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SEMINAR ON LOCAL AND REGIONAL TV: PROGRAMMING, FINANCIAL RESOURCES AND CONTENT DISTRIBUTION

(VEVEY – SWITZERLAND)

13 – 14 June 2002

- Workshop dedicated to financial resources ruled by EGTA (named fr)

- Workshop dedicated to programming and distribution (named pr)

(ruled by Audiovisual Eureka and UNESCO)

13 June 2002:

09.00-09.15

Opening of the workshop devoted to financial resources and programming in local and regional broadcasters
· Abdul Waheed Khan, UNESCO (or his representative)

· Walter Lerouge , Executive Director of Audiovisual Eureka

· Michel Grégoire, Secretary General, EGTA

· Pierre Smolik, Swiss deputy coordinator of Audiovisual Eureka

1st session (A): Local and Regional Advertising: the technological aspect (fr)
09.15-10.45

How can a signal be brought to people’s homes? Digital platforms, interactive cable television, Internet, so many reasons to take a closer look at the revenues generated by local advertising. These media will make it possible for large-scale campaigns to trickle down to the local level and to target advertising through their inherent interactivity. An overview of the existing systems (satellite, digital terrestrial, cable, Internet…) their advantages and disadvantages from a local and regional perspective.

Cecil Ameil
European expert

1st session (B): Local television and public service broadcasting (pr)
09.15-10.45

Local and community television as a service: What is the mandate of local television? Who is its public? What are the needs of the community? What is the niche of local television vis-à-vis national public service broadcasters and commercial television? What kind of programming will better fulfil the mandate of local television? What are the genres affordable for small stations? What is the place of culture and education in local television? What is the right policy for in-house production and external acquisitions? This session will approach local broadcasting as a community service aiming at increasing and improving the participation of citizens in the public life of the community and hence strengthening the democratic functioning of society at the grass-root level. Practical examples will be given and discussed concerning programming choices and finding a balance between community service and financial survival. 

Alain Modoux 

Expert/Conseil en communication

Iso Camartin

Head of the Cultural Department, SF DRS

2nd session (A & B): Local and Regional Advertising: Audience measurement systems 

(Common session)

10.45-12.30

- Which audience measurement systems are used to match the various techniques? What is the specificity of audience measurement when it comes down to measuring the impact of a local and/or regional campaign?
Rémi Boel,

Manager Market Intelligence IP- IP Belgium

- How local stations can optimise advertising revenue? An example of scheduling and commercial management of advertising in local Radio and TV stations, optimising revenue to manage and control the commercial planning of a single station, networks and commercial agencies of various dimension
Emanuele Porfiri

Sofware engineer – Etere

- Impact of audience measurement on the programming, the costs and type of programmes.

Rastilav Durman 

Media Art service international (FRY) 

Vanessa d’Alessandro

Head of Programming – Telenorba - Italy

12.30-14.30

Lunch Break

3rd session (A): Local and Regional Advertising: the Marketing aspect (fr)
14.30-16.30

What types of advertising products can be proposed to advertisers when various media with a local or regional scope are used together and when the range of services offered is enlarged through interactivity? We will deal with the specificity of the advertising solutions proposed by regional and local networks and televisions; what is special about the way one sells local advertising space? How do you define targets at local level (geographic targeting), how do you compile and manage database with names for locally targeted campaigns? What about addressable advertising ? How do you establish parameters for local advertising campaigns? Are there specific sales methods, evaluation methods and/or sales conditions? Finally how will a new local interactive approach articulate itself to accommodate e-commerce/e-banking,...? Discussion about existing software for the management of local advertising space sales and also about the specificity of a commercial offer supposed to cover several regions. 

Tara Lee

3rd session (B): Programming for local audiences:

the place of culture and education in the local programme schedule (pr)
14.30-16.30

The programming schedule is the result of a clear mandate and a station philosophy. It is the final step of a decision-making process that will create the identity and personality of a broadcaster. This session will cover the various phases of the making of a programme schedule, the processes of decision-making of programme directors, the legal and financial constraints of local channels, the mechanisms for community participation, etc.

Iso Camartin

Vanessa d’Alessandro
Rastilav Durman

4th session (A):
Local and Regional Advertising: the strategic angle (fr)

16.30 -17-30

What strategies have been adopted by the various media to maximise the impact of the local and regional campaigns? (for instance like strategic alliances between press, radio and some regional gateways)

Rémi Boel

4th session (B):
Programme distribution and exchange (pr)

16.30 -18-30

Programme distribution: Overview of world trends, current mechanisms and exchange networks. Prices of programmes according to genre and producer and policies of acquisitions of programmes according to their line leading. This session will analyse what distribution channels are really working, and which are not, and which are accessible to local broadcasters. The session will also seek to gather concrete ideas for future joint ventures and to stimulate participants’ exchange of knowledge and expertise.

Moderator Filippo Lombardi

Director of Tele Ticino - Switzerland

Carlos Blanch

Head of Programmes Acquisitions & sales - TV Catalunyia

“Clearing Rights for Internet Video-on-Demand”

In Europe broadcasters do not directly acquire the exploitation rights for online distribution of their self-produced programmes. Instead, these rights lie with the persons involved in the making of the work. It is only with the permission of these people that such works can be offered online.

This presentation will explore the flip side of the strong copyright protection warranted in Europe, namely practical problems in the acquisition of licenses for the online exploitation of audiovisual works. Especially, problems arise when it comes to clearing online rights for older works where often right holders, or their heirs, are not traceable, or traceable only by unreasonable administrative effort. The presentation will examine existing and proposed solutions, focusing on the central role of collecting societies.

Francisco Javier Cabrera Blazquez LL.M

Legal researcher - Audiovisual European Observatory
14 June 2002:

5th session (A & B): Programming for citizens, selling to consumers: 

the eternal conflict (common session)

09.30-12.30

Ideally programming should always be independent from financial influence. But in the real world, if a local broadcaster depends on advertising revenue, it needs an attractive audience to “sell” to potential advertisers. The relationship between programme people and advertising people is often difficult because it is based on several fundamental paradoxes. TV channels ask their sales department or sales house to earn a maximum amount of money by granting the least amount of visibility; for their part, advertisers want a maximum amount of visibility at the lowest possible cost. Sales houses (or sales departments) constantly find themselves in the middle of this contradictory logic. How can these two worlds find common ground without sacrificing the mandate of the channel? What information do they need to exchange? What compromises do they have to reach in order to optimise advertising revenues and viewer satisfaction?
Fran Cassidy

Marketing Director, Carlton Media sales

12.30-14.30

Lunch Break

6th session (A & B):Programming “foreign” productions on local television (common session)

14.30-16.00

Is there a place for productions from other regions in local TV? Is it within the mandate of a local television station to offer a “window to the world”?  If so, how is this content to be presented to make it relevant for a local public? Can a culturally diverse programming help us reach members of our own community? What kind of “framework” or introductory programme can we produce to offer a bridge between other cultures and communities and our own? How can a local television afford buying this content?  What are the new partnerships to be explored in this area?

Iso Camartin

























2

_1084865068.bin

_1084868385.bin

_1084864956.bin

