewing time is
used on those' programmevcategdries. " '
Figure 5 and 6 in chapfer 4 indicates that only a small
Aumber of Danes are_exposed'totthe west German programmes
around the advertising.blockg.

\ \

A little more than 1/3 of the Danish viewers of West German

TV séy they never or almost never exper?ences language prob-

“lems. 2/3 do have ‘'such problems but they are to a certain

degree willlng to Forget about them if the programmes are

attractive., Those who report difficulties 1in understandlng

¢
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rGe;man‘use 2.8 hours on West German TV per'week whereas
those reporting no languege difflculties are exposed 9.1

hour or as much as they are exposed to Danish TV. .

Probably the rgievance of those figures will be limited in
the future. West German TV presents more entertaining shows
than Danish TV, but first and foremost it is composed by

three diversified, public service channels with an obliga~-
tion to objecfiveness and presentation of all kinds of views.
Most satellite channelé will not have any public service ob- _
ligdtions and will be more oriented toward music, Films, -
sports and aother forms of entérfainmentﬁ And several will
probably be single item channels. Alsd more Danes understand
"English than German.

Denmark's Radio also asked about the interest in more TV
channels. The largest group wants another Danish channel.
.Then follows 45% who are to a certain degree interested in
more foreign TV. Both groups are quite reluctant té pay more.

Only 10-30% are very interested and willing to pay more.

<

6.7. Summary and cbnclusion
g B

-

A negative influence from transborder TV advertising on
national economic activity through competetive disadvantagés
1s possible for companies that produce 1) branded consumer
goods, 2) 1irn the.limited range of products that are heavily
TV advertised, and 3) sold predomi;antly.in thé country
under observation in competition with foreign/international

brands.
B

This group of companies produces a very concehtrated range f
of products responsible for a relativly small share of con-

sumer expenses.

The effect of transborder TV advertising depends on the

internationalization of brands.



The influence of transborder TV advertising depends on the
amount of this advertising which is difficult to predict.j
Many cross border channels are on their way. HoWever, it 1is
uncertain whethér there will be ‘enough ‘advertising on bhose'
channels to influence competition in individual countrises

- or to kgep all channels aljve.

Given the amouﬁtﬂﬂ’advertising, its effect will be reduced
by the growth in audience fragmentation which almost auto-

matically follows the growth in avajileble channels.

Any supply of transborder TV advertising will_continue'td
exists-oqu; if advertisers éan\register an effect. OPe
condition_for an effect is audience exposure. That exposure
will depend on a number of different factors:
- The legal situation as to reception of foreign TV and
requlation of TV commercials. N
- Development of cable nets and their capacity.
~ Household willingness to connect to cable nets and to
pay the necessary'cost. | '
- The need of the audieﬁces'For more (transnational) TV.
- The impqrtanbe of languége problems and the possibilities

for solving those problems.

L

M

If those determinants work in a .positive way for consumption

of transnational TV, the advertising still has to be

seen. S '

The exposure to commeréials'will be limited by the elec-
tronic dilemma df advertising (more channels, pay TV, and
more electronical devices make it easier for the audience
to avoid commercials), by the foreign languages, and by the
lack of interest for a limited range of low involvement and

R

low interest products. ' B
) i

It is difficult to conclude from the sabove about what has
e .here been called the competition argument.

But at least this much can be said:




& l N . ’ | \
An influence on national competition with negative effects .

\ for national economic activity from transborder TV adver- !

tising is not likely in the nearest future and will even in

" .
the long run most probably be very restricted,

In concdusion the competltlon argjﬁént 1s not an arqgument

for 1ntr0duct10n of TV advertisifhg in those countries where

it is not found'today. And it is not an argument for liberal-
1zation of the rules for TV advertising in those countries -
where TV advertJSJng is' legally restricted in different ways

today.
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7. TV ADVERTISING AND THE CONSUMER ¥

-

7.1. Spot length -

It is not possible to demanstrate a relationship between the
. size of pgant advertising and information content (Sepstrup
1980). However, it seems reasonablé to imagine a minimum
lengt® for a TQ commercial to include informational cues
and to assume some relation between the number of seconds a
A commercial runs wnd the information content. _
The Frequenqy”;§X§Q9t length on Sky Channel and ZDF is shown

in table 10.

Table 10: -~
Spot length. Sky Channmel February, March,'ahd'April 1984.
4 ZDF week 15, 1984.
Spot 1éng£h Number of spots % dT'Spots i
Seconds . Sky Channel’ ZDF{‘Sky Channel IDF -
. : < : ——— :
10 | 2 . 1
15 27" 47 5 15
.20 ' 96 118 19 38
‘ 30 . 361 122 72 39
40 ‘ .16 . ) 5 L.
50 , 21 3 4
60 - . b2 * 1

Total 505 310

1: 267 10-second spots for Omega ‘giving the time on Omega logo are not
included in the analysis. Also one commercial which was not intended
for consumers is excluded. _ - « '

Sources: Sky Channel's transmission logs, submitted by Sky Channel
and content analysis oshall ZDF commercials week 15.

\ 30~s&cond“spofS'dominaté on Sky Channel sas they Havb~d6ne on
\ Amefican and British TV since the early seventies.hturréntly
"t is discussed in the US. to give priority to what is called
split-run 15-second commercials ins?ead. And more and more

pfofessioﬁéls point to a,reduction of spot length as an

answer. to zapping.
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German ygdvertisers seem tg be ahead of their English speaking
counterparts in the move toward shorter commercisls. Compared
fo Sky Channel ZDF has ‘three times as many lS5-second spots
and twide ag many 20-second sp%égf The average spot length is
24 and 28 seconds, reaﬁeétively. This may reflect differences
in sdvertising strategy, but also the}wegt Germany boeoking
system in conjunction with the limited amOUh§ ofzcommercial

time.

Unfortunetely the data in this study are too few to tell
whether spot lenglh correlates with information content (e g.
at least product category must be held constant). Other
things being equal there should be such a correlattion. But
generally there is so little Ainformation in TV advertlslng

(see table 13 and 14) that it is difficult to imagine sig-

~nificant variations. Also West German TV advertising 1s not

less informative than the Sky Channel commercials on an

. javerage (see table 13).

7.2. Language .and understanding

It 1s of special interest in the new situation of interna-
tlonal satellite tel%v191on whether the understandlng of
commerc1als depends on spoken or written language. The
languages of the commercials on Sky Channel are found in
table 11. L . ,

Table 11:

Language of commercials. Sky Channel february, March, and
April 1984. | ‘

Language Number of % of commercials
commercials

English 465 | 92

Norwegian (sﬁng) 19 ‘ 4
No lanquage = : 2] _ 4
Total ) 505 .-~ - 100

88 or 1_mrof the commerc1als have a Danish text on the packaging. 40

or 8% carry a short Norwegjan subtitle.

P

R Tt



- It is not surprising that Engliéh dominates since most adver-

tigers are Americah or British and English the most widely
understood language in Europe. Also Sky Channel did not want
to provoke  any vgtiona)l authorities by directing any mess-
ages toward speciffic nations. -

Neither is it/sufprisiny that all commercials on ZDF are in

German. ZDF is = purely national channel and the West Germans

are used to Syd hronization of, all foreign-lﬂﬂauage programmes.

92% of the Sky [Chennel commercials use spoken English. How-
ever, it cannoy be taken for granted that whderstanding of

. English is necfessary iﬁ order to understand the basic message
of the commerdials. It woyld requireyfurther research to

solve that prpbblem. But as part of tﬁe content analysis each
commercial wgs "asked": "Does the uﬁderstanding of the coﬁmqr—
cial depend pn the understanding of the language?", cf. item
53 in the c dlng'scheme

The answers to this questlon may not be as rellable as desir-

»

7

s

4

able. They are reported here to glve a first tentaélve in~ ../

sight 1in :
tising. Sge table 12. _ e

Table 1

"Does Ahe understanding of the commercial depe

Number of, spots % off/spots

y Sky Channel ZDF Sky Changel Z0F

“Yes 179 o113 | 35 (' 37
No 325 159 65 \ 51
Uncertain 0 38 0 ) = L2
Total ~ . 505 - 310 100 .\ 100

Table 12 indicates the boésibility that a majority of TV
commerclals are able to communlcate the basic message inde-

pendent of the spoken language: e.g the existence of the

R
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brand, the name, basic product features, the associaggons of
images gnd lifestyles the seller wants the consumer to,ex-
perienck. The Bimilerity between the two channels supports
this conclusion, but. probably dlso reflects the fact that
advertising is & very international profesgion and U.S.
dominated. . ’ |

Some specific elements of information are available only‘

- through the spoken languagen "No" in.table 12 means that
spoken information is essential for the understanding .of the
message. One reason for the rélatively low dependence on
languag? may be the few elements of spe01flc product infor-
mation in the commereials. - _ _
Altogether the findings indicate that the language does not
sém to be a. major obstacle to a pay off for advertisers fraom

+

Crossborder TV advertising., @’

-

7.3. The information content of TV advertising

The.content analysr of commercials on Sky Channel and ZDf
includes 24 informational cues (item 9-31) elected for

three reasons: P )

7

Ne

1) to represeht all aspects of the consumer 's interest in
advertising, i.e. a convenient way to be informed “about the .
market. The relevance of the individual cues depends on ‘the
product and the buying situation.

2) to produce results comparable with srmllar studies of
TV commercials (see 7.4.1.). & :

3) to produce results comparable with the results from

similar studies of prlnt advert181ng (see 7.4.2. )i

T~

_________________ , .
\
The results of the content ana alysis are shown in table

13, ) . . ' . .

v

S5ix of the. 24 information cues’ were found in the commer01als
shown on Sky Channel during the three months of February,
March, and Aprll 1984

66
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- 100% of the commerclals mentioned the name of the sdvertisaed
brand which of course is a must for the advertiser to '
communicate.

L3

\
- 96% of the commercials showed the product or the packaq1ng

- 37% gave the (offlclal) name of the company behind the
brand. -

- 22% of the commercials mentioned‘varieties of the brand,
e.qg, different tastes or gizes. ;

.- 2% told about the quantity of the product.

- 54% of the commerclals .gave measurable and conbrollable

.characteristics of bhe product likse "made with peanut
_ butter", "grains of wheat”, v"flakes of corn", "contains
witamins", "sugar free" "1t never sticks”

) ' :
Besides identifying the brand the commercials carried infor-

- mation in a notlceable way on three cues: name of supplier

(37%)y varieties of the.brand. (22%),- and other measurable and
controllable characterlstlca (54%). The last two cues only

are relevant to the normal bu1ng situation.

The result of the content analysis is shownlin table 13. 14

of the 24 informatiop ,cues were found in the commercialsg shown

on 2DF in/week 15, 19843

!

(
/ .
- 97% of,the commercials mentioned the name of the advertised

produot The remaining 3% were commerc1als for either re-
tailers or for products as such. —

-.97% of the commercials showed the product ﬂ/S'of the last"
3% wegre for "1nsurance and banklng “the re@alnlng 1/4 for

"personal care" _ (f}
- 58% gave the (offlclal)name of the company behlnd the “brand,

L

- 2% told the price of the product.

- 29% mentioned-varieties of the brand.
- 16% mentﬁpned the quantity of the product

- 3% 1nva?* the consumers to obtain further 1nf0rmat10n

i
- 26% gavej instructions for use.

- 22% of the commercials gave other measurable and controlable
‘characteristics of the’ product like "enthalt pflanzliche

~ Farbestoffe', "enthalt B-vitamin", "mit Fluor", "ohne Kon~
serv1erungsstoFFe "enthalt MllCh und Hassenisse"

- 6 told where to buy the product.

- 1% told about each of the following cues: safety warnings,
special ‘offers, taste, and nutrition. .
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The information content of TV ndvertiming. Sky Channel) (5C) in Fcbruury. March,

IDF woek 15 1984.

53

\
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and April 1984,

Yen “Na * Uncertain
Quest ion Number of %X of Numbpr of % of Number of % of
= 505 commercinle  commercials | commercisls commerciasls | commercials commercinle
N = 310 S€ zor SC zor SC wr sC zor SC nor 5C I0F
FT - = — e - - - = = o
. f
1: Does the commercinl carry
8 brand nsme? 505 302 100 97 0 a..- 0] 3 y 0 0 0
2: Does the commercial o
show/describe the product? | 483 299° 96 97 22 1 4 a 0 0 0 0
31 Does the commerciul mention .
the name of the company
behind the brand? 189 179 37 58 _ 316 125 63 40 0 6 0 2
41 Does the commercial quote . 1
the price? 0/ K 0 2 505 Joz 100 N 0 1 0 0 .
v 21 Does the commorcis) mention N . :
varieties of. the productz 109- 9N 22 29 396 432 78 69 0 7 Y 2
6: Does the commercisl quote ’
quantity/siza? 12 50 2 16 493 260 98 84 0 0 0 0
7: Does the commercial invite
the consumcg_&o obtain
further information? ~ 0 10 0 3 505 300, 100 9 0 0 0 0
8: Does the commercial mention : :
instructions for use? 0 80 ‘o0 26 | s0s 225 100 73 o 5 1
9: Does the commercial give
other characteristica of - . .
the product? 272° 68 S4 22 233 241 46 70 0 1 -0 0
10: Does the commercial mention
Querantee terms? 0 2" 0 a 505 jog . 100 100 0 0 0 0
11: Does the commercigk mention .
. hire purchase termd? 0 0 0° 0 505+ 310 100 100 a 0 0 0
12: Does the commercial montion
rigths of cancellation? 0 0 0 0 505+ 310 100 100 0 0 0 0
13: Does the commercisl invite h ' )
the consumer to make- oA
comporisons? 0 1 0 0 505 308 100 100 0 pa 0 0
14t Does the commercial mention : &
. keeping 'quality, durability] 0 0 0 0 505 310 100 100 0 0 0 0
151 Doea the commercial quote .
an informative labsel? 0 0 0 0 505 310 100 100 0 0 0 0
16: Does the commercial give . @!
safety warnings? 0 3 Q 1 505 307 100 99 0 0 -0 0
17: Does the commercial ask the '
consumer to consider whetheg: ‘
he/she can afford the , .
commodity? 0 0 0 ] 505 310 100 100 0 0 0 ]
18: Does the commercial tell
where to buy the product? 0 19 *0 6 505 291 100 94 0 0 0 0
19: Does the commercial tell » : * ) :
_ sbout gpecigl offers? 0 5 0 1 505 305 100 99~ |0 0 0 0
20: Does the commercial tel} N
‘bout the taste? 0 5 0 1 }505 305 100 99 |o 0 0 0
2)}: Does the commercial tell
about nutrition? 0 4 0 1 505 306 100 99 0 0 0 0
22: Does the commeTcial tell - . : _
about independent resesrch?{ 0 2 0 0 505 308 100 100 0 0 0 0
23: Does the commercial tell '
about company-sponsored .
research? ) 0 - 0 0 0 505 310 100- 100 0 0 0 0
24: Does the commercial tell o
about new idesg? 0 1 0 0 50% 309 100 100 0 ] 0 0
. *\) N T i. R )

ERIC E

Aruitoxt provided by Eic: -




5 ‘
Begides identifying the product, fhehcommercialé on ZDF car-
ried information~in a noticeable way on 5 cues: the name of
the supplier (58%), varieties of the product (29%), quantity
of. the product (16%), instrUcfions for u;e (26%), and other
méasurable and controllable characteristics (22%). The last

four cues are relevant to the normal buying situation.

-~
It’is near at hand to assume a relationsqhip between product }
.~cétegory and information content of the commercials because 7

more information cues may be relevant fof some products than
for others. Unfortunéfely the number of Sky Channel commer-
cials is too smaiy for an analysis of this 1issue. The.as-
éumbtion is investigated for the ZDF commercials in table
14 for five product catego}ies covering 71% of all spots in
week 15, 1984, cf. table7 , chapter 5. !

e ,

Five information cues in table 14 are present in a volume

making comparisons relevant, not including brand name and
showing of the product since the percentages for those two

bugs are the same for all Product categories. See table 15.

There are no unambiguous diffeérences_in table 15 except that
"sweets" are lowest on all cues. The presence of an informa-
tibn 6ug seems to depend at least on botQ{ihe Kind of infor-
mation ang the product.

This remembered, the comparison of product categories in

.table 15 is made edsier by cal ulating an expression for the =

‘information content of commer s for each product cat-
= R -
egory. X5 is the average percentages of spots in which a cue

it

appears. As the company name is of limited interest for
daily purpbses X4 has been calculated as the average percen- .
tage of spots in which a cue appears (excluding company .

name). The numbers in the brackets after the averages indi- ;

- cate the ranking order of the produét group as to informa-

tion content. ' oo

-

It 1s Surprising that commefcialsufor,"cleaning and washing"

and "personal care" carry more information than "Durables

£9. B A
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The information content. of TV advertising for five product categories. Number

55

of spots with the informstion cue. IDF, waek 15, 1984

- .

and percent

Product cotegery

' 6. Durmbles | 8. ChOCOl;lt.c, 13. Food 17. Cleaning 20. Personal
¢ for honie sweets, gum products snd washing care and
Ipformstion cues Al) | garden . hygienc
% A n £y n % n % n % n %
1: Brand name 97 29 100 28 100 " 66 97 35 100 62 100
2: Show product 97 29 *)00 28 100 68 100 35 100 60 97
J: Company name i 24 *B¥ 9 18 47 T 69 15 43 34 95
4: Price ) 2 2 7 0 0 0 0 0 0 0 0
5t Varikties 29 |, 6 21 3 11 26 30 ] 11 24 39
61 Quantity/size - 16 5 17 4 14 27° 40 5 14 4 6
7: Further informat ion 3 -0 0 (] 1 A 0 0 1 1
8: Instructions for use | 26 8 28 0 14 21 20 57 23 37
9: Other chffracteristics | 22 8 28 6 21 015 B3 n 24 39
10: Gf‘mmntoe terms 0 0 0 0 2 0
Jl: Hire [‘“llerhBS; terms 0 0 . 0 0 0 o 0
e 1ataon 0 o ‘o DA Lo 0 0 0 0 0 0
13: Invitation to ~ v -
" comparisons 0 - 0 - 0 0 1 1 0 0 0 0
14: Dursbility 0 ¢ 0 0 0 0 0 0 0 0
1p: Informative label 0 0 0 0 0 0 0 0 0 0 0
16: Safely wornings 1 0 0 0 0 0 0 0" o 5
17: Afford commodity 0 0 "0 "o 0 0 0 0 0 0 0
18: Where to buy 6 1 3 0 - O 4 & 0 0 -6
19: Special offers 1 {0 "o 0 0 0 0 - 3 0 0
20: laste ’ ¢ 1 0 0 (; 0 3 4 0 0 0 0
2Y: Nulrition 1 0 0 0 0 1 1 0 0 5
22: lndependdnt research 0 0 0 0 0 ki 0 2. 6 0 0
23: Company-sponsored . i
resesrch 0 0 0 0 0 0 0 0 1 2
- 247 New ideass + 0 ' | 0 0
N 310 29 28 ) . 68 35 62 )
Percenlage of commercials |00 ' 9 9 22 AN} ' 20

x

x%



Table 15:

,i

-

Share of spots for_differgnt product Categories.with five information cues. ZDF, week 15, 1984

- [
‘Information cue ) ALl 6t Durables 8: Sweets, 13: food 14: Clean-  15: Personal
products for home chocolate, . ing and , care
. and garden = gum washing
5 5 5 5 5 5
Company name ' 58 . 83 18 69 43 55
Varieties of brand 29 | 21 - 11 - 38 11 39
Quality, size . 16 17 14 40 14 . 6
Instructions for use . 26 28 0 21 57 ~ 37
Other characteristics 22 28 21 15 37 39 o
X5 | 30 (4) 35 (2a) 13 (5) 37 (1) 32 (3) © 35 (26)
X4 H 23 (&) 24 (3) - 12 (5) 29 (2) - 30 (1a) 30 (16)
< N . .
71 AN 4 ) ! 2 A
¥




for home and garden", gurpr@sing because one would expect
durable‘ﬁroductg‘to be more impoftant to consumers than in-,
expensive non-durables with a high buying frequence, and be-
T—cause there should be more to ssy about durables than non-
durables, _ ’ |
One poseible explénation of the findings is lhat durables are
80 important and complicated products that 20 or 30 seconds
can only be used For'communication of the existonce-of'the
product and image building. Further "cleaning" and Upersoﬁal
care" are also important in some senses and the information
is so simple that -it can be communicated in a TV spot together
with image building.
This said it should also be noted that no easy and certain in-
terprétation of table 15 is poséible. The detailed picture is
rather confu sing, the differences bekween the averages are
relatively small ("Sweets" being an exceptioé), the number of
informalion cues ‘are limited, apd each’'cue appears on the av-
erage in no more than 1/3 of the commercials.
Therefére, another passible interpretation (not completely
exclﬁding the above) is that the nature of TU)advertising_as
such (e.g. giving prioriti\to entertaining value and image
hu11dan) is stronger that the border lines' between product

categories which are normally used when analy81ng congumex

bohav10ur.

et - i T e e e v - — o —— = ——

The commer01als on Sky Chapnel and ZDF can be compared in table
13 on 8 cue to cu basis. ZDF has the largsest percentages, for
all cues except "other charatteristics" and more cues are re-«
resented though with very small percentages. One possiblé
explanatiOn*ﬂs that commercials for "sweets" - lowest on in-,
formation content in table. 14 - take up 58% oF the commer01al
time on Sky.Channel; See also table 16 comparlng Sky- Channel
and 7Df dn the five most communicated information cues from

table 13 and including "sweets" from table 14. ’




Table 16:

Share of spots with five

informations cues.

Sky Channel

&

fFebruary, and April 1984 and ZDF, week 15, 1984
Information cue All products products Sweets
Sky Chanrggl ' IDF

% % %
Company name 37 28 18
Varieties of brand 22 29 11
Quantity, 2 16 14
Instructions for use 0 26 0
characteristics’ 54 22 21“’//\

23 30 13

20 23 12

dlffcrence between

‘an average.

Channel and the

information content on Sky Channel and

on Sky Channel as.on ZDF .

able to the commercial time on

view is indifferent toward the two channels.

and information content which 1is 1ntcrest1ng

: The difference between Sky Channel and ZDF on this cue is so large
that the author (coding the Sky Channel commercials) alsq went
Lhrough the ZDF commercials to code this cue.

s corresponding to differences on 29 commercials or a very 81mple

rellablllty coefficient on 91.)

The result became

Falculatlon of - Xa and X5 (see above) Cleally demonstlates the

The difference can be explained by the

very few brands and product categories pdvertised on Sky

dominant position of commercials for "sweels"

assuming that those commercials carry as little information

0f course this eXblanéLion dées not mean that the consumer

' ' From the con-
sumer point of view it is the combination of products, brands
In principle
therefore the commercial time on ZDF 'as a whole is prefer-
Sky Channel from a consumer .

point of view when comparing the three months and the one week

in 1984.




/.4. Comparison with other studies

—— i m e e f e e e e r— o —— -

Stern and Resnik 1977 reports-the results of an investigation
of fourteen "evaluative criteria reflecting ,product character-
istics™ by asking "Does this advertisement communicate any
of " the following cues about the product, service, or imgtitu-
Lion?". The definition of the fourteen cues can be found <n
Stern, Resnik, and Grubb 1977 (and Stern, Krugman, and Resnik
1981). The study of Sky Channel and ZDF includes

seven of Stern and Resnik's information cues as named and de-
fined by Stern and Resnik (item.24—31 in the coding scheme,
cf. annex 1). The rémaining seven of Stern and Resnik's four-
teen cues are included among the cues taken from Sepstrup
1981.

Stern and Resnik anaiysed a sample‘frqm 1977 of 378 different
commercials from the three major US networks. They do not use
the "exposure principle" but'énalyse different . commercials.
Stern and Resnik defines a commercial as "informative" if it

communicated one of the fourteen informational cues.

- : g
.

It 18 possible to analyse,the results from the contenl "ana-
lysis.or Sky Channel and ZDF following Ulhe éame procedure as
Stern and Resnik.

stern and Resnik found that 49.2% of. Lhe commercials in their
study were ”informatjve". Following their procedure 50% of
the: Sky Channel éommercials and 39% of the ZDF commercials
arc Minformative”. The similarity of the results is remarkable.
Ihe difference between the ZDF study and the two other stuJ}es
)efleCts the sensitiveness of the Stern and Resnik procedure
to the definition of.”informativenesé'and gives no reason to
alter the conclusionh in section 7.3.3. tha¥ the ZDF. commer-
cials as a whole contains more information than the Sky Chan-

nel commercials, cf. tables 13 showing that ZDF has the largest

R
percentages’ for all. cues except one. )

»
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“Dowling 1980 replicates the Stern and Resnik study on a sample
of 163 different Australian TV commercials from 1978 showing
a ratio of 74% “informative" commercials. Dowling‘explains
the difference as a consequence of different traditions 1in
Auetralie and the US for govermment ragulation and self reguL

“

lation of advertising content.
Reid and Rotfeld report ancther replication of the Stern

{
|
and Resnik study on a sample of 324 different Saturday’ moro mg
commercials, finging 42.3% "informative". Reid and Rotfeld {
were especially interested in. Stern,” Resnik, and Grubb, 1977‘
finding that commercials during children's hours (Saturday
Morning Show) were less informative than the average (34. %)l

> Reid and Rotfeld find no statistical significant difference

between the two findings for children's television.

~ Aaker and Norf% 1982 reports a study of perceived informa-
tiveness of prime time telev1sr?n commercials in the US
based on the Bruzzone Research Company's mail questionnaire
tests of television commercials Aaker and Noris found that
when 500 resgondents evaluated 524 prime time commercials an
average of 18% .of the respondents perceived a commer01al as
inFormative. The corresponding figures, for food products and
Vbeverages were 13.6% and 9.8%, respectively.

The Aaker and. Noris study is interesting but as it was based
on subJective\perceptions of informativeness the results

cannot be compared with results from content analySis

Pollay, Zaichowsky, and Fryer, 1980 used a.modified version -

of the Stern and Resnik measurememt of informativeness. They

. studied a sample of 615 different US and Canadian TV commer-
cials from April\l977. On an average 84% of the commercials
were judged “informative”; Pollay 1984 explains’ the differ-
ence to the other studies reported here with the expansion of:
the criteria list (the number of informations cues) by five
additional dimensions. One of these dimensions - varieties of

the product - 1s inckgded in the study of Sky Channel and
o _

g




IDF (howewer, omitted in the comparison with the Stern and
Resnik study above). "It appears in 22% of the Sky Channel

and 29% of the ZDF commercials indicating that their "infor-
mativeness rating" also would be hlgher if apply1ng the Pol]ay
et al, 1980 procedure.

e e e b - — o~ — - ————— ——

The research of information in print advertising includes
parallels to the Aaker and, Norris study as represerited e.q.
by the classic study §eported in Bauer and Greyser 1968 re-
porting that 6% of print advertisemenls were judged as infor-
mative by a sampel of consumer. _
The line of research roiebént here 1s the studleq using con-
tent analysis. However, the number of such studies 1s very
limited. ' |

| ~
Using the Stern and Resnik procedure Lacznlﬂk 1979 found that
92% of la sample oF‘SBO,dlfFerent magazine advefthementk were
”inForm@tive“. Nearly hal% of the sample had informationh on
three of mofe of the fourteen cues. \

S~ .

Stern, Krugman, and Resnik, 1981 reports on an analysis of a
samble of 1500 different advertisements from 100 different
magazines from lebruary 1978. They.found 86% "info%?atiYc".
26% had information on three or more cues.
PoTlay 1984 adpoted 12 of the Stegrn and Resnik cues and added
four more. Using a sample of 2000 different magazine adver-
tisements spanning the twentieth century Qp,to'this date
Pollay found;that 92% of the advertisements reflected mo?e
than one informative cue. 78% of the sample were judged in-
formative along three or more dimension. The figures are not
reported for each decade ,and therefore represents the whole:
period. However, Pollay 1984 states that the adveftisements
after the 1960s are less informative than earlier advertise-

ments.

we
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1f oné compares the study of Sky Channel, ZDF and the studies
of informations content in TV adyvertising referred to above
with the studies of print advertising also referred to above
vﬁat is evident that when using the rather arbitrary Stern®
and Resnik measurement of informativeness there is no doubt
that print advertising is considerably more informalive than-
TV advertising. For further discussion see saction 7.4.

L4

It 18 also poﬁsible to cgmpare the study of %nrormatiqn con-
Lent in ‘commercials on Sky Channel and ZDF with studies of. s
information content of print aavertising reporting the in-
formation wontent as in table 13. However, the number 6f rel-
evant studies making this ppssible is very limited. r
The results in table 13 are based on the exposu;e principle.
To use a}lfsourcés the resdlt? of the content analysis of

Sky Channel and‘ZDF hgvc also been calbulat%d on the basis of
different commercials (cf. chapter 2) and t : background
material 1n Slarﬁ& Krugman, and Resnik, 1981 has beer system-
atized according Lo }he_}nformation cues used in this study.
(Unfortunately this is not possible from Laczniak 1979 and
Pollay 1984.) ‘

The result is foudd in table 17 which aLso.inledes a Danish
study 6F print advertisjng;_Comments to table 17 are found in

-

section 7.5.

3

7.5. Discussion .and concl%sion

\ | ‘
It is a subjective decision depending on the point of view
which cues to include from table 13 in a fair judgemént
of the information content af TV deertising. Other‘bues may
als@'be relevant and from = practical point.of view 1t must
depend on the pwoduct category under consideration,
Thé most common mcasure in the internatiohal literature - cf.
Stern and Resnik 1977 - includes 12 of the 24 information |
cues in table 13. lhe Stern and Resnik measure of

evaluating information content has never been discussed nor

78
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Information content in TV advertising and print advertising (0)

-

US. Mege- US.Maqa- % of com- Danish news- Oenish maga-

. xines 1970. zines 19708. mercinls papsrs 1970. zines 1978.
N _ % ol . %ol giffer- Y of diffor- sccording % of ads ac- X of ade ac-"
diffefent - ent commer- snt commer- to exposure cording to cording to
commerclals  clals thel Q_JLQTT% w@‘fﬁ_}?‘ oXxppsure expoaure
Information cuee (1) that cue op-  «ue appeaxed ' cue appsared th“F cuc ap- W %1;—1-'[‘—919-3 >
pesred in in (2) in (3) poaroed in at cue haet cue ap
. ' (4) epgeursd in  peared in
’ SC 201 : T sC.oa0r (5 ‘(5)
- _ - _ : —
: Brand nape ) . w0 - 96 : - - 100 97 _ x .
2t Product shown o 97 - - 100 .97 59 = 90
3t Nama of company ) 22 26 ) - - 37 58 43 % 45
41 Pr\ico . 0 "2 . 37 31 ] 2 54 ; 35
51 Ziﬁduct variations N 11 28 P 50 22 29 . 42 ? 48
61 Qloptity/size - 0 15 - . - ? '16 32 ; &1
71 Further information 0 3 - - 0 3 13 2%
8: Instructions for use . 0o 2 - 27 o 2% 5 24
91 Other charactoristics of produet 50 22 43-15-1 48-62-40 54 22 6 12
: - N 4:Y) (138)
10; Guarentecs 0 1 <o 9 a 0 6 ¢ 8
111 Hire purchose terms 0 0 - - 0 U 4 2
12: Rights of casncellation 0 o~ - - 0 3 R~
13: Invite to compnrutiong' - 0 0 - - 0 2 5
141 Keeping quelity/durabilily 0 0 - I 0 ] 5
15: Quotation of informative lobel 0 o 7 - - 0 0 1 4
16: Safety wernings s 0 1 <] 2 o' 1 1 1
17: Considor to afford 0 0 - - 0 0 0 0 .
18: Wherg. to buy 0 7 36 37 0 6 R -
19: Special offers 0 2 26 - 0! 1 - .-
20; Teste - . 0 2 <1 - 0o 1 - T
21: Nutrition 0 2 <1 3 0 " - - .
22: Independent research 4] 1 <l ' - 0 0 - _
231 Company-sQonaored research D 0 <1 3 0 0 - _
241 New ideas . 0 0 < - .. 0 0 - _
Number ,of different commercisls 18 246 1500 - 2%
Number of commercisls ‘ ‘ . 505 310 _
Number of commercials'- _ 2 . ‘ _ _ 1,912 25140

(0): There are other reports on information content in advertising than the ones ingluded here, but they either involve
few information dimensions or concentrste on one or very few products only, see e.9. Nowsk and Andrén 1981,
Gottschalck, 1981, Merquez 1977, Ksssarjian 1977, or have been reproduced lster in a larger scale by the Resnik

et 8l and Pollay studies ss is the case with Latznisk 1979.

(1): The information cuea are spelled out in tablevli and annex 1. th definitions esre found in annex 2 and the
vorks from where the dsta sre taken. C . . .

(2): Stern, Krugman and Reenik, 1981. Figures for informstion cucs comperable with the definitione used in the study

, of Sky Channel. Note thst Stern et al seem to hgve used the criteria in a somevhat stricter gense than in this
study, the definitions are the same as in Resnik end Stern 1977, but the study camot . be included in this cue by
cue comparison since the results 'from this study have never been published:-for the separate cues.

v (28): Stern et al separates Ycomponents or contents" (43%), "performance" (15%), and “quality"™ (1%), which ara all in i
» cue 9 in this study. '%uelity" includes “durability" which is here separsted -in cue 14. .

(3): Pollay 1984. Polley!s /content analysis uses the Resnik and Stern 1977 cues. Pollay does not include "taste",

"independent reses 'y "newv idea", and "epecisl offers", and have sdded "product
variations" whicl¥ar¢ comparable to cues 5 . in this study. Pollay slightly redefines the informatfon cues
. compared to Resnik and Stern 1977 msking the -criteris for the precenge wf information cues somewhat less restrictive, .
(30): Se (28). . " . AN

. ~

(4): Se table 13. :
. (5): Sepstrup 1980, 1981, Tp@ reaults sve based on semples according to the qxﬁosure principle and repre-
{0 " senting one year of print advertising, '
v ' ’ H b

.
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critizised. Maybe there is no better way to comp108o,the evalu

ation of information content in a slngle measure. However, this
does not automatically mean\lt is a perfect or even releYant

f ' measure. .

f The Stern and Resnik measure 18 very arbitrary and of litlle

informative value when evaluating advertising's potential
usefulﬁess to consumers. The definition of ""informative" is
arbitrary and the selection of cues 1s arbitrary. Also- the
very strict definiltions applied in Stern endu\esnik 1977 may
seem unreallqtlc even from a consumer point of view. |

The Stern and Resnlk measure is opelatlonal and sasy to com-
municate. But for most purposes more ln81qht18 given Jntb*the
1nrormaL1ve character of-advertising when dhe flndlngs are
llsted as in table 13 and when as many relexant Cues as
pos\%ble - 1in this study 24 - are 1included. The descrlptlon.
in Léble 13 tells what kind of information is included

and what is not disseminated by TV advertisjng‘ The list of
cues in this study is not perfect. However, -this is easy to ’
change in other studies. The basic issue is the way informa-

tion content is reported combined with the cues applied.

One disadvantage of us1ng the method of this study - shared

with the Stern and Resnik procedure - is the lack of a means

to unobjectionably define what constitutes a high or low in-

‘formation content. Any evaiuation of the information content

from listings as-used hére depends on the type of information

i one may have in mind and on the prior-expectapions of the

§*$§; person evaluating the information content. Table 13 and

17 describe facts f'aé far as this is possible through ¢on—
"tent analysis - but it is noi’possible along objective guide-
lines to establish Qhether the commercials on Sky Channel -
and /DF have a hlgh or low content of information. And it 1is
difficult to overlook and 8ssess this kind of listing the
results. Strll this 81tuat10n may be preFerablc to: throw1nd
away the dlfferentlated information on the 1nformat10n con-,
tent in table 13 and 17 for the sake of one - arbitrary -

n

measure.




. J
It is a fact that there is no objective measure Lo tell whether

the advertising described in this study is very inf&rmative,
informative or hardly informative. This said the facts con-
cerning the information content of commercials on Sky Channel
and ZDF build up such a unambiguous picture that it is not so
difficult in practice to reach some conclusion accepteble to

v

most obdervers:

.

From an overall general consumer view point TV edvertlslng

has limited value since 1nformat10n relevant for normal pur-

'ch391ng decisions is not comg@nlcated to a degree that would

seem to have-any practical significance for consumers.

*
e

Though the above conclusion is interesting as such the main
issue of this study is not in an absolute way to evaluate

the information content but to assess whether a transfer of

'edvert181nq money from print advertielng to TV advertising

wild_be an advantage or disadvantage for the consumer trying

to makg the best byy from his or her subjective standpoint. "
And to tty te evaluate the consequence for consumers of a

growth in tqansborder TV advertising.

In section 7.4.2. it was shown that the literature using’ the
Stern and Resnik measure cleerly demonstrates that print ad—
vertising is more 1nf0rmat1ve than TV advertising.

able 17 supplements this conclusion with a possibility of
comparing the information content of print adkﬁT1581ng and

1V advertising aon a cue by cue basis.

In the first three columns in teble'l7‘(whepe the population
is defined as diFFerent commercials or adveefisements) printed
advertising comes out superior to TV advertising in all the
cases where it is possible to cdmpare the percentages of ad-
vertisements in which a cue appears. | ‘

The same is true if TV advertising and print advertising are
compared in the last thyee columns in table 16 using the ‘
exposure'principle. Cue 2, 3, 8 (compared to ZDF bnly), and 9

.~



are exceptions: though. However, only cue 8 and 9 are relevant

for normal buying decisions.. The relatively superiorzty of
TV, advertising on "instruations for use" is very undérstand-

able. The kind of informalion registered under cue 9 1s

exemplified in section 7.3.1. end 7.3.2.

DR

Considering all available rescarch the overall conclusion. 18

- . /. : :
that from a consumer point of view the informatibn content -

of print advertising is celarly superior to that of TV ad-

1

vertising.
ft.follows from Lhis conclusion that from a congumer point"

af view there i8 very little or no adventage from financiﬁd ,
the satellite and other transborder TV channels by adver-
tising.And it is a clear disadvantage from the consumer poinl ~
of view if the financing of transborder TV transfers‘adver—
tising money from print to TV advertising. And - still from
the consumer point of vieﬁ -~ it is an outright step backward
if 1V advertising is?inproduced in countries wherec 1t 1is nogl
found today. Or if TV advertising is expanded in countries

now limjtiﬁg TV advertising in different ways.

N

Therefore "only" three issues,arc left Lo consider- .1 an
_ Y. -
- i

~evaluation of the attractiveness of more transbdrder TV

financed by advertising: the influence on programming from
J >
advertising, the counterbalancing of the price paid as con-

sumers with the potenlial added value obtained in our role

as viewers and Lhe concequences for national public broad-

casl organizations. That however is outside the seope of

¢

Lhié study.

o




B. SUMMARY AND CONCLUSIONS

s~ ‘ -~

The main purpose of the study (cf. chapter 1) is to furnish

some facts to the discussion of the ecoq&ﬁfr consequences of
tlansborder TV advertising in turope by 1) analysing the com-
petitive consequences of transnational advertising ‘on nation-
al ecomomic activity and 2) investigating the consequences

for Lhe ciEizen 1n their roles as consumers of goods and

tse1v1ces 1.f TV advertising grows or .is introduced in a

cuunlry

The emplrytal Background for 1) and 2) are a) a descrlptlon
of Sky Channel and the VJeWﬂng of West German TV commerc1a1s
in Denmark; «b) a reglstrallon and descrlptlon of the k1nd and
amount of advert1s1ng on Sky Channel and ZDF for three _months
and one week in J98ﬁf pectlvely, and c) an analysis of the

1nformatlnn co #°

¢ pf the commerCJals-'

[

EEN

The methodniogy,of the study is dlscd@sed in chaEter 2. Al

commercials an )ky Channpl and ZQf. in the periods studied
have becn content analysed us 1#9 a procedure replicating the
method described in Sepstrup 1981. New dimensions have been
added to the content analysis to make 1t omparable with as
many ~other relevant studie$ as pos31ble For the same reason
the -results have been calculated accordlng to both what is
called Lhe productlon principle and the exposure principle.

LI N

Sky Channel ls brlefly 1ntroduc9d in chapter 3 descrlblng the -

hisltoryy aud1ence advertising and: programmlng ~=: '

The besas structure of West German TV and the fundamental

rules for TV advert1s1ng 1n West Cermany are found in chapter

which also analyses the exposure in Denmark to wQst German TV

» general and the exposure to programmes carrylng commer01als
in detail. During one week 15 programmes on the three West
¥
German channels together-attracted 10% or more of the 1/3 OF

Danish viewers who had the techhldal posslbllxty of -

watchlng West German television. On. an average arolnd BE 7
)-\‘
the Da nlsh v1eWers are - exposed to the. programmes .around the
'! o -
commereials.. . . .. - o SR
* - . 0 2 ‘Y:‘_‘ ".“. - L] "
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The results from chapter 5 on the kind and amount of irfterna=

,tlonal advertlalng (as extmp11f10d by ZDF and Sky Channel ) are

important for the analysis of the potential compétitive in-
fluence of transnational advertising. o
During three months Sky Channal had commercials-for 18 con-
sumer brands representing 12 different companies. Two product
grgups - '"sweets" and "food Qroducts" took up 76%~of the com-
mercial time:

/DF had commerc1ala for 246 different brands during one “week .
Three product categorleo domlnate. 22% of the Commerc1al time
_are used on "personal care'", 17% on "food products" and 1

on ™gleaning and washing". ' _ -

In generdl the dominant products on both Sky Channel and .ZDF
+- “are non-durable, uncompllcated low involVemeht products 1in
areas with a righ supply of brands, which are functlonglly
very much alike. Such brands need Lo dlffarentlatc themselves.
Jv adyertising can do this by bu1ld1ng up “brand 1mages
Whén comparing product categories' share of time on Sky
Channel and ZDF with the same product categories' share of

the averaqe household budgets 1t 1s remarkable how CONSUMErs

.’I

“overlnformed" by TV advertising on certain products

A

er 6 analyses the socalled competition arqument stating

that transborder TV adverﬂising may cause a competitive dis-

advantagevfor local or national- brands wbich cannot on an

i,

econom]cally sound basis use satelllte or neighbour country
adVertlslng A number of factors on which the competitive
) influence erends are discusseds The sectors oF the econony
for whlch%the competltlon argument is valid are narrowed
down and spec1fled through a discussion of 1) how different
1sectores are affected, 2) the kind OFAPFOdUCtS advertised
on TV, and 3) the ratio’ oF 1nternat10nal brands in trans-
¢ .national TV advertlslng as exemplified by Sky Channel, - ZDF

€3

. - J/and Denmark. - ‘ e ‘ o ~ .
A - " AN

" Other factors discussed are the amount of advertlslng supplied
and received in the future. Important determlnants of the

future raception of transnatlonal television are: the,legal

o
>

-




H o=

ot

aituation, homes connected to cable, the need for more TV and

the exposure to commercials. The concept of the elecltronic

"dilemma of adyertisapg“is developad to understand the last

.variable. , ; . . : R . e

. +

The partial analysa\\are summed up in this way:

éﬁ influence on national Competition with neqative effects

fnr national economic activity from transborder TV advertis-

ing is not likely in the nearest future and will probably

even in the long run be very restricted..Therefore the compe~

tition arqument is not an arqument: for introduction of TV

‘advertlslng in the countries where TV adveptising 1s-legally

restricted in different ways today.

- - -

The information content in TV advartising 1s reported in de-

tail-in chapter 7. The llterature on content analysis of in-

folmatxon in TV advertlslng and prlnt adverﬁ1s1n§$18 reviewed
and the results 90mparad'to the results of this study,*

The chanter deSCriLes the "absolute™ information content of
Sky Cheﬁnel and ZDf commercials. However,.itﬂfollows fram the

purposeief the study that =a cnmparison of TV advertising and

»

- print advertising is dspecially 1mp0rtQPt since it is a gtowth

of TV advertising and a potential “transition from JV to print

thCh is under study.

L

T

By applylng two. dlfferent measures earlier studies are used to r’

compare prlnt and TV advertlslng And by agplylng bwo dif-
ferent procedures the study ‘of Sky Channel and ZDF 1s-compared
to studies of print advertising.

The results of all Comparisons aré unambiguous: - o

Considering all available research thexoverall conclusion is

that there is more information Televant to consumers in print
[ -~

.advertising than in TV advertising. - _ A

It fFollows from this Conclusion that from a consumer point of

=
view there is little or no advantage by flnan01ng the satelllte
and other Lransborder TV channels w1th advertising, And it is

a d1sadvantage from thf Consumer p01nt of view if the financing

“of transborder TV transfers mone? from printrto TV. advertising.

‘o

And - still from the consumer p01nt of view - it is an oytright

- . : &

E g
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step backward if TV advertising is introduced in countries

where il is not found today. Or if TV advertising 1s expanded

-,

in countries now limiting TV advertisjng in different ways.
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Annex 1: 71 ;
CODING SCHEME .
I’) B ) . T R
Commercial No:
Exact brand and/or product and/or other name: ) "
“ [ : /'. . '
N . 4
Ll P * S
¥ ~ 7 ' 2 - LIS
. e ‘
1. STV, ..ol g
NDR. ..........2 go to 3 . - )
2. February... .1  »~ LT )
“March......s..2 ’ . = ) s
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. . " .- . e R ' d - - ! . X
I ST ;
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a . \ l‘) .5 * T e s a4 .Z .
. X, ; 20 -3
- 30 - R y .
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Coding scheme, page 2 . 12 ; “ ’
rv . ’ \ _'
Describe briefly what goes on in the commercial/ the plot/ the content/: ... e
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Quote the outgpokep arquments for using the product: ¥
v ' . -4
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L4
No l: yes 2: no J: ung.
Does the commercial carry a brand name? 6 : 8
Is the advertiser a rctailer or retail chain?| 7

Is the advertiser a public organization? 8

Does the commercial show/describe the producgt? 9

Does the commercial mention tho name of the ¢ omp -

ny behind the brand? . lo

Does the commercial quote the price? 11

Does the commercial mention varielies of the pro- 12

duct? X

),

Does the commercial quote quantity/syze? 13

Does the commercial invite the consumer Lo obtain 14

further information? a

Does the Commercial/pention instructions for use?" 15 *
Does *the commercial give other charactorlstlcs of ] :
.the product? - . 16 i

Does the commercial mention-guarantee terms? 17 i

Does the commercial mention hire purchase terms? 18

B RS P -
Does the commercﬂsirmention rights of cancellation? |19 ‘

3 | <
ll’.
Does the commercial invite the comsumer to make . 26
compal 1son - .
‘ \
Doé&’ the comMercml mentJ)On keepmg quahlty dura- 91’
..// . . ' gq A - 4
" [ ! i . " ' ) _ ) '~
he v ~ $ ]
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181tuat10n7

(3

3

yes no 3: unc,
Does the commercial quote an informative labgl?
Does the commercial give safety warnings?
Does the commercial ask the comsumer Lo consider
vether he/she can afford the commodity? :
Does the commercial tell where to buy the product? )
7 ' , B
Loes the commercial tell aboul special offers? 26 i P
Does the commercial tel] about taste? 27
Does the commercial tell about nutrition? 28 ™
Does the commercial tell about iﬁdependeht research? |29
~
Does the commercial telle* about company-sponsored 30'
research? :
. : ! . ;
Does the commercial tell about new ideas? 31 «
*  "Does the commercial use "scientific" proafs or ar- 3la
guments?. ' ' : ' )
V4 “ ¢
~ ) .
Does the commercial use music? 32
—_— -
Does the comercial use singing? 33
Does the commercial promloe social. attractiveness’ 34 - ’
from using the product/brand7 T ({' .- )
Does the commelc1al promise ththlnL from using 35
the brand/product? =
-]
. \//boes the commercial promise sexual-attractibeﬁcss- 36
from using the product? ' - :
Does the commerc1al b831cally tak plece in a worklng 37

Q

']:R\ﬁjoés the commerc1al 6881cally take place in 8 lelsure

._1““T%1tuat10n? L

94
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Is the setting/scene Vat-homé”?

Js the setting/scene "at work"?

Is the setting/scene urban? 41
Is the setting/scene rural/countryside/nature? 42 lr
Is Lhe setting/scene obviously characleristic for a 43

gpecific nation? _ .

1s the setting/scene typically international?

Is there one or more peréons seen in the commercial?

Is a person heard in the commercial? 46 :go to
) ‘ - 50
. : ) “~ .
Is the voice a male voice? 47
Is the voice talking to the persons in the ¢ommercial} 48
Is the voice talking lo the viewer? 49
o -
Are there non-human @baltoon llke) anlmated figures 50
in the commercial?™
Do the non- human Flgurcs talk to others in the commer 5]
cial? e
Do the non-human figures talk to the viewer? 52
Does the understandlng of "the commercial depend on
the understandlng of the languaqe7 -

..................................................
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AnneX 2:
Instructions for coding of TV-commercials,

cf. Coding Scheme

B T e i S —

¥ N . ? - ~

Wahch the whole commercial. If ZDF measure the time, cf.

) \ Q 3. The length of the SIV-commercials® is written on the

cagssette. S50 is the month, cf. Q 2. )
All questions - when not illogical - refer to both the

visual and the spoken language.

i
-t

Q 4: More than one language may be registered. Be aware
of written language especially on the wrapping and
the like. ' )

Page 1 offers no problems of any kind.

After filling out this‘page it has proved ‘helpful to describe
the cohmprcial,verbalfy, cf. page 2.

It is important to quote bhe argument (s) for using-the pro-

duct as exactly as possible in English or En§lish translation..

~

B 6: A brand -name is a name given to a product different
from the generic product concept and often in combina-

.tion with the name or part of the name of producer.

Q 7: A retailer sells directly to the consumer.
r ‘ Y
Q 8: Public organization covers a generic for all non-profit

advertisers. ‘ ]

Q 9: VYes if the product or the package is shown or the

”

product is verbally described.




Q 10: Be careful to separate this .from the brand name. Yes,
only if positive that the name is or must be the name

of the company behind the product.

Q 11: Any kind of price {'smbout', suggestive) -leads to a
p0$151ve registration. -

W 12: Varietics are different sizes, éolours, qualities,
quantities and the like. b

> .
Q 13: Quantity includes capacily.

Q@ l4a: Any kind of hint to learn more about-the product by

asking a dealer or neighbour Lo get a pamphlet or

consult consumer informatibn.

G 1

[
ne

Instruction that tell how to use and/or keep .and

maintain the product,
¥ P4

. \
4 16: t.g. components, ingredients or (olher) quality compo- |

nents like e.g. 'no sugar'. Also claims like ‘'keep
~your breath fresh' meaning that a reproduction of

some of the argumehts from pag. 2 1g possible,

Q 17: Guarantee also means warranty. A 'Yes' means that the
commerclal carries information about post purcha=re

assurances that acéompany the brand.

§
7 Q 18: - )
Q 19:, 'Yes' if the commercial mentions that Bhe consumer .
can’ regret his or her purchase and get the mony back.
Q 20: 'Yes' d;mands a direct invitation to compare the brand

with another or that the 'commercial does the4comparison.

I

- e }




M 28:

0 22:

Q 23:

N 27:

S Q 29:

-Q 30:

A “Yes' demands thst the commercial quotes some kind
of informative material for which an independant

authority i1is at least partly responsible.

A 'Yes' follows from any mentioning of dangers for
the consumer by using the product or ways the product
maylbe gpoiled or mentioning of safely features of

the product.

'Yes' demands that3the commercial mentions limited-
time nonprice deals awailable with a particular

purchase. N
\,
N\

\_\ .
A 'Yes' means th@t evidence is presented that the taste
of -4 particular QXand is perceived as superior in taste
by a sample of potential customers. (Not the opinion

of the advertiser!).. ' ’

A 'Yes' demands that specific data are given concern-

ing the nulritional .content of the brand.

4

A 'Yes' demands that results gathered by an 'indepen-

dent' research firm 1s presented.

A 'Yes' means that data gathered by the advertiser to

' coﬁpare the advertised brand with a competitor 1s

presented. It is a subgroup of Q 20. The question

(Q 30) is included to be able to compare the results

‘with anolher analysis. -

Q 31:

Q@ 3la:

N
1

A 'Yes' demands. that a.totally new concept |is infroduced

-~

during the commercial.
Please climinate this questioh. The number is wrong
and Lhe question is the $Same as ¥ 29.

4

8 .
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32

33

34
35:
36

34

36

37:

38:

39:

40

" consumer attradtive/more allractive/liked by the

Is music in the broadest sense of Lhe wond heard?
I's singing in the broadest gense of the word heard?

Here aTre not talking about an outspoken literal argué
ﬁent, but about an indirect promise built up by the
pirctures and what is gaid or song. An interpretations
13 necessary Lo answer this dUestion. I want your
combined intuitive feeling and understanding of the

commercial and the question.

bocial atlractiveness means that people 1tke you and
like to bs together with you, that your are popular,

ete.

. - ) Ty

4
«
3

Y

Sexual altractiveness means Lhat the product makes Lhe
. ’ \

opposite sex.

. v _
A-'Yes' means that the selting of the dominating partl
> -
of Lhe commercial is a typical working situatidn in-

side or outside the home.

A 'Yes' mecans thalt the setting of the domingting part
of *the commercial is a typical leisure siluation. It
1s not enough that the person doesn't do anything.

- .
A 'Yes' means Lhat Lhe dominating parl of the commer-

3
cial takes place in or around a private home. 1t
" »

. - b -
doesn't matter what the person or persons are doing.

-
r

AL work" -means thal the dominating part of Lhe com-

D

merclal takes place away from the hoame (factlory,
fiaﬂinq boat, conducting Lhe traffic). . +

*



| Q 41: A 'Yes' ,means that the dominating part ofﬂthafcom_

mercial takes place in urban surroundings. /

Q- 42: A 'Yes' means that the dominating part of the com-

mercial takes place_in non-urban surroundings.

Q43 A 'Yes' means that the commercial carries stereolypes
N which clearly signal a specific nation or show charac-
teristics c]osely'aspociated'ﬁith a certain nation or
ghow easily idpntifiﬁble landscapes or buildings or
' use-. phrages from a certain language.
G 44: A neutral general scene 1s not enough, for a 'Yes'.
It must be connected with the. specific style known '
as 'international'.

a ‘ . ) _.")

Q 45: Persons are living, humesn boings.

o Q 46: A 'Yes' demands a voice without showing the speaking '
person:_Typically a 'speaker' talking t6 the viewgr ;
or an 'adviser' yalkihg to other persons in the com-

i T mercial. . - - ‘ _
. . . . e _ L X
* o Q 47: The anéwen must rely on normal judgement and experience.'
Q 48: See Q 46. : .
. .i . ‘ ' -7 K
. Q 49: See Q 46. - -
, ' "
‘\I } ° . o ‘
Q 50: - Cf. Q 45. _ ) . s
- ' + b - -4 *
@ 51:-See Q 48. - S Sy
Q 52: See Q 49. - e y - - e
' . . J‘,' - - “__‘;% 3 %
Q 53: Ihe answcr must rely on. a qeneral quxck Judqement‘
concernlng the und@fstandinq of the- b8810 argumentq °
[
. for using the product ¢ . Y, ‘
|" ) . ) ' ) If‘
N ' <, ' . : X » " e 2 :
) \A N ‘96 . L o ’
‘v . ) » - € ’
A} [} ?. Ld




~ Programme 729 Monday 23.4.84

- MUSIC 80X ) B )
17.00 (Break 1) Wrigleys Juicy Fruit 30 secs
MUSIC BOX 2

18.00 (Break 2) Freia Mi 1k Chocolate 50 secs d
| K 2
~ WAYNE AND SHUSTER, : -

CARTOON: ROGER RAMIET

18.05 Clpck -
» FIRST. EASTER RABBIT

LI

WAYNE AND SHUSTER

LINK

- THE NEW DIC VAN DYKE SHOW

19.20 (Break 3) Sorbits Chewing Gun 22secs

Uncle Ben's Rice 20 secs'

CHARLIE'S ANGELS

20.10 {Break 4) Omega 30 secs

20.10 Clock \'
GlB .

1.00 (Break 5) “COI: Dental Care 30 secs
.21.00 Clock

SPORT: AMERICAN COLLEGE BASKETBALL
21.55 Clock

21.55 (Break 6) Coca Cola 30 SEeCs

MUST BOX 3
COI: Dental Care- 30 secs

2.55 (Break 7)
BOX 4

I0WA VS INDIANA

-

{

© TRANSMISSION LOG  WEEK )7

Programne 730 Tuesday 24.4.84

MUSIC BOX 1
17.00 {Break 1) Coca.Cola 3 secs
MJSIC BOX 2 v

18.00 (Break 2) Frolic DOg Food 30 secs
CARTOON: ROGER RAMJET :
18.05 Clock

LINK
THE NEW DICK VAN DYKE SHOW 4

1&&‘1 (Break 3) Omega 30 secs
YWAYS .

19.45 (Break 4) Mars Snickers: 30 segs
19.45 Clock )
STARSKY AND HUTCH ‘

20.35 Clock

THRILLMAKER SPORT: FLY WITH THE THUNDERRBIRDS
21.00 (Break 5). COI: Dental Care 30 secs
SPORT: ICE HOCKEY: QUEBEC VS WINNIPEG

22.05 Clock

22.05 - (Break 6) Wrigleys PK Gun 30 secs -
MUSIC BOX 3 ' '
23.05 (Break 7)
MJSIC BOX 4 °

COI: Dental Care 30 secs
4

N.B. ALL TIMES ARE APPROXIMATE (+/- 5 MINS) AND ARE QUOTED IN UK TIME

. 20.20 (Break 4)

\

Programe 731 Viednesday 254,84

MJSIC BOX 1
17,00 (Break 1)
MJSSIC BOX 2

. -
COI: Dental Care 30 secs

18,00 (Break 2) Wrigleys Juicy Fruit 60 secs

CARTOON: ROGER RAMIET

18.05 Clock : - ¢
WAYNE AND SHUSTER &~ )
LINK

THE NEW DICK VAN DYKE SHOW
18.55 (Break 3) Uncle Ben's Rice 20 secs -
COI: Ladder. Safety 14 secs

R

18.55 ClLock |
MOVIE: HOUSE ON SKULL MOUNTAIN

Coca Cola 30 secs

20.20 Clock

THE NATURE OF THINGS: MERCHANTS OF GRAIN
21.20 (Break 5) (COI: Dental Care 30 secs
THE CHALLENGERS: SUPERFLIGHT

FAIRY PENGUINS
22.00 Clock ' _

22.00 (Break 6) Sorbits Chewing Gum 22 secs
MUSIC BOX 3
23.00 (Break
MUSIC BOX 4

“Freia Milk Choco]ate 50 secg

=

98

COI: Keep Europe Tidy 13 secs

I 4

LT M238m ‘Tauuey)y AXg i0y 6ot:uoxssxmsue31

¢ Xauuy

4

n86T .

—

N~

18

AN

3
~

e

/
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ngramegz Thursday 26.4.84 -

MUSIC BOX 1 ‘
,17.00- (Break 1) wrigleys PX Gum 30 secs
WSIC BOX 2

- 18.00 (Break 2) COI Dental Care 30 secs

TRANSMISSION LOG WEEK 17 CONT'D

A}

" Programe 733 _Friday 27.4.64 -t

MJSIC BO)( 1
& 17.00 "(Break 1) Uncle Ben's Rice’ 20 secs
. MJSIC BOX 2
(Bmak 2) Wrigieys:PK Gum 30 secs

Programe 734 Saturday 28.4.84

. MISIC BOX 1 :
17.00 (Break 1) COI: Dental Care 30 secs
MISIC BOX 2

8.00 (Bresk 2) Sorbits Gum 22 secs

WO YEARS OF SATELLITE ch : ROGER RAMJET . 18400 Clock . —
LINK 18¢05 Clock W FAVOURITE, MARTIAN : :
~ CARTOON: ROGER RAMIET a v WAYNE AND SHUSTER 18.25 (Bresk 3) COI: Dental Care 30, secs
© 118,10 Clock LING _ , LIONA'BOYD: FESTIVAL OF QUITAR
"+ WAYNE AND SHUSTER ~ THE NEW DICK VAN DYKE SHOW 19.15 (Bresk 4) Mars Snickers 330 secs
LI, ' 18.%5, (Break 3) Coca Cola 30 secs 19.15 CLock ‘
THE NEW DICK VAN DYKE SHOW. CHARLIEMS ANGELS . . - s MOVIE TIME
18.55 (Break 3) Frolic Dog Food 30 secs 19:45 (Break 4) COI: Fire Prevéntion 30 secs LINC

SKY WAYS 19.45  Clock MOVIE; TOUGHTEST MAN ALIVE -
19.45 (Bgeak 4) Sorbits Chewing Gum 22 secs VEGAS 20.55 (Break 5) Frolic Dog Food 30 secs

COI: Keep Europe Tidy 13 secs 20.3% (Break 5) (}nega 30 secs 20.55 (Break 5) Frolic Dog Food 30 secs
19.45 Clock o DAVIS CUP TENNIS | 20.55 Clock - R |
- FAMILY ) 21,3 (Break §) Frefa Milk Chocolate 50 secs ° SPORT: ALL STAR WRESTLING ~/ ° .ot
20.35 “(Break 5) Coca Cola 30 secs. . TENNIS COMPETITION. 2 . + 21,55 Clock
20.35 Clock 21'% Clock ‘ 2155 (Break 6) Wigleys/wicy Frutt 30 secs®
SPORT: USFL FOOTBALL: PITTSBURGH MALLERS VS MICHIGt\N\PANTPERS THE JAZZ LIFE OF JOHNNY GRIFFAN™ MUSIC BOX 3
22.05 Clock 22.10 Clock ‘ T 2.5 (Bresk 7) Coca cma ) secs
22.05 (Bresk 6) COI: Dental Care 30 secs 22.10 Break 7) Wrigleys Juicy Fruit 30 secs ., MIISC @X 4 ,
MSIC BOX 3, MUSIC BOX 3 L

. 23.05 (Break 7) Mars Smckers 30 secs . 23.10 (Bresk 8) COI: Dental Care »30 secs ' ' .
' MUSIC BOX 4 “MJSIC BOX 4 . . : |
N.B. ALL TIMES ARE APPROXIMATE (+/- 5 MINS) AND ARE QUOTED IN UK TIM \ : o
N ” w
\ \ '
’ ¢ . . . | 1‘ O O’
99
! A
, \ ]
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.
Programme ¥35 Sunday 29.4.84 ¢

. MUSIC BOX 1
© 17.00 (Break 1) The Sun 20 secs
MUSIC 80X 2 ,
-18.00 "{Break 2) Coca Cola 30 secs
18.00 Clock . *
STAR FLEET .
18.25 (Break 3) The Sun 20 secs
e COI: Keep Europe Tidy T8 secs
18.25 Clock - .
A0UNG RAMSAY '
19.15 (Break 4) Uncle Ben's Rice 20 secs
' The Sun. 20 secs
ALL YOU NEED IS LOVE - ‘
-20.10 (Break 5) The Sun 20 secs

20.10 Clock -
MOVIE: STEVIE ‘ .
LK -

- ARTISTRY'OF ANGEL ROMERO

. 22.00 Clock ,
22.00 (Break 6) Wrigleys PK Gun 30 secs
MJSIC 80X 3 ~
23.00 (Break 7) Sorbits.Chewing Gun 22 secs

- MUSIC BOX 4 : '

COL: Keep Europe Tidy (12 secs

. ) x

t

| TRANSHISSEON LOG " WEEK 17 CONTD,

~
-

e

N.B. ALL'TIMES ARE APPROXIMATE (+/- 5 MINS) AND ARE QUOTED IN UK TIME

{
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"‘ Anmxls ' ' : T o ’
_ k-4

SKY CHANNEL ADVERTISING RATES

O

Spot Length . 30" | Minimum booki_ng 15 spots.
Weekly Package: (£2 50 per spot)” - ' Fixed placements to be negotiated.
~ 15 spots (ROW) £3, 750 Other lengths pro rata to basic 30 rate:
Quartehy Package: (£200 per spof)  * Satellite Television PLC pays 15% Agency
75 spots (R.O.P.) - £15,000. I Commission.
SALES CONTACT’S ) | held by-SateIIIte TV) 21 days prior to transmission. Copy mstructl(;ns :
TIM BRADSHAW-— Sales Controller for repeats of currently-held capy are required in writing 14 days

» prior to transmission. nstructions to alter copy already held are also

UK SALES
. . required in writing 14 days prior to transmission.

MARK WOOD — UK Sale\:_COﬂrdnnatOr For extension on copy dates please contact the Advertising
HELLE BECK-ANDERSEN™-Sales Information Officer Traffic and«Copy Control Manager. Unless previously arranged a late
ROSEMARY STOCK — Advertising Traffic & Copy Contnol Manager copy surcharge of 15% will be applied to all spots affected. (See
25/32 Marshall Street, London W1V 1LL. - Copy Controrgor mechanical specrfg:atlons and Section 4 of “Satellite
Telephone:(Q1) 439-0491. Telex: 266943. - Television PLC General Terms and Conditions of Contract” for
CENTRAL EUROPE acceptance of advertisements.) -
BERNARD PINGREE — Sales Co-ordinator . ‘

» 43 Chemin de la Cocuaz, 1253 Vandoeuvres, Switzerland. CANCELLATION
Telephone: (022) 501-330. Telex: 27416. Individual spot Bookings may be cancelled at 3 months
SOUTHERN EUROPE . notice without surcharge.

‘ Exclusive spot packag’és weekly or quarterly, are non-
MICHAEL ERLEIGH & KENNETH MELVILLE—Sales Agents . cancellable. .
Selective Communications Ltd., . Foe ' - /

Via del Corso 52 (Int.7), Rome 00186. COPY CONTROL, COPY REQUIREMENTS AND
Telephone: (6) 678-3583. Telex: 614559. - . PROCEDURES '
: Three copies of the script of a proposed television advertise-
i&—Ng)MA%A;SaIes Agent i - ment should be sent to Satellite Television for approval. When an
PO. Box 72, 5040 Paradis, Norway. approved script has been agreed upon, the agency/adverfiser may
Telephone"(S) 134010 Telex: 42777 < : go ahead and make the commercial. A copy of the approved script
‘ L : ) - . and a clearance fomrwill be sent to the agency/advertiser. Satellite
FAREAST ' : Television Copy Clearance will follow the United Kingdom
"HIROSHI IWAI—Sales Agent advemsmg guidelines as set out by the IBA/ITCA.
Media House Inc. When the commercial has been made, efther a Sony or VHS
Suite 212, Azabu Heights, 1-5-10 Roppongi, Mmato ku, Tokyo 106. cassette should be sent to Satellite Television for approval —together
Telephone: (3) 585-9571. Telex: 28208. with three post-production scripts and th con%ument notes.
’ When the commercial has been seen arjd approved, an
approved script and film clearance form will be serft to the agency/
FOREIGN CURRENCY RATES advertiser. .
Satellite Television will accept orders in US$ at the rate of For further informatlon please contact the Advertising
exchange of $1.50 to £1; however, Satellite TV reserves the right to Traffic and Copy Control Manager.
vary this rate in the event of 3 significant currency fluctuation. Orders .
making use of rate protection must be in £ sterling. ' » SHIPI‘ING INSTRUCTIONS
. ' - o 1. Advertisement copy to the Advertising Traffic and Copy
-SPAONSORSHIP Control Manager, Satellite Television PLC, Craven House, 25-32
Advertisers may, subject to Individual negotiations, Marshall Street, London W1V 1LL. Telephone (01) 439 0491. Telex:
SpoNsor programmes or events, Please contact your sales executive 266943, .
for further mformanon . 2. For material being sent from outside the UK by air
; freight please address to: Satellite Television PLC, ¢/o MAC Shipping,
TRANSMISSION TIMES . Stanstead Airport, Essex,- UK.
* The precise transmission days and times of spots booked 3. Please route via KLM Airfines to Amsterdam connecting
within packages are entirely at the discretion of the Company, but all Air UK to Stanstead Airport.
reasonable efforts will be made to ensure that spots are rotated 4. On the shipping document please state:
across the available breaks. ‘The product name and title.
" If they 50 request, advertisers with spot packages will be Whether the material is ﬂl‘\ or tape.
advised of the scheduled time of transmission of their commercials The value for insurance purposes.
on the Monday preceding the week of transmissibn, but without That this is a temporary import and is to be retumed
a guarantee that such times will be adhered to. Transmission 5. Advise the Advertising Trafficand Copy Control Manager
certificates issued monthly. _ af airway bill number, date, time, carrier and flight number by tefex.
- " 6. Films and tapes will be held for collection for up to six
B(}bKING COPY AND CANCELLATION DATES months from the date of the last transmission, after which time they
Booking must be made 30 days of more prior to the sart will be destroyed.
of transmissions. &+ . Allcosts for the retum of films and tapes must be met by :

Acceptable advertisement copyls requlred (if new and not the Agency or the Advertiser.
[KC Effectlve from November lst, 1983 - 102 N AR
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Annex 5 ° VH,~“.‘ :
Sky Channel: Commercials ip February, March, and Aprff 1984
L v
; _ Times shown;
Brand / Spot length [February| March | April | Total
‘J’ \951 geconds ‘
Wrigley's P K Gum - ° . 30 39 [, 35 16 90
Mars Snickers o 30 27 27 11~ 65
Sor-Bits Chewing Gum 20 .| 32 | 19 | a0f 61
Bentasil : ICEE " 13 4 | 27
Impulse Peffume.Spray ) 30 10 15 T“ 25,
Kellogg's .Smacks 5 30 12 12 24
Frolic dog Food © 30 | w-| 13 23
Omega wrist wateh - 30 - 10 - 13 23
Coca Cola > 30 22 22
The Sun | 22 22
freia Milk Chocolsate 500 9, 12 21
| Freia Rapid Bar 30 16 3 19
Maryland Cookies 30 ' X ; - 19 ‘} 19
Wrigley's Juicy Fruit 30 . 2. 15 17
Uncle Ben's Rice ' 20, . 13 13
Kellogg's Frest Flakes. 30 11 o 12
Kellogg{s Corn Flakes . 30 ‘ 10 1 11
Kellogg's Rice Krispiesg 30 11 11
Scand-Video . : 30, 1 . 1
Total '_f - - 147 166 193 506
Number Pf brands - .7 7 14 14
Onega identification | .
| and " clock 10 - 83 © 120 6
\ B

Source: Sky Channel's transiiission logs, week 5-17, 1984
' Satellite Television.,

y submitted by




ST Ty - . L
Annex 63 ' 86
N - . r .
Classification of advertised brands . on Sky Channel in February, March,and@April&
1984, ef, item 5 in.the coding scheme.

- s
Category : Time in { Number of | % of _Total | % of
' secs. brands » brands | time . | time
{ - .
% 7: Books, magazines, newspapers ) ) -
: The Sun ' » 440
; ‘Sub total ) | 1 5 440 3
8 Chocolate, sweets, gum
f Wriglei's P K Gum : 2,700
Mars Snickers . 1,950
s, Sor-Bits Chewing Gum - 1,220 ;
Bentasil 405 .
‘ Freia Milk Chocolate 1,050 - ¥
, Freia Rapid Bar - 570
! Wrigley's Juicy Fruit l_ 510
Sub total 7. . 37 8,405 58
12: Soft drinks s ¢
- Coca Cola - 660 . .
Sub total : , 1 5 660 5
. [ - .
13: Food products
Kellogg's Smacks t ot 720
Maryland Cookies ' 570 \
Uncle BeM®s Rice . 260 |, | | oo
Kellogg's Frost Flakes 360 * | g
Kellogg's Corn Flakes 330 '
Kellogg's Rice Krispies : 330 ) T
X Sub total i 6 | 32 2,570 18
14: Pet food .
" Frolic dog food . 690
Sub total. ' 1 _ 5 690 5
20: Personal care, hygiene |
Impulse Perfume bpray 750 k. ‘ _ ~
Sub total _ : 1 . 5 750 5
21: Watches, Jewellery, glasses
Omega wrist watch 690 ' | -
Sub total ( ’ b 1 -5 690 5
¥
25: Other ' (\ ) '
Scand-Video : 30 " / ; '
~ Sub total ' 1 -5 30 0
All products - 14,235 19 99 1.14,235 | 99
Source: Content analysis and transmission logs.
) ¢

104 - -
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Annex 7

Product ca

0f

pQoriea’ share of Tv

and NDR" 1983, 701 .1984

Sky Channel, week

£

Sky Channel, Fe-

87

L Y

2

1TV + Channel

AN

adyertising: Sky Chonnel.1983 gnd 1284, 17V and Chunnef Four 19833//

Percent of secords I0F, weok 15, 1984

E

O

IQJ!:‘ . 3 . e

Aruitoxt provided by Eic:

-

! 1-35, 1983 (2) bruary, March, Four, June 1983 (5) (6)
April 1904 (3) 1983 (a) +
Product cestegory '(‘) % of % af % of % of % of . % of % of
— —— __._brands geconds brands seconds incomg LDr NODR brands seconds
1: Cars g ; 0 0 v Included below Included below 1,9 1,9 1 1 *
2: Women's clothind R 0 0 - - - . 2 1 ‘
3:r Men's clething 0 0 - - - 0,8 \ 0,5 ) 0 0
?x Children's clothing ‘ 0 0 : - - ﬂ; 0 0 )
5 Durebles for home & ) 0 0 7 2z 4 3 3,3 3] 8 4
garden N e -
6: Books, magazines, . . , u
: newspapers 5 3 ~Included below Included below 9,6 6,7 v 3 3
7t Chocolate, swoetsy gum 37 58 19 25 4 6,4 11,8 3] 8 -
B8: Wine . 0 0
9: Beer ) 0 0 8 9 14 1,2 10,5 0 0 .
10: Liquor’ 0 \‘\l 2 1
1: Soft drihks . y hd\\“ ' 11 18 4 2,4 2,3 S 5 _
121 Food products 32, 18 26 18 (‘lb ‘ 14,9 13,6 22 17 l
13: Pel foad -5 5 - - - Included in food | 3
’ products B s
14: Foto snd film 0 0 - . 2 0,9 1,4 2 2
15: Toys 0 0 - § - - 3 3,
16: Cleaning, washing 0 0 4 3 S 12,8 14,5 12 13
17: Gas, oil 0 0 - - ! -7 Included in cars 1 ;
18: Tobacco, ciﬂnrcttes 0 0 - - - 0 0,1 0 9
19: Personal care, hygiaene 5 5 4 2 6 23,6 26,9 22 bi
20: Watches, jewelry, glasses 5 . 2 - - - Included in foto 1 1
. snd film
21: Insurance, bqpkinq",ﬂ s 0 0 0 0 ’ 9 9,6 2,9 4 6
22: Public announcements 0 0 = - - . 2,7 0,2. 0 0
23: Trovelling 0 0 Included below - 0,8 1,37 0 o0
24: Other 5 0// 7 9 0 2,3 2,5 3 9
teisure, medin( educat ion - N 11 10 1. - - l - -
Transportstion, travelling, ’ .
cars . -~ - 7 7 9 - - . \\;\ _Ni>
Retail chains ° - - 0 0 13 . 2.6 1,6 oS o
____IQEQI______,________-_______199_____399_____-_199_-___199_____~--_22: _____ dé_____EQQ_____199_\______199__-__199; ______
Basis 19 14,385 27 3,060 171 mill £" -, - 246 7,530 :
“ . )
(1): The product categories are the .ones’used in this study’ plus three céteéories after {her dotted line from the two
British studies. The use of the producE cbtegories is an approximate since the cal'gories sre not defined in the
sources used. .
(2): Sce 4€able 7. N _ »
(3): Source: A/S Norsk Reklame-Statistik as quoted in Holmldv & Julander 1984, )
(4): Audits of Great Britsin Ltd & BARB, 1983 as quoted in Holml8v & Julander. (The total also adds up to 93% in the
source. ) w ot . _ . .
(5): This coloumn covers a)l West . German tv adﬁértisinq in iéB}. Sourfe: Zentralausschuss der WOrbewirtsphafL: !
Werbung 84. ! . .
(6): See table 7. o, .
. \ Py , x
. . o - > - ) ‘
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Annex B

70F: Commercialg "in

week 15; 1984.

., 88 ‘

o

Brand: Product Number of Spotlength'ﬁ;oduct
. | identicdl| in seconds| category -
1 spots v '
Swatch ' Wrist watches 2 10 - 21
frolic . Dog food 1 -’30 14 =
Rowenta Vacuum cleaner ' 3 15 - N 6 -
Kinde;schokolade Chocolate 3 30 B8
Vileda o Kitchen towels 2 30 17
Thera-med ‘Toothpaété . ' 30 f' . 20
Malchbox Toys - 5 1 20 R
" (Verein Dsutscher Engineering work - 1 50 b 29)
Ingenieure S R
Ford. Sierra Cars ‘ . 1 10 . 1
foblerone Chocoblate 2 20 8
Siemens Péqulalor g 20 f T 6
Triumph- i Undgiwﬁai 1 20 3 »
Siiddeutche Klassen-| Lottery, 2 20 25
lotterie ‘ ‘ o
Blenda-med ‘Toothpaste 2 40 20
Gardena Garden tool 1 20 . &
Biovital Vitamines 1 30 20-
Kiosk Cassette tapes' -2 20 25
Ponds Soap ' 2 . 20. 20
‘Wilkenson Garden too% - 2 . 15 6
Yes | Chocolate 1 20 8
Shamtu Cosmetics *%b 30 20
Wr{gléy's Chewing gup 3 20 8 "
Moulinex- Kitchen machine 2 ] 30 6
Ho;lahd-éouda Cheese 1. , 15 13
(Deuﬁsohlapd Blu- . ) -
menland - Flowers 1 S 25
After Eight Chocolate | . 1 .20 8
Togca Cosmetics - 1 30 20
Jensen's Suppen Instant soupr 1 15 13
Togal - Pain reliever 1 20 20,
Staal Fachingen Mineral water 1 30 | li'L  
Olympus XA 2 Camera 1 20 15
/' | ' \.



A ]

&

4

e e

Bra?ﬁ, Product . Number of| Spotlength| Product
« " ldentical}in seconds| category
gpots
Milram “ Quark © 2 15 13
ﬁlaxtex ‘ Underwcar . , 2 20 3
Vivil Sweets 1l - 20 8
Vigs Scouring, powder 1 30 17
Knappers Sweets/ﬁy 2 15 8
Braun Kitchen ﬁa;“jne 2 ) 20 6
McCain , | Potato balls | 1 15 13
Volksfursorge Banking- | 2 . 15 22
Baugparkasse - -
", Combozola ' Cheese ] 60 13
/ (Confecpionex's The use of comfoc- 1° 20 , 25 )
Ltradn orqani?atiqn tioner's | , ‘ ; . _
‘Gilette . N Shaving articles 1 30 j 20
Arriel ' Detergent | 50 / A7,
Bionorm Diet food Q\ 4 15 313
Kukidént ‘ Cleaning o#® ) 1 - 30 20
' , prostheses_ . ( N
Bonella Margarine 2 30 13
Hockland Cheese' 1 30 13 - !
- Texaco Gas stations 1 20. 18
. Compo Garden fertilizer Tl 20 25
Rabenhorst Juice ) 1 20 12 )
Hakle ' o Toile£ paper .2 20 '3‘ 20
AEG. Freezer +2 " 30 .6
Dané Cosmetics 2 20 28
wC—gnte' Toilet cléaning 2 28 17
Chambourcy Yogﬁurt: 2 . 20 r13 ‘
Dufti Polls Co2 20 16
| Ronnies Pop Show LP —Teéordgk 7 2 20 25
Ma i Instant -soup. 1 20 13
Nova Insurance 18 20° 22
Nesquick Chocolate soft 2 2 13
S drink ° ' .
‘Erdal \§noe polish " 1 20 17
’ ’
“asay o 107 S
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Annex 8, cont’

¥

" S~ \ "' ‘
Brand - Product \Nﬁmﬁé%;bf Spotlength| Product
. identicel| in gseconds| category .
spots .
Wesa , Bread 1 20 SEh
Tchibg Drugstore-chain | 40 20
Braun - ¢ |Hair dryer ~ T 15 20
Haribo Sweets‘ | | 20 8
‘Bama Insoles ° 1 20 20
( - Wine ™ 1 20 9 )
Schwibisch Halle Banking . B - 30 22
Minuto o Instant food 1 20 13"
0il of Olaz Cosmetics 1 30 20
Pepsi Cola RS o2 20 2
Ajax. Window polish .~ 2 20 17
- Colqate ' Toothpaste 1 30 20
Allian: Insurance 1 60 22
Minolta . Cameras 1 30 15
Spengel Chocolate™ 2 20 Jd 8
Majo-kit Tdys 2 - 20 é&@ 16
Born Diapers 1 30 - 20
Vita Buerlecitin Medicine 2 20 20
KKB . Bank Banking 1 30 22
"Kalinka Kefir 2. 20 13
Echt Wannen Spray Scouring powder ‘l 20 17
Kraft Cheese 2 40 13
Corega Tabs Cleaning of 1 20 20
' R prosthes€s .
Jacobs Coffee 1 30 12
Apollonaris ‘IMineral water 1 20 12,
WC-rein . - [Toilet cleaning '1 30 17
Fanta Orange drink 2 b1 12
( Saving energy | 1 30 18 )
Kraft Instant Food 1 30 v,
Echo des frau -|[Magazine 1 15 7
2'0real Free Style |Cosmetics - 4 30 20 .
Tai Ginseng . Medicine 2 30 20
. 1



‘Mﬁwgﬁﬁéi;Q;fﬁbﬁ{iwfwmwfwnme"- T :
. .
’ . -
- g
. Brand‘ Product ! - 1 Number of-Spotlength Pr%duct
1denticallin seconds| gateJory
. X spots
T Luns’ ‘ L Diapers 4] an 20
Coca.Cola Light Cola . 30 12
“Mars ) é%ocolate bar B 30 8
N Danone B Yoghurt > 1 30 i 131
* Persil , Detergent , 2 0 v 17
. Doppelherz Vitamines 1 ﬁﬁ 20,
bolx—kur. ] HaiT conditioner 1 30 20
Wipp-Diat . 5 |Diet food T2 20 13
Hansa plaét g Sticking plaster ) 1 30 .20,
Mariacroﬁ* Liquor 1 30 10
LBS-Baunsparkasse Banking 1 30 22
( - Butter 1 30 13.)
Philips - Air cleaningf
. machine : 1 30 6
Maggi Instant gravy 1 50 13
Mouson Cosmetics S| 20 Y20_
IWeigseq Riese Dete}gent 1 30 17
~Dusch-Das Soap 1 30 20
/'Dujardin LiquoT 1 $5 $0.
Palmin ,. ‘Grease for cooking 1 30 13
Milva LP -reccords 1 30 , 25
Zentis Jam 1 20 4 13
Palmolive |soap . > 2 20 - 20
Miele | Kitchen machines 2 15 6
Hailo 1 Lron 1 30 17
Uncle Ben's Rice 1 20, w13
Die 2 Magazine 1 20 7
Schweppes Soft drinks 1 30 12
™ Lenor Rinse deférgent 1 .40 17
Eduscho Coffee ' yi c]S 12
'GolFfSchﬁnpﬁner' Cosmetics _ 1 30 20
Softis Paper handkerchief 1 30 20
Zott Yoghurt ’ 1 30 ¥ 13 -
N B
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i _Brand L Product Number- of Spotlength} Product
P ' identical|in seconds| category
. spot.s
Bahlsen - Cookies ! 1 .20 13
Vedes Toy retail chaié ﬁl 30 - 16

Ajax Scouring powdgr ) 1 40 17
Varta Batteries ] N 25
égpur Cafpet detergent 1 30 17
Erasco frisch Instant food 1 20 ~ 13 )
Gemisetopf . .
Gardinenneu Curtain detergent 2 20 ot 17
Kaffee Hag Coffee 1 30 12
Frau im Spiegel Magazine 1 15 7
Agfachrome Film 2 15 15.

. Exquisa ‘ Cheege ' 1 15 13
Raiffeissenbanken Banking 2 30 22
Merki Chocolate 1 30 8
Nippon ‘ Wa ffles 1 20 '8
Jonathan Cheese 1 15 13
Pfanni | Instant food ~ 1 30 13
I1ja Rogolff Medicine 1 20 2.0
Milja ' Chocolate 1 30 8
Melitta Coffee N 1 20 12
Eis-MaTrie Ice cream 2 30 13
Ziel Toothpaste B 30 20
Botterrahm Margarine 1 QQ\ 13
Maggi Fix Instant -food 1 30 . 13
Granni Vitamin Fruit juice | 2 20 13
Genuss _

Barenmarke Instant food _ 1 15' 13
Omo Detergent -1 40 17
Natreen *Artificial sweete- _

: ning ' 1 20 13
Bild-Woche Magazine 3 20 7
(GES Public announce- ir\ . <L

' ; ment B . 50 _23Q§3 N
i i
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. " Brand Product Number off Spotlength Produci
- . identica¥] in sccondé rategory
N spots . .
Der Kaufhof/, Department stores/ ' ;
Miss Astor’ Jdresses ] 1 30 3
Choko Crossies Chocolatel 1 20 8
Sargd‘Plb& + | Scouring powder -1 20 17
Pattex -+ - Glue®* 1 -, 20 15
Livio | Ketchup 1 0 S
Chicogo .Coshéticq - 1 30 20
Black & Decker . | Hobby tools ~ )1 3 6
(Fernmeideamt‘ Cable-tv 1 40 25
B x 4 ’ Cosmetic ' 1 20 20
Freizeit Revue Magazine 1 30 7 ¥,
WElla Balsam Shampod 1 30 20
. Leqo Toy N 20 16
" Cape ‘Frdits‘ “." R 20 13
Commer zbank Banking 1 30 22
Hanuta  ° Waffles 3 20 8
- Movie 1. 30 7
Post Mail box ] 30 6
‘éeuqot Talbo} Cai‘ 1 30 1
Fasa Detergent 1 30 17
Leifheit Clothes horse 1 20 17
" Somara Medicine 1 30 20
Nordsee Instant food 1 30 13
Allianz Insurance 1 30 22
Forsana“\ Diet food 1 30 20
_Iefal % Kitchen utensils 2 20 6
Pir Deétergent 1 30 17
Credo N Cosmetic 1 30 20 A
Poliboy Polish 1 %20 17
Heitmann ‘ ’ I‘f
Eier Farben Colours 2 15 16
‘Tosca {.Cosmetic 30 20
Onko. Coffee 1 40 . 12
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Brand a Product . | Number of| Spotlengthj Product
: ' identicael| in seconds| cgtegory
' \ spots 3 . .
| T '
Natreen ' ‘Diet food 1 20° 13
Sidolin Window polish ' - 1 20 S 1y
Lieken Urkorn Bread ' 1 20 13 .
Cogmodore 64 Home computer , ~ 1 30 7/ ) 6
Abfluss frei Toilet (¢leaning 1 2h 17
Poochie Dolls | 1 20 16
Henkel Pril Detergent | R 30 17 ¢
Melitta Coffee filters 1 20 25,
Hit News LPi--records 1 20 7
Aktiv-Kapseln Medicine ‘- 1 . 20 20
Hakle Feucht Toilet paper N 20 20
Emsa Thermos 1 20 i’ 6
Hohes C Fruit juice S| 30 20
'Dnalle-SulFrin Soap ! 30 20
Nacht und Teag Coffee 1 15 12
Bi-Fi Salami i 1 15 713
" Polaroid Camera ] 30 15
Westbury/C & A Coats/Department store|; 1 30 4'/
Moltex ~ Diapers ‘ 1 N30 20
Krupps Mixer - 1 30 6
Leifheit Floor cleaning 1 15 17
machine ,
Substral Hohseplant ferfi—
lizer - 1 20 25
Tuba Carpét cleaning 1 20 17
His for Her TRousers | . 1 . 20 3
Korall Detergent h | 30 17
Qrunch & Slim Diet food i l(f 20 20
Pal Dog food 1 30 la ‘
Toffifee Chocolate v 2 15 8
Maqqi Soup drink 1 15 13
Nadler Salad dressing . 1 30 13
w112
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Annex 8. cont/ \ RN N
: . ‘ ;
Brand Product | Number of| Spotlength| Product -
S ;gg?glcal i? §ecoyds‘cqtegory
T ¢ : _
¥SchUko-Fenéﬂer \ whndows ! | . 15 6 \
Kelloq's Smacks . Cereal ° 1 20, 13 .
Donald Duck ' Magazine . 1 20 7 7
Junghans \ Watches: ) .20 21
' Deﬂiagérd Toothpaste 1 ; $00 20
Rama Ma}gariye .6 1 .'30 ) 13 ‘
Heisse Tasse Jdnstant. food v 1 15 13 .7
LP~reco¥d N 30 ¢ 7
Tiffany [ Dairy .product 1 15 13
Nudel up Jnslant food ) 1 - 20 13
Misti Riegel Cookies 1 30 13
Spalt ' Medicin% L. 1 20 20
Langnese Honig Honey 1 20 13
4 ¢, D; Beers.- Diamand 1 " Zb ' 21.
Campari Liquor 1 30\ fy
Dresdner Bank Banking/Kruger 2 ‘40\\ N 22
Rand ’ \
Primis Miesli | 30 ’ 13
BfG Banking 1 40 Lo22
Odot Mouth cleaner 1 30" 20
Baccardi Cig;or 1 30 10
Alevita Diet food 1 30 13
Lysmina Cosmetics 1 30 %0
( - .| Telephone bogqk 1 15 23 )
Lux. Soap B 30 20
Cedenta Prosthesis glue j ] 20 20
ATA ; Scouring powder YRS 30 17
Jade Cosmetics ! 20 20
- Matador Toys 1 30 16
" Esso ‘ 0il ‘ 1 30 18,
- Maoam Sweets ) 1. Z0 8
Rigenwalder Salami 1 a7 15 13
| ok |
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2 . A )
Brand Product Number of| Spotlength| Product
B jdentical]lin segonds| category
N spots : . :
4 . T = L - . r )
Impuls 1 Coeametics : 1 30 20
Palmolive . Detergent 1 30 - . 17°
Irisher fFridhling Soap r 1. 30 ZQ
Portas Doors - -1 20 6
Wondino Chocolsate 1 30 8
Nordmende ) Video‘aqpipmenf. 1 15 6
McDonalds Fagt food chain 1 30 13
L Capri-Sohne |Fruit juice 1. T30 12
Meister Proper Scouring powder 1 . 40 177
{ +
.
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/
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