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Introduzzjoni

Ir-radju u t-televizjoni jiffurmaw parti minn industrija
komplessa ghaliex jipprovdu zewg servizzi fi-istess waqt -
programmi ghas-semmiegha u ghat-telespettaturi, u
udjenza ghal min jirreklama.

Ghalhellk, bhala attivita ekonomika, ix-xandir hu mistenni
li jagdi dawn is-swieq differenti. Dan iitlob policy realistika
I tirriflett! I-interessi taz-zewg setturi tal-komunita.

L-ghan ta’ dan is-seminar hu li tkun mistharrga r-rabta i
hemm hein is-servizz! tax-xandir v r-reklamar, u -harsien
ta’ l-interessi tas-sermmmiegha u tat-telespettaiurl. Aspett
partilkolarita’ danis-seminar huli jezamina l-kontroll mektieg
fug reklamar fix-xandir lokali fid-daw! ta’ i-ambjent
kompetittiv |i jezisti fix-xandir Malta.
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Introduzzjoni mi¢-Chairman

Dr. JOSEPH M PIROTTA

Chairman,

Awitorita tax-Xandir

I-Professur Dr Joseph Pirotte nhatar Chairmanta’ l-Awtpria
tepe-Xandir PLuliu ta’ 1093, Huwa goradwa Bh.D, in Politics
fl-Universita ta’ Reading v huwa Senior Lecturer fil-
Evropean Documeniation and Fesearch Lentre ta’ |-
Universita 12’ Malle. Dr Pirotle huwe -awitur 18’ "Forfress
Colony: The Final Ac?" filettvolumi. Dan hexoghol ianglizza
u jiddeskrivi I-loghba komplessa politika ghal poter mill-
meseeejia tal-partiti politiéi, -Knisja u l-Unions matul is-snin
1945-1984,



ll-Professur Joseph M. Pirotta

Introduzzjoni mit-Chairman

Sinjuri, fismi u fisem I-Awtorita tax-Xandir nixtieq nilgaghkom illum ghal dan is-
seminar dwar il-broadcasting policy f'Malta. Bhal ma tafu I-pluralizmu fix-xandir
PMalta issa ghalaq erba’ snin u llurm ghandna tlett stazzjonijiet tat-televizjoni: wiehed
pubbliku u tnejn privati, ghalkemm wiehed minn dawn iz-zewg stazzjonijiet privati
fil-mument ghadu biss jitrasmetti fuq il-Cable. Ghandna wkoll tnax-il stazzjon tar-
radju: tnejn pubblici u l-ohrajn huma privati. Bhal ma tafu wkoll I-istazzjonijiet privati
jiddependu fuq ir-reklamar ghall-introjtu taghhom wagqt li I-istazzjonijiet pubbli¢i
jiddipendu kemm fugq id-dhul mil-licenzji li jithallsu ghat-televizjoni u kemm fug ir-
reklamar. Nafu wkoll li hija l-policy fl-istazzjonijiet pubbliéi li dawn jitmexcxew fugq
linji kummercjali.

l-Ligi dwar ix-xandir Malta, -Att ta’ 1991, ghanda parti minnha tkopri r-reklamar
taht dak i huwa msejjah it- Third Schedule. Huwa 1-Third Schedule tal-Ligi i
jikkontrolla f'Malta l-aspetti tar-reklamar Il ghandhom jidhru fuq il-mezzi tax-xandir.
Minn naha taghha, I-Awtorita tax-Xandir ghandha l-obbligu Ii tara li I-Ligi tkun
osservata specjalment fl-interess tal-konsumatur, jigifieri s-semmieh u 1-
telespettatur. Ghandna wkoll aspett legall iehor I ma nistawx ninsew u dik hija -
Ligi ewropea minhabba Ii, bhal ma tafu wkoll, il-Ligi ewropea llum hija nkorporata
fil-Ligi maltiia.

L-esperjenza ghallmitna wioll i jezisti kuntrast d kultant notevoli bejn dak li tirrikjec|
i-Ligi dwar ir-reldlamar 'Malta u dak i fil-fatt jasa! lit-telespettetur malti permezz e’
l-istazzjoniiiet taijani. Huwa kuntrast éar, speciaiment minhabba i-fatt i I-Ligi maltiia
hila rfasela lowazi totalment fug ir-rikiesti fil-Lig! ingliza, fiwaot ! -istazzioniliettaljan’,
specjaiment dawic privati, m’'ghandhom l-ebda eitezzjon! I labbuzaw mil-Ligi dwer
ir-reklamar fl-Ewropa. Ghalhekk ghandna dan il-kuntrast bein dilcli trid il-Ligi u dak
li hu espost ghalih il-pubbliku malti.



Ta’ min jghid ukoll li fil-prezent tezisti Malta certu incertezza fuq tlett elementi
konnessi mar-reklam: wahda minnhom minhabba r-ragunijiet i diga semmeijt hi I-
interpretazzjoni tal-Ligi stess u kultant ikolina interpretazzjonijiet kontrastanti bejn
dak li tkun tixtieq I-Awtoritd biex timxi mal-Ligi u dak Ii jkunu geghdin jippruvaw
jaghmiu l-istazzjonijiet. Wiehed ukoll ghandu jenfasizza li I-Awtorita hija konxja
hafnata’dak li dara bih il-pubbliku malti fuq l-istazzjonijiet taljani u ghalhekk I-Awtorita
tuza certa kawtela meta tigi biex tapplika I-Ligi fl-elementi taghha.

Ghandna wkoll il-fatt, li diga semmeit, li r-reklamar huwa s-sors ewlieni tal-maggor
parti ta’ l-istazzjonijiet Malta u hemm l-interess tal-konsumatur.

Ghalhekk I-Awtorita tax-Xandir hasset li kien wasal iz-zmien li dan is-suggett jigi
mgharbel kemm jista’ jkun fl-aspetti differenti tieghu kollha u llum ghandi pjacir li
jkolina fostna kelliema mistiedna sabiex jaghtu I-punto di vista taghhom dwar is-
suggett biex fl-ahhar tal-gurnata nisperaw li I-Awtorita tax-Xandir tkun fpozizzjoni
ahjar biex tevalwa dak |i gieghed isir ma dak li ghandu x’iagsarm mar-reklamar fuq
ix-xandir Malta u fl-istess hin tkun f'pozizzjoni ahjar biex, jekk ikun hemm il-bzonn,
taghmel rakkomandazzjonijiet lill-Gvern biex isiru ammendi fil-Ligi i ghandna mnejn
naraw li jkunu necessarji u utili.

Mea rrid niehu izjed hin dwar dan, iiciar importanti huwa dak 1i ser jghidu I-kellierra
'l ghandna rmistiedna llum u ghalhekk nixtiec nibcda billi nistieden lil Chev. Maurice
Mizzi, Chairmanta’ Smash Communications Ltd., biex ikellimna dwar ir-reklamar,
id-dhul mir-rekdamear v x-xandir kummerciali privat.



Is-Servizzi tax-Xandir Privat
u d-Dhul mir-Reklami

AURICE F MI
Chairman,
Smash Communications Ltd

Is-sur Maurice F. Mizzi beda l-edulazzjoni tieghu fil-Kullegg
ta' San Alwigi u fl-Universita t8’ Malta fejn alklowista d-

Diploma ta’ Frokuratur Legall. Fl-1857 hu nghagad mal-
Mizzi Organisation. Mizzi L, diet ifurmata fuo -inizjattiva
tieghu, u aldar tard hu beda i-attivita tieghu fil-business tal-
karpzzi foin fl-1970, lehag Chairman u Managing Dirsctor
tal-kumpanija Car Assembly., Mill-1987 sal-1984, ikien
Chairman tal-Mediterranean Film Studios. Is-sur Mizzi
cahal fil-gasam tax-xendir 1-1984 meta lahag Chairmanta’
Smash Communications Lid. 1i titrasmett bir-radiu v -

televizioni. Apparti i nu nvoiut fil-kummerd, is-sur Mizzi hu
=Prasident tal-Kamra tal-Kummere Malliia-Franéiza, u hu
wkoll il-Konslu t&’' I-lslanda.



Maurice F. Mizzi

ls-Servizzi tax-Xandir Privat u d-Dhul mir-Reklami

Nibda biex nifrah lill-Awtorita tax-Xandir ghall-inizjattiva li hadet biex torganizza dan
is-seminar. Nixtieq ukoll nirringrazzja lill-Awtorita ta’ l-opportunita li ged ittini biex
nitkellern fuq id-dhul mir-reklamar u x-xandar privat. Nitkellem naturalment mil-lat
u mill-esperjenza gasira tieghi bhala chairman ta’ Smash Communications Ltd. u I-
problemi li hemm fis-settur u li geghdin jaffettwaw anke l-istazzjonijiet ta’ Smash
Communications Ltdl.

Meta insermmu xandir ghandna zewg xenarji differenti, wiehed tar-radju u I-iehor
tat-televizjoni.

L-Awtorita mill-ewwel gustament imxiet mal-linja li kien wieghed il-Gvern - dik tal-
pluralizrmu. F'hakka t'ghajn minbarra l-istazzjonijiet ta’ I-istat i kienu hemm diga,
mhux ingas minn disa’ stazzjonijiet godda tar-radju fosthom I-iSmash Radio bdew
ixandru. Wiehed mill-ahhar hwejjed li ghamilt meta kelli xX’'nagsam mal-
Mediterranean Film Studios gabel ma beghena I-kumpanija lil wiehed Malti-Kanadiz
idien Ii hajjart lill-Carolco, kumpanija tal-films, jigu Ma'ta biex jiffilmjaw Cutthroat
'slanc. Sfortunatament il-film kien fiask imma I-isem kien tassew addattat ghas-
sihwazzioni #Malta kwazi 'ku!l gasam kummeréiall. Appena i hadd jiftah xi negoziu
gcid u xi nies jivvintaw li ged jimpala I-flus, taraw malajr xi ghoxrin negozjant jifthu
aziendite’ dak il-generu. Held« gara fir-raciu.

MNapuljun darba ghajjar lill-inglizi li huma “a nation of shopkeepers’. Nahseb | kieku
iohix PMalta kien jghic |

-istess haga. ~lawn Meita kulhadd iifta? sfrenatement aziend
¢odda minghair ma jsiru ebda feasibility studies suriet in-nies.

ll-problemaissa hili apparti -istazzjoniiletta’ I-stat, -istazzjonijiet radiofoniéi l-ohre



kollha jiddependu mija fil-mija fug id-dhul mir-reklami biex izommu fil-wic¢. Fil-

prezent fil-kamp radjofoniku jidher li there are too many dogs chasing the same
bone jew kif nghidu bil-malti; ghal kull ghadma hawn mitt kelb.

Fl-opinjoni tieghi hemm numru esagerat ta’ stazzjonijiet tar-radju, mhux biss iridu
jagsmu bejniethom il-biegha, izda jridu jikkontendu ma’ media ohra - gurnali, rivisti,
direct mail, cinemas, posters, u issa I-ahhar idea - reklami fuq il-karozzi tal-linja.

Meta fil-bidu tas-sena finanzjarja d-dirigenti tal-kumpaniji jiffissaw il-budget tar-
reklamar, dan il-budget irid ikun magsum mall-media kollha nkluzi l-istazzjonijiet
tar-radju. U dan il-bahar imdagqas malajr isir ghadajjar zghar.

X'gara f'din I-ahhar sena? Minhabba I-kompetizzjoni sfrenata bejn l-istazzjonijiet
tar-radju, il-prezzijiet tar-reklami fuq ir-radju nizlu sewwa tant li meta tasal I-ahhar
tas-sena ma nahsibx li hemm xi stazzjon li ged juri xi gligh specjali. Ma rridux ninsew
li min investa I-flus fl-istazzjonijiet tax-xandir, ghamiu biex wara li jinqatghu l-ispejjez
kollha jkollu a return on capital adekwat jigifieri rata akbar mir-rata li jaghtik il-bank.
Dinil-figurata’ 1fug minn % tal-banek geghdatintlahag? Micdubita. M’hinix sejjer
insemmi wkoll id-cewmnien biex stazzion jithallas ghar-reklami u ghaldagstant, ikollu
bzonn ta’ pipeline finance Ii joum il-flus.

Is-sitwazzioni finanzjarja ta’ stezzion radjctoniky huwa wio!l marbut mal-caghda
ekonomika fil-pajjiz ghax bosta intraprizi kif jaraw ii-profitti jinzlulnom, I-ewwe! ma
iagighu huma l-ispeljez tar-reklamar. Suppostiif'dani-kaz jsirizjed reklamar mhux
ancas, izda fil-fatt tnacois isir. L-uniku /ifeling i ghandnom l-istazzjoniiiet privat],
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Hier cewlk T mhumiex ta’' -Istat, nuwa r-reklamar. Ta’ min naraw x'sitwazzioni

gkonomika Malta ser iseib rukng filfutur grin. Ghax ~ekonomiia maitila tetethwa
hatfna r-rata tar-redlamar.

Ma' nafx min jiftakar fl-istorja *a’ Guzeppi fil-Bibbia, meta wara s-seba’ snin ta’
tgawdija gew is-seba’ sninta’ ghaks. MNahseb li kuihadd jagoel li l-ahhar seba’ snin



kienu ghall-bosta verament snin ta’ gid. Issa allura forsi ser nidhlu fricessjoni?
Qeghdin naraw li I-pagi geghdin joghlew bl-8% u 10%. Fl-ebda pajjiz ta’ I-Ewropa
geghdin jinghataw dawn ir-rati ta’ zidiet. Ahna ma nistghux nifilhu naghtu dawn iz-
zidiet kollha fil-pagi, imma fil-fatt geghdin naghtuhom u ghandna ghalhekk, fl-opinjoni
tieghi, a spiralling inflationli tiela’ mhux hazin. It-turizmu mhux sejjer ghal ahjar, u t-
trade gap zdiedet u forsi ghalhekk wiehed jista’ jghid li geghdin nghixu beyond our
means. Dawn huma I-fatti: ma nafux jekk fis-snin li gejjin ahniex ser inkunu f'qgaghda
li nitfa¢cjaw il-problemi li ser jingalaw minhabba r-ricessjoni. Hemm problemi fug
cash flows anke fis-settur taghna - hadd mhu gieghed ihallas lil hadd. ‘U din hija
problema serja. ‘

U jekk verament jigri hekk, x’ser isir mill-uniku dhul li ghandhom I-istazzjonijiet tar-
radju? ld-dirigenti ta’ xi stazzjonijiet tar-radju hasbu biex isir xi merger ma’
stazzjonijiet ohrajn maltin? Hemm bosta beneficeji f'din il-mossa. Xejn xejn zewg

stazzjonijiet dghajfa jkunu jistghu jissahhu. Wara l-ewwel xokk ikun hemm ¢ertament
ekonomiji li jkunu ta’ beneficéju ghaz-zewd kumpaniji.

Hemm xenarju iehor: going public. Maturaiment kulhadd holom biex kulhadd imur
pubbliku pero s'issa l-esperjenza li gieghed nara jien fug min investa fkumpaniji |
rnarru pubblici mhix wahda felici. Dan mhux ghaliex dawn il-xumpaniii m’humiex
tajbin, il-problema hija i m’hawnix market makers m’hawn:x istituzzionjiet li jixtru u
ipieghu allura kulhadd ibiegh dejjern o’ingas. Facli tixdri, mhux facli thiegh. U
ghaldagstant l-isnmata’ dawn il-kumpanijighandhom P/E fenomenali li kieku kienu
fl-Ingilterra diga ttiehdu minn xi kumpaniji ikbar, imma peress !! ceghdin 'Malta,
coing public ma tidhirt g'issa !l qeghda attraenti. U mbaghad biex tmur public irid
kollok a good track recorc. Nahseb i mhux kull stazzjon ghandu a good track
record fil-oliegh.

Fug is-surveys irric nghic i nemm bzonn lidawn isiru bis-serieta u mnux oiss ikunu
gusti imma jkunu jidhru ' huma gusti, ghaliex b’hekk issir hafna hsare lis-settur
kollu.



Importanti wkoll li ma jinghatawx izjed licenzji biex jinfethu stazzjonijiet tar-radju
ohra. Nahseb li l-idea tal-pluralizmu ntlahqet u forsi ntlahqet izzejjed.

Nigu issa ghat-tieni xenarju: dak ta’ l-istazzjonijiet tat-televizjoni. ls-sitwazzjoni li
geghdin fiha hija fluwida hafna. Sa tlett snin ilu, min xtaq jara televizjoni li ged
jorigina lokalment, ghazla wahda biss kellu: l-istazzjon ta’ I-Istat. Imbaghad bdejna
nircievu stazzjon li hu originat u b'interessi ta’ partit politiku. Sena u nofs ilu tfacéa
Smash Television, li hu I-uniku stazzjon malti li m’ghandux irbit politiku. Barra minn
- hekk, filwaqt i Television Malta u Super 1 TV m’ghandhomx ghalfejn jespandu
aktar, geghdin kemm terrestrial, kif ukoll fuq il-Cable Network, Smash TV gieghed
zvantaggjat ghax jista’ jopera fuq il-Cable biss.

Ghaliex zvantaggjat? Ghax peress li dan l-istazzjon ged jilhaq biss kwazi hamsin
elf abbonat fil-Melita Cable, 1-agenziji tar-reklamar u n-negozjanti Ii jirreklamaw
direttament jippreferu jghaddu r-reklami fejn jistghu jilhqu I-akbar numru ta’
telespettaturi jigifieri liz-zewg stazzjonijiet l-ohra - MTV u Super 1 TV, allavolja r-
ratita’ Smash TV hurna ferm orhos u jaghtu a very good value for money.

Stortunatament, Smash TV biex jopera, irid iaghmel I-istess hwejjeg li jaghm!u I-
kompetituri tieghu.  Jigifieri jorigina numru ta’ programmi lokali u jixtri programmi
barranin. Kull stazzjon hu tahlita dinamika ta’ dawn iz-zewq ingredjenti.

Biex torigina |-programmi lokali, trid ikollok dawk ta’ quddiem il-cameras u t-teknici.
Dawn jippretendu hlas normali. Meta tigi biex thallas lin-nies, hadd ma jargumenta
' ghax -istazzjon ced fuq i-Cable biss, zllura jaccetta hlas ancas. Mela, Smash
TV bhala stazzjon privat irid ihallas lin-nies I-istess rati u biex ikollu fost l-ahiar, iric
thallas b’mod li jipparaguna maz-zewg stazzionijiet l-obra ! huma kemm terrestrial
vxemm fugi-Cable. Anke i-istess Awiorita tay-Xandir ma taghme! l-ebda cistinzioni.
Emash TV keliu hallas ammont ghall-licenzja bhal dik mhallsa minn min ixandar
kemm terrestrial, kif ukol! fug il-Cable.
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L-istess meta nigu ghax-xiri ta’ programmi barranin. Ghadna ma sibna l-ebda
kumpanija li qaltiina lighax Smash TV hu limitat fuq il-Cable biss, allura nitolbukom
angas. Mela l-ispejjez ta’ stazzjon privat bhalma hu Smash TV Ii hu fuq il-Cable
biss, jipparagunaw sew ma dawk ta’ stazzjonijiet li huma kemm terrestrial u kemm
fuq il-Cable.

Haga ohra - l-agenziji tar-reklamar |i jiddependu mill-kummissjoni ta’ 15% fuq |-
ammont minfug ta’ kull reklam, jagblilhom ifittxu I-istazzjon li jitlob hlas gholi ghar-
reklami, biex il-kummissjoni tkun akbar. Jekk ghall-argument Television Malta jitlob
Lm80 ta’ reklam, il-kummissjoni hita’ Lm12. Dejjem ghall-argument, jekk Smash
TV jitlob Lm4 ta’ I-istess reklam, il-kummissjoni hi biss ta’ 60 ¢entezmu.
Ghaldagstant l-agenziji tar-reklamar jispiétaw jippreferu l-istazzjon ta’ I-Istat milli
stazzjon privat marbut li jxandar fuq il- Cable biss, bhalma hu Smash TV. Dan il-fatt
naturalment, kompla jwarrab nies biex ma jirreklamawx fug Smash TV.

Ghaldagstant, huwa importanti li kull stazzjon tat-televizjoni hawn Malta jkollu |-
facilitajiet i jxandar terrestrial. Ma nistax nithem kif stazzjonijiet taljani geghdin
juzaw l-air waves taghna u Smash TV baqa’ barra. Bhal ma jghid il-malti “il-hmar
taghna u nirkbu wara” anzi f'dan il-kaz I'anqas nirkbu xejn. Smajna u grajna hafna

fug is-soluzzjonijiet, imma s’issa din il-problera ghadha ma gietx solvuta.

Qaluli daighodu !l apparentement jista’ jkun ' I-Gvern innegozja mal-Gvern taljan,
imma s'issa la I-Awtorita U l-angas ahna ma nafu xejn fugha. Problemi li geghdin
jiffaccjaw !-istazzjonijiet tax-xandir kollha, inkluzi ta’ I-istat, huma n-nugqas ta’
aclvertising films. Fawn ditti ta’ barra bhalma hume I-multinationals i huma
orgarizzati u libghatu fiims lill-agenti taghhom hawn Malta bl-ingliz addattat! ghas-
suc lokali, izda bosta impertaturi u manifatturi m’ghandhom: dawn il-films, u
ghalkemm fadilitaiiet 12’ produzzioni jezistu hawn Malta, gha!xi raguni jew obra, -
awelitata’ dawn ii-filmsraritilhag livell gholl. Ghaldagstant, hafna dittilokali lagtghu
oarraimmecdjatament mill-budgettaghhom ir-reklamar fug it-televizioni. Forsi hawn
lok 1l ssir ditta li taghme! films professjonali biex ma nogghodux immorru barre u
nhallsu eluf u eluf ta’ liri.
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Nixtieq gabel ma naghlag insemmi puntimportanti ghall-istazzjonijiet privati koliha.
Dawn I-istazzjonijiet qeghdin jghixu biss bir-reklami - mentri fetta kbira tal-flus tal-
licenzji tat-televizjoni u tar-radju ged imorru biex jissussidjaw I-istazzjonijiet ta’ I-
Istat. L-istazzjonijiet privati kwazi geghdin jaghtu I-istess servizz lill-poplu malti dags
dawk ta’ I-Istat. Ghaliex m’ghandhomx allura jgawdu huma wkoll minn dawn il-
flejjes? B’hekk ikunu jistghu jtejbu s-servizz taghhom li bhalissa huwa ristrett
minhabba li geghdin jiddependu ghal kollox minn dak i jfettillhom jghatuhom |-
agenziji tar-reklamar.

ll-gazzetti ghandhom introjtu mir-reklamar, kif ukoll mill-bejgh tal-gazzetta, ghaliex
mela I-istazzjonijiet privati m’ghandhomx jithallsu wkoll ghas-servizz li geghdin
jipprovdu lit-telespettatur malti? Wara kollox min jixtri set tat-televizjoni, ma jixtrifix
biex jara programmi tat-televizjonita’ I-Istat biss, izda anke dawk tas-Super 1 TV u
ta’ Smash TV.



L-lffinanzjar tas-Servizz Pubbliku
tax-Xandir PMalta

TONY MALLIA

Chief Executive,

Public Broadcasting Services Lid.

is-sur Tony Mallia nhatar Chief Executive tal-Public
Broadcasting Services Lid fl-1995 u Zamm din il-kariga sa’
l-ahher ta’ -1998. Gurnalist u xandar, is-sur Mallia kien
Editor-in-Chiefta’ gazzette kif ukoll 22’ pubblikazzioni kull
xahar dwar -industrija u l-ekonomija. Qabel mar mal-FES,
is-sur Mallia kien kongulent ma’ diversi ministri tal-kabinet
unabel kien ukoll membru tal-Bord &’ l-Awtorita tex-Xandir.
Bhala xendar, is-sur Mallia mar kors f-1970 fit-Thomson
Foundation College, Gilasgow, Hu sitends u tkaliam
Pseminars interngzzionall u huwa membru tel-Council of
Europe Transfrontier Teievision Committee. Barra li hu
direttur fug i-Bord ta’ -Air Malta, kKien inhatar diretiur ta
diversi korporazzjoniiet u kumpaniji parastatall.



Tony Mallia

L-lffinanzjar tas-Servizz Pubbliku tax-Xandir fMaita

Nizzi hajr lill-Awtorita tax-Xandir ghall-organizzazzjonita’ dan is-seminar, liissa sar
okkazjoni mistennija ta’ kull sena fil-kalendarju ta’ l-Awtorita. Nhossni kburi li ged
ninghata |-opportunita li nghati ftit hsibijiet dwar ix-xandir u nfisser il-gaghda tad-
dhul mir-reklami ghall-istazzjon tal-poplu. Fl-isess hin niskanta Ii ghad hawn min
ghadu jafdali mikrofonu biex nghid dak linhoss. Nittama li ma niddizappuntax.

Jien kap tal-Public Broadcasting Services Lid.: iI-PBS. Mela jien kap ta’ stazzjon
pubbliku. Allura ippermettuli niddeskrivih bhala stazzjon baghal. Bastardjat.

Imhallat.

Irrid immexod fug bazi kummercjali .... imma meta naghmel hekk jinsistu Ii jien irrid
naghti servizz.

Johiduli biex immexxih aisu negozju .... izda jridu li certu servizzi naghtihom b’xejn.

Ma nistex nibga’ naghmel aktar telf .... imma jghiduli li llum ma rricix inhares biss
‘ejn il-gliegh u I-flus.

Ninsisti li nithallas tas-servizzi i naghti .... izda jippretendu |i la nibghat kontijiet u
zngas nistenna hias.

Qed nagkme! ekonomiia .... imbaghad igeghluni nonfog I-eluf biex inkun niste’

inxancar attivitejiet i ma jinteressaw kwazi [l hadc.

Jghidulili rrid nikkompeti ma’ stazzionijiet kummerciali ... imma jfakiru liien pubbiicu
u rm’ghandix nidhol ftagbide kummercjali mai-privat. Anzi ghandi nghinhom.



Jghiduli biex nigbor aktar reklami .... imma jordnawli biex inxandar programmi li
hadd ma jrid jaghmel reklami fihomn u i it nies iridu jarawhom.

Inhoss li ghandi naghmel programmi tajbin .... imma mbaghad jimponu fuqi bil-ligi,
biex inxandar fl-ahjar hin, programmi li jgeghluk tagleb fuq stazzjon iehor!

Jghiduli biex inkun attraenti fl-iskeda ... imbaghad jimponu programmi Ii reklami
fihom mhux permessi, avolja jkolli nxandarhom fi prime time.

Jordnawli hesrem biex inxandar bir-radju u fl-aqwa hin, seduti tal-Parlament kuljum.
U bit-televizjoni u bir-radju xandiriet politi¢i .... u ma jaghtux kaz Ii f'dak il-hin ghandi
kuntratti ghall-reklami.

Infittex nimxi kif inhu I-ahjar ghall-istazzjon u segwagi tieghu .... izda ghandi hafna
restrizzjonijiet, anke b’ligi.

Jghajjruni, b'mod pulit, li niehu parti mil-licenzji .... izda ghalkemm is-settijiet tat-
televizjoni zdiedu, d-dhul mil-licenzji, relattivament, nagas. Nagas minhabba tibdil
fis-sisterna ta’ hlas, fejn il-Givern nehha l-licenzji fug is-settijiet black & white u gharnel

skaletta i tiffavoriad lic-Cittadin, skond l-ghadd ta’ settijiet ©'kul! dar.

Jinsistu u forsi bir-ragun |i bhala I-istazzjon pubbliku rricu nkunu ta’ ezempju ....
'mma tara min jaghmel aghar minna u jabbuza u hafna drabi gisu ma gara xejn.

Ahna nimxu mal-ligi ... haddiehor isfida.

Jipparagunawna fil-programmi ma’ stazzioniiiet barrenin fosthom dawk tal-Fininvest

... Imma jwissuna I ma nigux hhat-taljan! fir-rekiami!

'widdbuna biex ma ningannawsx .... imbaghad haddiehor jisrac il-films u l-orogrammi
bi ksur ghal-ligi tal-copyright, u rma jigri xejn.
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Jistennewni li ma nc¢edix .... basta nghid dejjem iva.

Insomma iriduni nkun vergni..... imma tawni hajja fost il-prostituti. Ghalhekk, inhossni
li jien kap ta’ stazzjon baghal.

Miniex uniku, ghax il-parti I-kbira ta’ I-istazzjonijiet tal-poplu ghandhom |-istess
dilemma, li kultant tissarraf fi trawma. Imma din m’hix konsolazzjoni. X’serhan il-
mohh hu hekk ghandi kankru u jikkonslawni billi jghiduli li haddiehor marid bhali?
Tieghi, b’hekk ma nfejqux.

Ftit wara li accettajt li nkun kap tal-PBS, wara hafna rifjut, habib tieghi tani bhala
rigal, qasrija bil-pjanta maghrufa bhala mother-in-law’s seat, (is-siggu tal-kunjata).
‘Ghal min mhux bhall-kelliemi ta’ qabli, jigifieri midhla tal-pjanti, nghidlu li din hija
pjanta tal-kaktus gisha ballun kollha xewk. Tikber u tehxien bil-mod hafna, imma x-
xewk, bicca twil u bicca qasir jikber b'ritmu aktar mghaggel. ll-lagam tal-pjanta
suppost li nghata biex meta tigi Zzurek il-kuniata jkollok fejn tpoggiha bil-geghda.
Nahseb li s-sinifikat ta’ dan ir-rigal, fhimtuh.

U xewk sibt. Fformata’ politici, ghaqgdiet filantropi¢i, kazini, sport, sacerdoti, dilettanti
tas-soap operas .... U anke, ghalkemm zghir, fil-forma ta’ I-Awtorita tax-Xandir,

Bhala stazzjon pubbliku I-PBS huwa finanzjat primarjament minn tlett sorsi:

Dal ta’ bejgh ta’ prodotti teghu, li jirrendi dhu! Zghir hafna. Insinifikant.

2. Dalk lilighu mid-chul tal-licenzji, I parti minnhom trid tinghata lura lil-Gvern, |
huwe x-Shareholder.
3. U mir-reldami.

Sehem il-PBS mil-licenzji suppost i jgarreb it-tlett kwarti ta’ miliun lira fis-sena. Waqt



li d-dhul mir-reklami jgarreb il-miljun u nofs. Dan id-dhul kollu, li lhagnieh wara
sforzikbar, zdied f'dawn I-ahhar erba’xhur. Imma dan kollu bilkernm jaghmel tajjeb
ghall-pagi tal-kumpanija li jiskorru z-zewg miljun lira fis-sena.

Veru li kif habbar il-Ministru Refalo I-gimgha |i ghaddiet, dawn |-ahhar xhur
irnexxielna nwaqafu l-emorragija finanzjarja. Waqgafna t-telf uwasalna, ghall-ewwel
darba f'ghadd ta’ snin, i bbilancjajna I-kontijiet kurrenti. Qabbilna d-dhul mal-hrug.
Izda dan hu biss sodisfazzjon mhux s-soluzzjoni u allura ma rridux nilludu rwiehna.

Id-difetti fi hdan il-PBS huma varji u hafna u hemm bzonn li dawn jitrangaw. Din
m’hix haga facli peress li hafna minn dawn id-difetti huma difetti tat-twelid jew difetti
mposti fil-ftehim kollettiv, jew b’xi ligi.

Tant huma gravi dawn id-difetti li minn studju li sar irrizulta Ii I-PBS, aktar ma
tipproduci programmi lokali, donnu aktar titlet. Issa ta’ min jghid Ii, minkejja t-talba
ta’ diversi nies u anke ta’ l-Awtorita, biex inzidu -produzzioniiiet lokali, illum diga
ghandna erbghin produzzjoni lokali fil-gimgha. Allura nnaqgqsu l-programmi lokali
biex innaqqsu t-telf?

Din hija kollna sitwazzjoni niewetanti ghal kulhadd. Suppost i ghandha tinkwieta
lix-Shareholder stess, lill-unions u lill-haddiema nfushom .... dejiem jekk jgharfu I-
gravita tal-qaghca “catch 22" Il geghdin fiha. ‘

Nemmen 'i ahina servizz pubbliku ghall-poplu kollu. 'mma nemmen ukoll Ii rricy
rithallew nahdmu. Nifhemn i hemm bzonn §i ikun hemm regclamenti u kontrolli.
Izca nifhern Lloll li rridu mhux biss inkunu pratticiimma rridu naddattaw ghaz-zmien

i ggghr!m

Qed nghid dan ghaliex llum m’ghadniex nghix

bil-pluralizmu u bil-iiberalizmu fix-xandir.

Qeghdin fi Zmien ta’ kompetizzjoni. Kompetizzjoni 'kollox rmir-rizorsi umani ghar-



reklami. Imma barra I-kompetizzjoni tas-suq li hija tajba, hlogna wkoll kompetizzjoni
bejn entitajiet ta’ l-istess Shareholder. U anke dawn l-entitajiet jippretendu li I-PBS
ihallas meta jkollu bzonnhom, imma huma ma jhallsux meta jiehdu xi haga mill-
PBS.

Kazijiet tipici huma x-xandiriet tas-seduti tal-Parlament, xandiriet politi¢i, il-
programmi tal-Media Education Broadcasting Centre ul-uzu tal-facilitajiet televizivi
f'Bighi. Ma nidholx f'dettalji hawn, nghid biss li liina kulhadd jippretendi li jordnalna
x'ghandna naghmiu.

Mela flok ix-Shareholder gabar ir-rizorsi u i-budgertiegﬁu Pkeffa wahda, ferrex billi
hologq tlieta jew erba’ entitajiet li kieku jghagqdu r-rizorsi kollha taghhom ikun ta’ gid
kbir ghal kulhadd, ghax bejniethom hemm potenzjal kbir. B’hilithom f'dagga tgawdi
s-socjeta. Minflok, illum ghandna telliega, anke bejn dawn I-entitajiet li ghandhom
|-istess missier.

Lilna kulhadd jinsisti i nhallsuh. Fl-istess waqt, forsi ghax baghal, jippretendu i
ntuhom hin, xogho! u servizzi bla ma nithallsu. U jhallas ma jrid hadd: politi¢i,
dipartimenti tal-Gvern, individwi, ghaqgdiet volontarji, istituzzjonijiet, f'gieh xi karita,

sotjetajiet, ghaadiet tal-baned, ghaqdiet sportiviu kull min johlom li jaghmel xi haga.

Sabinh li tkun servizz pubbliku. U jien inhoss i ghandra nkunu ta’ servizz. |zda ma
jistax wiehed jippretendi dan kollu u jahseb li ser nghixu bir-rekiami. Ghax minkejja
t-tibdil koliu fil-qasam tex-xandir, il-kejk tar-reklami, is-sors ewlieni tad-dhul ghal
kulhadd ma zdiedx bi-istess proporzjon ! zdiedu i-rmezzi. ikiar hemm min jiekol

milli x’tiekol. I-kejk baga’ kwazi l-istess.

Fdawn -akharsnin, minnmeneopoliv ta’ stezzion wiehed tat-televizioni sibna ruhna
bitiett stazzioniiettat-televizion! (U jista’ jkun lisa imiem iz-sena ikoiling aktar uke!)
U minn zewg stazzjonijiet tar-racju, propjeta ta’ -istess sid, facgasna gha! tnax-il
stazzjon. Jigifieri Zieda ta’ 300% fit-televizjoni u ta’ £50% fir-radjijiet. Dan barra t-
tuzzani ta’ stazzjonijiet barranin inkluz il-Cable Television.



Zgur li I-kejk tar-reklami li jrid jingasam anke mal-gurnali li ged jizdiedu wkoll, ma
kibirx bl-istess rata. Fil-fatt skond I-ahhar ¢ifri, jidher li z-zieda fil-kejk, jew suflg, tar-
reklami, s-sena li ghaddiet zdied biss madwar 2%. Dan I-isparigg holog problemi
kbar ghal hafna stazzjonijiet, i whud minnhom geghdin fi krizi finanzjarja kbira, jekk
mhux ukoll ¥xifer I-irdum tal-falliment.

Huwa veru li kif in’tcja! fir-rapportta’l-Awtorita tax-Xandir, biex itaffu dan it-telf, diversi
stazzjonijiet qed jissagrifikaw il-pagi, il-hin u l-kwalita, bir-rizultat i jbati I-poplu, li
suppost hu suprem. Dawn il-mizuri ma jistax johodhom I-istazzjon pubbliku. Kieku
holl xaghrek u gib iz-zejt.

Imma dan, bl-ebda mod ma jfisser Ii I-PBS mhux ibati mill-istess sintomi tal-marda
tal-istazzjonijiet privati. Tant li s'issa hiejna hafna mill-hin taghna fl-amministrazzjoni
tal-istazzjonijiet taghna - nibdlu, nirrangaw, nibnu u nsewwu. U ghadna ma
wasalniex biex insoddu t-togob kollha tal-grieden. Qed nahlu hafna mill-energija
taghna nsibu kif ser nigbdu aktar reklami. Noffru pakketti, in¢entivi u nhajjru. U 1-#it
programmi godda li xandarna, u li bhalhom nixtiequ naghmiu aktar, intghogbu hafna
u gabu reklami, izda gabu wkoll malternp u rwiefen minn kull naha tal-ispettru tal-
boxxla. Kieku cedejna ghall-pressjoni, il-prova li nohorgu bi programmi innovattivi,
falliet. Ghax webbisna rasna quddiem il-biza’ ta’ hafna, irmexcejna. U r-reklami
gew.

Dan ma gharmilnihx bi sfida, izda ghax emminna fil-progett. Ridna ndahk!u stil ¢dlid.
Ghax taht il-rmonopeliu I-PBS, jew ahjar Xandir Mala, kien iiekol wahdu. b’mohhu
mistrieh. lllurn grazzi ghall-pluralizmu, irid jiggieled ma’ min la ghandu restrizzioniiiet
u hafna crabi angas etika. U allura qed naraw \-undercutting.

Chalkemm bhala kwantita ta’ reklami, i-PBS jista’ jkoliu dil i tidner xompetizzjoni,
peress Ii hawn min ixandar rekiami kwazi bix-xein, b’'dannu ghal haddiehor, dak
fejn jidhlu flus, i-PBS ghandu -akbar parti tal-kejk. U pir-ragun. Mhux biss ghaliex
iI-PBS huwa l-istazzjon nazzjonali bla ebda rbit politiku jew kummerciali, imma
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ghaliex fatt li ma tantx sar enfasi fuqu, ghal raguni li jien ma nafx, TVM l-istazzjon
televiziv tal-PBS ghandu t-tieni I-akbar ghadd ta’ nies li jsegwuh: 30 fil-mija, li jigi
biss wara l-istazzjonijiet ta’ Berlusconi li ghandhom 31 fil-mija. Wara TVM jigi r-
RAI, waqt li I-kompetitur dirett taghna f'dawk li huma programmi, segwaci u reklami
fil-qgasam lokali, jigifieri s-Super 1 TV ghandu biss 11% u Smash TV 1%. Dan mhux

ged nghidu b’disprezz lejn hadd, ghalkemm niskata ftahir nammetti li hemm.

Ta’ min jghid ukoll li minkejja li hawn min igis ir-rati tal-PBS bhala gholjin, tajjeb li
nghidu li skond diversi stharrig !i sar, jirrizulta i value for money, TVM huwa irhas
anke mill-gurnali l-aktar popolari u mogrija.

Wagqt li d-dinja televiziva qed tahdem u tizviluppa hafna sistemi godda, mill-V Chip
ghall- Video-on-Lineu Pay-TV u dan |-ahhar ghas-sisterna Epsis, li mistennija tibdel
ix-xena kollha tar-reklamar televiziv, sisterma li rajtha tahdem fi Strasbourg ghax
gieghed fuq il-kumitat ewropew li ged jizviluppha u li rridu nfasslu kontrolli u
nipproponu ligijiet ghaliha, inhoss li f'Malta ghadna nfetiqu. Ghadna nhedew fug
tahmilid-dras. Minnu li hemm bzonn kontrolli. Minnu li rridu lil min irazzan. Nemmen
ukoll li ma nistghux inhallu lil kuthadd jaghmel li jrid u li jwettag dak |i ged jaghmlu
certi stazzjonijiet regjonali u nazzjonali f'certi pajiizi. Imma min ghandu obbligu i
ifettaq, nippretendi |i jfettaq ma’ kulhadd I-istess.

Fl-istess nifs li ged nghid dan, xorta nhoss li ged issir enfasi wisc fug kentrolli. Nghid
dan kollu mhux b’xi kritika lejn I-Awtorita tax-Xandir, i hi I-pulizija v r-referee tax-
xandir. Anzi, l-ghassies, il-prosekutur u l-imhallef u minn hawn v ftit iehor anke c-
difensur, [igifieri kompetitur taghna u maghna lkol..

Forsiilen kapta’l-istazzion nazzionall li -aktar ghandi rabta mill-grio ma’ -Awtorita,
Chamilt tnax-il sena nahdem fl-Awtorita nghasses u nirreffiz. Imma dak iz-zmien
«<ien hemm player wiehed. CGhamilt uko!l tlett snin fil-Bord, nixli, niddefenci u
niggudika 'mma dak iz-2rien ukol' donnu kien hermm akkuzat v hati wiehed biss.
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U allura ghalhekk niftahar li ghandi gibda lejn I-Awtorita u ghandi rapport mill-grib.
Forsi wkoll wiehed mill-ftit li niddjaloga u nikkonsulta ma’I-Awtorita. Konsultazzjoni
fil-veru sens tal-kelma, anke meta ma nagblux, mhux konsultazzjoni bhal dik i
baghtiet minnha hi stess, Zmien ilu, konsultazzjoniimposta. Lilha nithimha u nithem
l-obbligi taghha skond il-ligi. Gﬁalhekk ghandi relazzjonijiet tajba hafna maghha, bi
flit riservi, u forsi ghalhekk ukoll stednuni biex nitkellem. Izda ntenni b’konvinzjoni
li rridu naggornaw rwiehna.

Ahna pajjiz zghir li mhux biss nircevu hafna kanali kummer¢jali, imma influwenzati
hafna mill-istazzjonijiet taljani. U I-poplu jaghmel paraguni fuq il-programmi, wagt i
dawk li jirreklamaw jaghmlu I-paraguni fug ir-reklami. Tisma’spiss l-esklamazzjoni
“hekk jaghmel il-Canale 5. U veru. Spiss dak li permezz tieghu Canale 5 u ohrajn
idahhlu I-eluf, ahna ma nithallewx naghmiuh, la taht il-ligi, la taht il-kodi¢i u angas
mill-Awtorita. U dan ixekkilna hafna. Spiss ikolina nghidu “le” ghal progett i jkun
ser jissarraf f'hafna telespettaturi u flus ghall-istazzjon.

M'hemmx dubju Ii kaz tipiku huma dawk il-5 seconders fl-isport. Kif rajna dan I-
ahhar, dawn min jirreklama jridhom. Lit-telespettatur ma jdejquix, ghax ma jtellfulu
xejn. Ujgibul-flus. Stazzjonijiettaljanijuzawhom dejiemn. Anke l-istazzjon Eurosport
lihu tal-istess EBU. Intantahna hrignihom b’sogru, u ghadni ma nafx kifser nibgghu.
Dan biex ma nsemmix ukoll l-ezempji tas-CNN u tal-NEC u idahhiu reklarni fbullettini
ta’ -ahbariiiet anke kull ghaxar minuti. Imma forsi tghiduli: “dawl amerikani”,

Veru, mela ejja nigu gha! kaz iehor: il-EuroSong, jew il- Eurovision Ecng Contest: fl-
ahhartal-festival rajna tintuza s-sistema tal- Virtual Reality. U raina wkoll fug l-iscreen
-isern ta’'min ged jaghmilha, is- Silicone Graphics - reklarn subliminali ¢ar. Ma kienx
hemm caption [ tghid “evviz oromozziona!”, intant, -MBA naturaiment ma calet
xejn, -ITC me tniffsitx, id-dinia ma waqghetx u -EBU nahseb Ii ghorkot icejha bil-
flus li dakhlet.

U b’hekk nigi ghal problema ohra |i ced niffacéjaw u rridu nistudjawha - dik ta’ I-
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isponsorships. L-isponsors jghinu bil-kundizzjoni li isimhom jidher kwazi
kontinwament u li I-attivita tidher fuq it-televizjoni. U meta lill-organizzatur tghidlu i
ma jistaghx jaghmel hekk, it-twegiba tkun “imma nkella nitlef I-isponsor ghax din hi
I-kundizzjoni biex jaghtina I-flus”.

U dan jghodd ghal attivitajiet ta’ sport, attivitajiet filantropici, attivitajiet nazzjonali u
attivitajiet anke 1a’ I-istess Shareholder. U terga’ tigi f'sitwazzjoni ta’ “catch 227,
fejn min ged jorganizza jheddek b’passilegali talli geghltu jikser il-kuntratt li hu jkun
dahal fih, minghajr ma jikkonsulta mieghek. Minn nahatieghu |-PBS ma jiehu xejn,
anzi jaghti I-hin, imma moralment ihoss lima jridx icahhad ftit flus minn sponsor lil

ghaqgdiet zghar. lva anke f'dan il-kuntest, inhossni stazzjon baghal.

Soluzzjoni hemm, imma din ma tigix b'’daqqa ta’ xi bakketta magika. Is-soluzzjoni
tinstab b'rieda tajba u sens komun u prattiku minn kulhadd - Gvern, Awtorita, xandara
u negozjanti. Imma l-ingredjenti ghas-soluzzjoni huma rari dags I-indici tal-hames
ktieb fi trilogija ta’ erba’ kotbal

Jien sermmejt dawn il-ftit punti biex i'’koll nahsbu #it u nirriflettu hafna. Diga wasal
iz-zmien li naraw x’ser naghmiu fuq il-qgasam kollu tax-xandir. Qasam i fid-dinja
demokratika miexi b’'passili m’ahniexinlehqu maghhom. Irridu nohorgu mill-fosdga
Il ged nghixu fiha, u bla ma néedu ghar-rikatt Ii jafu jaghmiu I-kummercjanti u dawk
1irreklamaw, insibu trig li tissodisfa I-bzonnijiet ta’ ku'hadd, mgar jeld dinil-moghcija
tkun wahda li tghawweg u tilwi, dak i kulhadd jippretendi li ghandu jkun dejjem dritt.
Jista’ jkun li I-Att tal-1991 dwar ix-xandir ghancdu bzonn aggornament.

Eijew nieafu, nahsbu, niddeciecu u nbicddlu fejn hemm bzonn, anke dax ! jidher [
chadu gdic. Ghaxil-¢did tal-bierah lista’ kun il-gadim tal-lum. U ielk bil-aadim tai-

um ibatu -istazzioniiel, thati s-societa.

Ejiew mea nkomplux naharbu dak i hu inevitabbli.
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Il-Prezentazzjoni tar-Reklami

CHARLES MI
Membru tal-Bord
ta’ I-Awtorita tax-Xandir

le-sur Charles Mizzi ilu nvolut fis-settur tal-komunikazzioni
fil-mass media ghal hafna Zmien. Fl-1962, waqt i kien
jahdern bhala gurnalista, kien parti minn tim li holog i-gurnal
bil-maiti: L-Orizzont  ls-sur Mizzi mexxa d-dipartiment
lkummerdial fil-nasam ta’ -istampar U wara gie apountat
managing director 18’ agienziia tar-reklamar. Qabel ma
daha! fil-oasam tar-rekiami, is-sur Mizzi kien direttur fug il-
pordta’ Telemalla Corporation u ha pertl ewlenija fi-xandir
pubbliku. ls-sur Mizziilu membru ta’ -Awtorita tex-Xandir
sa minn Lulju 1893,
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Charles Mizzi

lI-Prezentazzjoni tar-Reklami

Nixtieq nibda biex nghid li f'dan id-diskors qasir li ppreparajt dawn huma |-hsibijiet
personali tieghi u mhux bilfors huma I-istess hsibijiet kemm ta’ I-Awtorita tax-Xandir
u kemm tal-membri |-ohra ta’ I-Awtorita.

Dawk li gejjin mill-gurnalizmu stampat tas-snin sittin, u meta nhares madwari nara
numru mhux hazin li hadmu fost ir-riha tac-comb u I-hsejjes ta’ stampar bil-
letterpress, jiftakru I-limitazzjonijiet li konna nahdmu fihom. Aktar ma kienet tqila I-
blokka ta¢-comb tar-reklami aktar konna nifirhu ghax konna nafu li minghajr dawk

il-blokki tgal u goffi, il-gurnali taghna ma kellhomx tama li jkomplu jezistu.

lllum, hadd ma jimmagina li gurnal jista’ jezisti jew jghix minghajr reklami. X'aktarx
ikun anqas interessanti, u l-prezz i trid thallas ghalih ikun ferm aktar gholi.

Langas xi hadd ma jista’ immagina li stazzjon privat jew pubbliku, kemm tar-radju
kemm tat-televizjoni, jista’ llum jopera minghajr reklami. Ghalhekk nahseb li lkoll
nagblu li F'socjeta moderna, I-industriia tar-reklamar u l-mezzi tal-mass mediajricdu
jitghallmu johixu flimkien u ma’ xulxin, Mnhux bizzejied li wiehed laccetta dan il-fatt,
jekk ma nippruvawx nanalizzaw is-sitwazzjoni kemm internazzjonali kemm fl-
Ewropa u dik lokali.

Minghajr dubju ta’ xejn l-aktar medium gawwi u influwenti tal-mass media huwa -
televizjoni. Mghid ukollli fl-opinjoni tieghi kemm ir-radju v kemm il-gurnali llum saru

N I

part! integrall mill-hajja te’ kuljurn.

Hawnhekk irric insemmili, minkejja I-fatt 2’ kompetizzjon! gawwija fost -istazzjorijiet

tar-radjijiet, niehu pjacir ninnota li tezisti inizjattive biex hiafna mir-reklamili jicandru
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fuq ir-radjijiet isiru b’mod professjonali u originali. Perd nixtieq li jkun hemm iktar
minn dawn.

Nahseb ukoll lihemm diversi okkazjonijiet u hinijiet fejn messagg bir-radju jew moqri
fug il-gurnal jasal ahjar u aktar effettiv minn messagg vizwali.

Biex nidhol ghax-xena lokali nixtieq li naraw is-sistema ta’ erba’ stazzjonijiet kif
jistghu joperaw u nsibu li ghandek sistema fejn stazzjon jista’ jigi ffinanzjat kollu
kemm hu mil-licenzji fejn ma jkun hemm ebda reklami u ta’ dan huwa ezempju car
il-British Broadcasting Corporation fl-Ingilterra.

Sisterna ohra hija tahlita ta’ dhul ta’ finanzi permezz ta’ licenzji u ta’ reklamar: bhala
ezempju ghandna Radio Televisione ltaliana (RAl) u |- Public Broadcasting Services
(PBS, Malta).

Ghandek ukoll sisterna fejn id-dhul ikun esklussivament mir-reklami fejn it-
telespettatur ma jhallas xejn ghal dan is-servizz: bhala ezempju ghandna I-
Independent Telgvision (ITV fl-Iingilterra); Mediaset fl-ltalja; Super One Television
u Smash TV Malta; u n-networks ¢ganteski bhas-CBS, NBC u ABC fl-Istati Uniti.

Fic-dinja li geghdin nghixu fiha llum tfaccat ukoll sisterna ta’ servizz ta’ trasmissjoni
bis-satellita fejn it-telespettatur jista’ jaghzel dawk I-programmi |l jrid jara u jhallas
ghal dak li jaghzel. Pero f'cin is-sisterna, ukoll huwa accettat li jkun hermm tahlita
ta’ reklami u ezempiu ta’ dan huwa SKY Television fi-Ingilterra.

Barral-cable television, fil-kwadru lokali, il-pluralizmu fix-xandir holog zewg sistemi
oheli-ewwe! carba different! 12’ xandir bit-televizioni, dak ta’ -lstat iHingnzig?

parzialment mid-dhu! tal-licenzii u dak privat i d-chu! tieghu hu purament
surmnmercéjali.

Sal-lum 'Malta hawn tlett stazzjonijiet televizivi i ged jikkompetu fl-istess suq limitat,



ghalkemm mhux taht l-istess kundizzjonijiet. L-ambjent ta’ kompetizzjoni sfrenata
tista’ ged tohlog ¢irkostanzi li jwassal fejn ir-regolamenti u |-kodi¢i dwar ir-reklamar
qed jigu njorati mit-tlett stazzjonijiet lokali. Xenarju li sfortunatament ged narawh
jizviluppa quddiem ghajnejna fl-ltalja I-hin kollu. '

Nemmen li huwa d-dmir u d-dover ta’ kull stazzjon, privat jew statali, li jidentifika
reklam minn programm. L-ebda stazzjon ma’ jista’ jaghti l-impressjoni li r-reklam
hu parti integrali minn xi programm. Dan bla dubju hu kontra kull argument u jmur
kontra I-kodici tax-xandir internazzjonali.

Sfortunatament, tendenzi bhal dawn jidhru li hadu I-maghmudija taghhom fug I-
iscreens lokali.

“X’hemm hazin?”, jistagsu xi whud, “Il-prezentatur fi programm ta’ diskussjoni xtagq
jurilit Malta kollha d-ditta ta’ I-ilma tax-xorb li ghazel, billi espona flixkun iima quddiem
il-mistieden tieghu halli jingabad zgur mill-cameras u minn eluf ta’ telespettaturi?”
»Chemm hazin li stazzjon itella programm ta’ quiz li jipprogetta diversi marki ta’ ikel
u jinjora kull separazzjoni ta’ programrm minn reklam - sitwazzjoni li kellha tindahal
|-Awtorita tax-Xandir biex is-sitwazzjoni tigi rrangata xi ftit.

Wagat programm ta’ diskussjoni dwar suggetti serji, il-prezentatur jidher b'diversi
fligxken tax-xorb warajh. Minn hinghal iehor, il-camera tiffoka fug dan x-xorb, dornu
biex wiehed jaghti x'iifhem li kull problema tista’ tigi solvuta permezz ta’ I-alkohol.
Sewwa li l-rare tad-car maltia ged ti¢i bbumbardjata mit-tle't stazzjoniiiet I koltha
ioffru l-isem tal-prodotti mai-parir tar-ricetta, gishom huma biss esperti Fdak i hu |-
ahiaringredjent I' l-mara tad-dar tista’ tuza?

Diehla sewwa -moda ta’ dak i iisseiiah injecticn advertising. Dan l-ahhar reina |
wagqt zewg loghbiet futbol fua it-televizion’ gejna bbumbarciati brekiami ta’ fiit
sekondi wagt i I-loghba tkun ghadha ghaddejja. Dan il-bumbardament kien aktar
spiss u tedjuz minn fejn harget l-idea originali tal-Canale 5 li kumbinazzjoni kien
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gieghed juri l-istess loghba b’inqas breaks. Jista’ I-istazzjon jargumenta li kieku
ma kellux dan li jissejjah injection advertising ma kienx possibbli li jxandar il-loghba
diretta. Fl-opinjoni tieghi t-telespettatur m’ghandux jigi ffaccjat b'din l-ghazla meta
I-istazzjon ikun ta’ l-istat.

Sistema ta’ pubbli¢ita li ganqglet kontroversja anke fl-ltalja, fejn jezisti I-akbar
laxkament ta’ reklémar, huwa meta |-prezentatur wagt li jkun gieghed jipprezenta
programm ta’ entertainment, ikun liema jkun, f'daqga wahda jibda jipprezenta spot
li jsejjhulu prezentazzjoni prormozzjonali, u wara I-istess prezentatur ikompli |-
programm gisu ma gara xejn.

F’pajjizna fejn ahna maghrufa Ii kultant kapaci nikkupjaw rajna din il-kwalita ta’
reklamar geghda tigi ntrodotta bil-ftit il-ftit fuq I-istazzjonijiet taghna.

Fuqg nota pozittiva, jidher Ii sparixxew ir-reklami f'nofs il-bulettini ta’ I-ahbarijiet.
Mossa li zgur intlaget tajieb mill-akbar udjenza Ii jgawdu -istazzjonijiet lokali.

Zgur li la I-Awtorita tax-Xandir u langas xi korpi ohra ma jridu li b’xi mod icahhdu d-
dritt il xi hadd milli jxandar informazzjoni kummeréjali.

Jidher li s-sitwazzjoni dwar l-istandards *a’ reklamar f'numru ta’ pajiizi, hija konfuza
u bi ftit kontroll. Din is-sitwazzjoni tant hi serja li fbosta paijiizi fi-Ewropa, din is-
sitwazzjoni ged tgajjem thassib anke fostil-gvernijiet u dan I-ahhar grajna li membri

tal-pajjizi ta’ -Unjoni Ewropea hassew l-urgenza i fejn lidhol reklamar ¢handhom
lippruvaw jillegislaw kodi¢i ta’ reldamar li iorbot kull stazzjon fil-paijizi membri.

Qed|igi suggeritli Pkazita’ tertu prodott, ma’ -informazzioni pubblicitaria, g

handha
tinghata I-altar informazzjonili forsi l-konsumatur tkun interessat | jlkun jaf - il-prezz
tal-prodott. Qamet ukoll il-problema li l-ebda reklamatur ma jista’ ighid ! l-prodot
tieghu huwa ahjar minn ta’ haddiehor jekk dan mhux kapaci |i jipprova dan

xjentifikament. Personalment, nemmen li biex tmexxi stazzjon tat-televizioni statali
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fuq bazi kummergjali, diga hija sfida kbira. Biex tmexxi stazzjon privat Ii jghix biss
mid-dhul tar-reklami hija battalja kummer¢jali kontinwa.

Jibga’ I-fatt li t-telespettatur, li huwa wkoll il-konsumatur, ghandu jigi protett. FI-
Ingilterra, din il-problema, giet ikkontrollata bl-inizjattiva ta’ |- Independent Television
Commissionu l-istess agenziji tar-reklamar. Qabel reklam jigi mghoddi lill-istazzjon,
irid jigi approvat minn korp regolatorju li gie mwaqgaf mill-istess agenziji.

L-Independent Television Commission (I-Awtorita tax-Xandir ta’ l-Ingilterra) tohrog
kodi¢i ¢ari u stretti lill-istazzjonijiet lil min hi taghti licenzja. Ftit huma dawk li
jazzardaw jisfidaw dawn il-kodici. Ir-rizultat kien wiehed pozittiv. lllum, fl-Ingilterra,
nagsu hafna l-ilmenti mill-pubbliku u ghaqdiet tal-konsumatur.

F’pajjiz fejn I-iktar li hemm pluralizmu fix-xandir fid-dinja - I-Istati Uniti - twaqcfet
ukoll in-National Advertising Review Board bejn |-agenziji tar-reklamar u l-media.
Dan il-bord jitmexxa fuq standards gholja hafna. Hadd ma jista’ jirreklama billi
jaghmel stgarrijiet li ma jistax jipprova b’mod xjentifiku. Hadd ma jista’ jirreklama t-
tip ta’ karozza li gieghed jipprova ibiegh lill-konsumatur jekk mhux kapaci jipprova
li dik hija l-ahjar. Hadd, per ezempju, ma jista’ jaghmel stgarrija li gieghed ibiegh
fruit juice lill-konsumatur minn froft frisk jekk ma jipprovax Ii huwa veru li gieghed
jintuza frott frisk. Dawn huma ezempji ta’ kemm anke fl-Amerika u fl-Ewropa jiehclu
r-reklamar b'mod serju hafna.

Tghid pajiizna wasal iz-zmien li flok nitkellmu biss dwar drittiiiet nichiu wkel! ghar-
responsabbiltajiet? Nahseb i d-dover taghna ikoll hu I ninfurmaw il konsumatur
permezz ta’ messagg ¢ar, onest u informattiv. Jekk inzormmu dan il-principju, ic-
drift ta’ l-ghaila jkun akiar hieles u effettiv.
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Professor Bernd-Peter Lange

The Regulation of Broadcasting Advertising:
The European Experiences

Thank you for the warm welcome which | always receive in Malta.

Let me begin by giving a brief outline of the functions of the European Institute for
the Media which has three main strands. These are comparative research, the
European Television and Film Forum and the East-West programme. In addition
the European Platform for Regulatory Agencies (EPRA) which was established
last year in Malta.

The theme of my presentation is The Regulation of Broadcast Advertising - the
European Experience.

1 would firstly like to point out that commercial broadcasters need to obtain funding
from advertising and that profit maximisation, by exploiting all means of advertising
in the world of broadcesting, is a legitimate goal. On the other hand, broadcasting
in the European tradition does not fall into the category of & ‘normal’ service on the
rmarket.

Content (information, entertainment, education) must be orientatec towards the
public interest with a clear distinction between programmes and advertising. The
orogramme cannot become the well-prepared framework of the advertising. Take,
for example, a friendly lournalistic article in & newspaper on the cevelopment cf an
gnterprise and beneeth this an advert forthe same company: this is not professional
iournalism and so this cannot be a model for broacdcasting in the public interest.

Drawing strict lines between programming and advertising is a form of consumer



protection, protection of the functioning of competition in the markets and of the
functioning of democracy. As consumers, the citizens have the right to know when
they are confronted with large commercial offers to buy something or offers to remind
them of a corporate identity or to link a 'good feeling’ towards a product or political
offer on one side and where the programme is under the responsibility of well-
trained journalists, that do not want to sell products or services but have to fulfil
their profession as mediators between society (politics, economy and culture) and
the general public.

The points | would therefore like to emphasize are as follows:

Firstly, 1 would like to speak about the legal framework for advertising on the
European level, then discuss the format of advertising and its contents.

Secondly, | shall address crucial examples of transgressions in the fields of
advertising and programming, sponsorship and teleshopping.

Finally, | would like to come back to the question of how to harmonise the application
of common rules in these fields in Europe.

Atfirstglance, starting another discussion on the regulation of broadcast advertising
seems 1o be recundant. Effectively, taking into account the two main texts at the
Eurcpean level - i.e. the EC Directive from October 1989 (see footnotes 1 & 2) and
the European Convention on Transfrontier Television from the 15 March © 080 (e
footnotes 7 & 2) -the question was, in principle, answered seven years ago between
and within the Member States of both institutions. Advertising is also ore of the
more detalied topics of the Directive and of the Convention. The answers io the
cuestion 'n substance have still fo be givem.

The questions have been raised several times during the meetings of our working
group on audio-visual regulation and policy during the European Television and
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Film Forum and, recently, within the European Platform of Regulatory Agencies
(EPRA). Your experience with the ltalian broadcasters underlines the necessity to
obtain a European consensus and co-operation between the regulatory bodies
involved.

To obtain a consensus, a distinction has to be made between regulation of the
advertising format (1) and the regulation of the content of advertising.

To obtain co-operation, the question of which law applies and of which responsible
authority has to control and, eventually, to sanction must be raised (11).

| A need for consensus at the European level.
A Definitions at the heart of a European regulation.

Definitions of advertising and sponsorship were given in the EC Directive and in
the Convention '. The interest of the definitions provided is, on one side, to link
advertising to an activity having a trading purpose (any form of announcement
broadcast in return for payment or for similar consicderation). On the other side, o
be precise about the content of acvertising (to promote the supply of goods or
services, orrights or obligations, to advance a cause oridea orto bring about sorne
other effect desirec by the advertiser). Thus, allthe announcements of public interest
are outside the field of implementation within the definitions.

That does not mean that all the problems are solved. There are some difficulties
with the implementation of the definitions provided by the Convention and the
Directive.

1. Accorcling to Article 1 of the EC Directive "teievision advertising” means any form of announcement broadcast in return for
payment or for similar consideration by a public or private undertakirg in connectior with tracle, business, craft or profession
in orcer to promote the supply of goods or services, including immovable property, or rights and obiigations, in return for
payment. The Corvention one is slightly different: "any public announcement intended to promote the sale, purchase or
rental of a product or service, fo advance a cause or idea or to bring about some other effect desired by the advertiser, for
which transmission time has been given to the advertiser for remuneration or similar consideration”.
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Definitions of Advertising

I would like to give two examples:

1.

o

How a definition of ‘surreptitious advertising’ should be made 2. Everyone is
aware of some examples of programmes providing information on products
or services for the consumers. When such programmes are sponsored and
when there is a showing of the products or services provided by the sponsor
where is the boundary between programming and advertising (taking into
accountthe obligation to have & clear announcement of advertising or a clear
identification of the sponsor)? The factthat the Directive links such advertising
with intentional behaviour, “in particular if it is done in return for payment or
for similar consideration”, had the consequence of raising some difficulties in
the implementation of the definition mainly because this intentional behaviour
is not easy to prove. Thus some national regulations have a definition closer
to the one provided by Article 13-3 of the Convention which does not make
this link. This is the case for France®.

There is a great difficulty to regulate the so-called practice of ‘product
placerment’- this gap also has to be filled. This practice has been used for the
movies (Terminator Il and Giolden Eye as well as in the BMW and Pepsi Cola
adverts amongst others). Although it is acceptable for movies, taking into
account the principle of freedom to contract, the difficulty is *o determine the
difference between ‘product placement’ and ‘surreptitious advertising’ for
audio-visual programmes.

To handle these cases in a more systematic approach | start with ciscussing the
clistinctions between advertising and programming.

)

Article 1 (c) of the Directive: ‘surreptitious advertising’ means the represertatian in words or pictures of cocds, service, the
name, the trade mark or activities of a producer of goods or a provider of services in programmes when such representation is
intenced by the broaccaster to serve advertising and might misleac the public as *o its nature. Such representatior is consic-
ered to be intentional in particular if it is done in return for payment or for similer consideration. According to article 13-3 of the
Convention: "Surreptitious advertisements shall not be allowed in particular the presentetion of preducts or services ir pro-
grammes when it serves advertising purposes”.

See Decree Mo 92-280, 27th March 1992.
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Distinguishing between Advertising and Programming

Inthis respect there are two crucial aspects to be discussed. Firstly, the announcement
of the advertising blocks has to be clear as well as eye and ear-catching. A jingle
used repetitively at the start and at the end of each advertising block is a well
established means in accordance with the above-mentioned announcement
requirerents. Advertising of a single product or a single company as an interruption
of a programme, even if it is well specified as advertising, is not acceptable.

Secondly, there is the problem of evaluation of product placement. Ifin a detective
series the chief detective is always driving a BMW, this is not a direct advertisement
but it is helpful for building up a corporate identity or image in the public. It is well
known that big car companies are lining up 1o offer their high profile cars to be used
in fiction series. In a broad sense the advertising purpose is clear in these activities.
Under this assumption, it should not be accepted that very popular television series
are ‘promoting’ the same product, when there is a positive connotation with the
‘hero’ of the series.

The other problem with product placement is in game shows. Only if the prizes
represent the diversity of the respective products and if the presentation of the
prizes is notthe main purpose of the game show then this kind of product placement
is acceptable.

Sponsorship

The rules for sponsorship afford a clear distinction between the mentioning of the
sponsor and the programme. Alsc the sponsor shall not have specific cormmercial
imterest in the sponsorec programme.

The cliscussion in this respect is related to the mentioning of the sponsor with moving

pictures - only in Germany is this allowed and only for five seconds. Normally the
rentioning has to be in a still picture with mainly text. The other part ofthe discussion
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is concerning product placement. The application of the rules already discussed
should be applied here even stricter. Also the repetition of the logo of a sponsor in
the sponsored programme is not acceptable.

New developments on sponsorship

The discussion on sponsorship started in the early 1980s and itis still on the agenda.
To sum up there are some specific obligations to be applied by the broadcasters
within the national regulation, the Directive and the Convention. These obligations
are:

> The editorial independence of the producer. The content of the programming
must not be influenced by the sponsor;

> No representation of the sponsor’s products or services must be shown during
the programming;-

» At the beginning and at the end of the programme, the sponsor has to be
clearly identified.

Some difficulties occur in the implementation of such rules. |suggest to open the
debate on some of the relevant cases:

Case No 1:the representation of the sponsor’s product or service in the programme
is considered as surreptitious advertising. That was the case for one of the most
popular entertainment programmes called Sacrée soirée, which is broadcast on
the French charnel TF1. The fact that a product of the sponsor, the new Peugeot
108, was featured during the programme was considered by the French regulatory
pocy, the Consell Supérieur de "Audiovisue!. as surreptitious advertising. The
editorial programming was directly influenced, curing 7 minutes, by the sponsor *,

4. See CSA, Decision No 94-399, 7 July 1994,
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Case No 2: during game shows, the sponsor’s product or service are gifts for the
winner of the game. In order to avoid strict rules that would have the consequence
to prohibit these programmes, such practices are allowed. However, this is not
considered as surreptitious advertising except when the prizes are shown in a non-
promotional manner.

Case No 3:there is a huge discussion on the logo or other technical identification of
the sponsor (also by sound) which appears during the programme - for example
with some sport events. It seems that the practice of using the logo during the
event or the programme is not allowed even if the use of such practice is punctual
and discreet.

No doubt that the regulatory bodies have a great responsibility in controlling the
implementation of this regulation.

Teleshopping

Here the discussion focuses on the cuestion of how to define teleshopping. The
ITC in the U.K. takes the view, that a whole teleshopping channel does not fall
underthe regulation of teleshopping by the Directive. They argue thatthe Directive
applies only if the broadcaster has to pay for the programming.

If we accept this argument the teleshopping channels have o be well announced
as something cifferent from normal broadcasting channels. We do live in & media
world where we [ini content expectations to specific institutional arrangements. If
we go 1o a department store we know what we will do there and what we wili buy. If
we look at the offers of & home-sheopping channel we have to know whatitis - an
electronic cepartment store.

New forms of advertising nave appearec and have deve'opec such as the so-called
‘informercials’ - a flow of commercials interrupted by flashes of information.
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With the new Directive proposal, the EU Member States appear to want the practice
of ‘informercial’ to be included in the definition relating to advertising. This addition
will be useful for the regulatory bodies which deal with control of programmes. This
question was also raised in the second meeting of EPRA, in Crete, by the
Commissariaat voor de Media. The Dutch regulatory body has tested both the
RTL 4 and RTL 5 programmes with regard to the stipulations of the Directive. The
conclusion was that this practice was not inconsistent with the Directive. The new
text seems to clarify the interpretation.

For example, a preliminary question was also raised on this topic by an ltalian
administrative court ( Tribunale Amministrativo Regionale del Lazio) to the Eumpéan
Court of Justice. So far neither the Commission nor the Court have made their
hearing official. The importance to insert this category in the definition provided by
the Directive can be illustrated by the difficulty to define the amount of advertising
allowed. | shall come back to this point later on. No doubt the new proposal will
solve this problem. ’

The other positive aspect of the Directive’s new proposal is to insert teleshopping
in Chapter IV ofthe Directive. The last version, made available to the public, defines
teleshopping as “direct offers broadcast to the public with a view to the supplying of
geods or services, including immovable property, or rights and obligations, inreturn
for payment”. The discussion is still open as there are some reservations mainly
coming from Italy.

The Directive seems to coverthe whole field of advertising without being exhaustive.
Fowever, this is an important point to be clarified because all the fields which are
notcovered by the Directive are regulated by the national laws and thus are 2 source
of litigation particularly if we take into account the transnztional dimension of
Broadcasting.

Up to now | have spoken about the format of advertising, now | want to dwel!l on the
advertising content.
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Diversity of culture: difficulties to harmonise acvertising content

There is difficulty to harmonise regulation on the content of advertising. 1am mainly

speaking about “information of a commercial nature” effectively, in order to preserve

equality between political parties, political advertising is strictly regulated by national

laws. But, does the principle of freedom of expression apply to information of a

commercial nature?

Regulating the content of advertising may present a danger if we take into
account the fact that according to the European Court of Human Rights the
“information of a commercial nature” falls under the protection o‘fArtidIe 10 of
the European Convention on Human Rights . However, within the framework
of the Council of Europe, either the European Commission or the European
Court built a second degree of protection giving the commercial speech less
protection than any other types of speech and information 6. The Court on
several occasions held that “the test of necessity should be a less strict one
when applied to restraints imposed on commercial ideas” .

The difficulty does not provide for the implementation of the political democratic
vaiue on the base of which the European Convention on Human Rights is
built, but mainly on the fact that there is a cliversity of social values: How to
obtain a uniform concept of “mora’” and “what is moral”!

Both the EC Directive and the Convention have alreacy regulatec the content
of acvertising. According to Article 13 of the Directive, “all forms of television
acdvertising for cigarettes and other tobacco products shal' be prohibited”.
Even i the Directive limits aclvertising of alcoholic beveraces, there is stili tre
question of political acverts.

Both the Council of Eurcpe Conventior and the EC Directive refer to Article 0. It could be noticec that in the US the First
Amendmenrt and thus the Supreme Court also protect the "commercial speech”.

According to the Court there must be a "pressing social need" for any restriction on this freedom of comunication and must be
proven to be rezlly necessary in & dernocratic sociely i.e. justifiable in principle and proportionate.

See for instance the Church of Scientoiogy case (1979).
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4.  Inthe European Commission, the main discussion during the negotiation for
anew Directive proposal relies on advertising and protection of minors. Under
pressure from the Scandinavian countries, the Commission will have to solve
the problem through the tremendous task of finding a compromise between
Scandinavian regulation (where advertising for children is not allowed) and
other Member States’ regulation where advertising for children, even if
regulated, is a good source of income for broadcasters.

Another debate still open atthe European level, is the problem of products prohibited.
In Brussels, the pharmaceutical companies lobby in order to obtain the right to use
sponsorship. Acompromise solution is proposed by the Council and the European
Parliament. Inthe last version amended, a new paragraph is added to Article 17(2):

“Sponsorship of television programmes by undertakings whose activities include
the manufacture or sale of medical treatment may promote the name or the image
of the undertaking and may not promote specific medical products or medical
treatments only available on prescription”.

How is the amount of advertising allowed calculated?

The problems of definition which | have just raised have direct consequences on
how the amount of advertising allowec in the daily transmission is calculated.

The example of ‘informercial’ illustrates the fact that the new form of advertising
can circunvent the rules. The question is how to qualify this new programming. It
seems that a distinction has o be made with teleshopping, the latest being “direct
offers to the publiic.” Could such ‘informercials’ be assimilated 1o spot advertising?
They are considered as a “scenic continuity” of the programme. However, it will be
easier to consicer this form of advertising as teleshopping: firstly, because this
type of prograrmming is more time consuming; secondly, because both programmes
are produced by the broadcaster or the producer of the programme.
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In order to clarify the calculation of the amount allowed, it seems that the new
proposals will take into consideration four categories: spot advertising, sponsorship,
teleshopping and informercial.

The amended Directive will probably allow an amount of 20% of the daily
transmission time for advertising spots, teleshopping spots and other means of
advertising. However, the transmission time for advertising spots will not have to
exceed 15% of the daily transmission time. Moreover, the amount of advertising
spots and teleshopping spots within a given clock hour will not exceed 20%.

The new developments are mainly linked to teleshopping. The channels exclusively
devoted to teleshopping will not have to respect, of course, such rules 8.

1l Co-operation between the Regulatory Bodies

A Diversity of socio-cultural traditions and the building up of the
European Market

1. Thetransnational dimension of Broadcasting raises a political question: how
to find a balance between, on the one side, the wish to foster the economic
development of the market, particularly the free movemen? of services
symbolised by Article 59 of the Treaty of Rome, and, on the other side, the
wish to respect the public interes?, i.e. the interest of the viewers and
censumers in a specific cu'ltura! environment.

o

The diversity of socio-cultural traditions is unavoidable. The draftsmen ofthe
Directive undoubtedly bore this fact in mind when they inserted Article 3 of
the Directive which 'eaves Member States free 1o recuire television
broadcasters, under their jurisdiction, to lay down mcre detailed or stricter
rules in the area covered by the Directive.

8. Accerding to the amended Article 1 8a: "windows devoted fo teleshopping broadcast by a channe! not exclusively devoted! to
teleshopping shall be of a minimum uninterrupted duration of 15 minutes. Their overall duration shall not exceed three hours
per day. They must be clearly identified as teleshopping windows by optical and/or acoustic means”.
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B The two sides of the principle of non-discrimination between the
broadcasters

1. The paradox of Member States having more detailed or stricter rules is that a
discrimination between domestic and non-domestic broadcasters could be
to the detriment of the former. Equity must be maintained between the
broadcasters.

Inorder to maintain this equity, only an institutional approach can be recommended:
a legal instrument to determine the law which applies - i.e. an agreement as it is
proposed for a new drafting of Article 2. Effectively, according to Article 2, each
Member State shall ensure that all television broadcasts transmitted by broadcasters
under its jurisdiction shall comply with the rules of the system of law applicable to
broadcasts intended for the public in that Member State. Moreover, they have to
ensure freedom of reception and shall not restrict re-transmission on their territory
except in the following cases:

> infringerment of Article 22 (protection of minors); and
* inthe case that during the previous 12 months, the broadcaster has infringed
the same provision on at least two prior occasions.

A co-operation between the regulatory bodies in charge of controlling the respect
by the Broadcasters of the regulation in force.

The European Flatform of Regulatory Agencies (EPFRA)

Through the European Platform of Regulatory Agencies (EPRA) and some of our

researches, we try to promote this legal certainty that most of the professionals

would like to find in order to benefit from the new economic developments with a
strategy based on a European legal framework and on fair competition.
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In the working group on Regulation and Media Policies of our European Television
and Film Forum we have had interesting discussions between regulators and
regulated broadcasters on how far regulations can go.

| have been arguing here not for over-regulation, but for clear rules that may give
more certainty and also for fair competition in the European market.

Television is undergoing a tremendous change, but still it has to respect the need
of serving the public interest.
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DISKUSSJONI

Is-sur Antoine Ellul: Segweijt b’interess kbir I-erba’ diskorsi li saru sa issa u forsi
inevitabilment hasseijt lili nnifsi nidentifika ruhi ma’ I-ahhar diskors Ii ghadu kemm
ghamel Professor Lange. Qieghed nghid inevitabilment ghaliex I-Awtorita hija korp
essenzjalment regolatorju u Professor Lange li gej minn Assoctjazzjoni u minn
ambjent li jhaddan korpi simili bhal taghna, allura ¢erti affarijiet li gal, bilfors ghalija
dehru familjari. Imma l-aktar haga li lagtitni hija li meta wasal fit-tmiem tad-diskors
tieghu qal li dak li kien gieghed jghid b'dagsekk ma kienx gieghed ikun avukat ta’
over-regulation, imma kien gieghed jaghmel il-punt ghal regolamenti éari.

Nahseb li din hija haga Ii hawn Malta tiswilna hafna jekk nenfasizzawha. U jekk
ikun hemm xi dibattitu fejn ¢erti nuqqasijiet Ii I-Awtorita geghda tinnota fir-
regolamentazzjoni tar-reklamar bic¢iet minnhom huma semplicement gejjin minn
injoranza ta’ xi jghid il-Kodi¢i u affarijiet ohra gejjin mill-bzonn li jkun hemm
aggornament tar-regolarmenti. Din hija haga, li sa kemm naf jien, I-Awtorita gatt
ra kienet kontra taghha, anzi l-Awtorita dejjern tkellmet b’mod i trid stazzjonijiet i
jkunu b’sahhithorn, u allura bl-ebda mod ma trid tohnog I-ghajn tal-fondi i I-
istazzjonijiet jghixu biha. Imma huwa fatt ukoll li I-Awtorita hija nkarigata bil-Ligi li r-
regolamentazzjoni li taghmel isservi ta’ protezzjoni ghall-konsumatur.

Dalghodu l-erba’ diskorsi I kelina hawnhekk, tnejn minn naha ta’ l-istazzjonrijiet u
tnein minn naha tal-korpi regolatorji, donnhom gishom jidhru 1i kien hernm xi livell
2’ konfrontazzjoni bejniethom. Jiena nahseb li fl-ahhar mill-akhar, iz-zewg setturi
zeghdin jighdu u ghandhom lighdu habel wiehed. Ghalkemm stezzion privat, |i -
‘skop primariu tieghu huwa li jaghme! il-flus, hadd ma jidho! ghal intrapriza jekk ma
ikurx jat i hemm i gliegh fl-ahhar mill-ahhar.

it gal Professor Lange stess dan huwa koncett legitimu ghall-arhar. Minn naha I-
ohra meta bniedem jidho! gha! intrapriza bhal ma huwa x-xandir, din mhix
semplicerment bhal intraprizi l-ohrajn kollha. Meta xi hadd gleghed jassumi l-inkarigu
'l Jopera stazzjon tax-xandir, wahda mill-affarijiet I zgurtghaddilu minn mohhu, huwa
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l-impenn ta’ responsabbilta li ser jidhol fiha ghaliex hawnhekk ghandu quddiemu
elufta’ semmiegha u telespettaturi u dak li jaghtihom bir-reklami tieghu (u r-reklami
huma parti essenzjali u integrali tal-programm) iridu jkunu b’'mod li ma jhallu ebda
dubju mohh min gieghed jarahom u jismaghhom dwar in-natura tal-programm.

Din hija haga li I-Awtorita geghdha thabbat wiccha maghha: li jkun hemm distinzjoni
bejn dak li hu reklam u dak li hu programm. ll-maggoranza ta’ I-istazzjonijiet din
japprezzawha. Forsis-setturi kollha jagblu li r-regolamentili jezistu llum ghandhom
jigu emendati b’'mod i jkunu jilgghu !-aspetti taz-zewg nahat.

Sadanittant, sfortunatament fuq Certi stazzjonijiet il-messagg reklamatorju gieghed
jigi mohbi fil-kontenut tal-programm, bl-effett li min gieghed jara I-programm f'dagga
wahda jigi ffaccjat b’isem ta’ xi prodott. M’hemmixx dik is-separazzjoni ¢ara u tonda
bejn reklam u programm. Ir-reklam huwa legittimu li jsir, imma jsir ’postu u f'waqtu.

Jekk nibgghu seirin hekk b’din it-tahlita, nahseb !i din mhix ser twassal ghal gid ta’
I-istazzjon u ser taghmilha ferm aktar difficli ghall-Awtorita li tikkontrolla b’mod
ragunevoli u car kif nahseb kulhacdd jixtieq.

Professor Lange: If | may add some points in the same direction, and now | am
speaking as an economist, the principle to start with is that competitior in the market
place is notorganising itse!f on a natural basis. Competition needs an infrastructure
and in broadcasting 't needs the technical infrastructure. The first step to organise
competition in broadcasting is to have a fair ground for the distribution of
crogramming. This is the one big challenge to have a level playing-field in the
technical respect. Butbeside this, there must be rules concerning fair competition.
You will never have competition if you leave it only to the power ¢f those who have
the money anc who can organise cut-throat competition. 't has to be organised oy
rules anc the rules are normally established by law arnd must be applied. There
have 1o be rules concerning fair competition and anti-trust rules concerning media

concentration. There have to be ru'es concerning contractual obligations, and there
have to be rules concerning consurmer protection. Thereby, private competition
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and commercial competition will develop in a framework of rules and these rules
are set by public institutions.

And this is the notion that is not often well understood. There is no normal natural
competition. If you take it like this, natural competition will be cut-throat competition.
It has to be organised competition within the framework of rules. So what we are
discussing here are these rules: how far they have to go and how far they are there
to foster fair competition on the one side and to help consumer protection on the
other side and how far they go in infringing upon the creativity and upon the profit-
making of the broadcasters themselves. How to find a balance in a framework that
opens up the competition on the one side and how much to leave to the creativity,
to the ingenuity of the broadcasters themselves to fulfil their own private task. ltis
not a discussion whether there should be an infrastructure or not. The infrastructure
of the rules is needed to organise fair competition.

Chev. Maurics Mizzi: B'referenza ghal dak li gal is-sur Ellul, irrid nghid i meta xi
hadd jidhol fi kwalunkwe business venture hernm responsabbilia kbira, spe¢jaiment
issa fil-kwadru tal- Company Actli gejja. Ahna, il-Mizzi Organisation, konxji li meta
dhalna fix-xandir in partecipazzjoni ma’ Smash Communications hadna |-istess
responsabbilta kif meta dhalna faffarijiet ohra. Jiena ma nikkontrollax I-istazzjonijiet
ta’ Smash Communications minn gurnata ghall-ofra, ghalhekk jeld hemm xi haga
' m’hix geghda flokha, jekk geghdin naghmiu xi dnub veniali, nipproponi i ssir
‘aqgha ma’ -Awtorita informall u jekl hemm xi haga hazina, insolvuha flimkien.

‘g-gur Vigtor Formosa: Qabel ma naghme! xi kummenti, xiaqt naghme!
osservazzjoni. Nahseb li kien ikun ahjar ghall-andament tad-cibattitu ta’ dalghocu
kieku nifirdu it il-kelliema ta’ filghodu mid-diskors prinéipali ta’ Professor Lange.
Tant kelina informazzion! fic-diskars principali 1 fista’ jkun i ser nitiifu xi ftit mifl-
impatt ta’ I-informazzioni i ceghdin nighdu. Xtaot li minn naha -ohra nzoemmu
sacajna fl-art biex ukoll niddiskutu puntifi tgaijmu mill-kelliema ta’ cabe! I ndirizzaw
problerni lokall.
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Xtagt nindirizza lis-sur Maurice Mizzi ghaliex ironikament meta tkellem fugq il-
prezzijiet u fuq id-dhul mir-reklami, kienet il-kumpanija tieghu, Smash Radio, i
zammet mar-reputazzjonita’isimha, li bazikament kissret kollox. Meta dahal Smash
Radio kien hemm struttura organizzata diga mill-istazzjonijiet li kien hemm gabel
dwar rati ta’ reklamar. Forsi dak iz-zmien ahna dehrilna li setghu kienu gholjin,
imma kien hemm |-opportunita li nhallu s-suq jiddetta. Perd meta dahal Smash
Radio fis-sug, ma hallejniex is-suq jiddetta u nizzilnihom drastikament ma’ I-art.
Dan gieghel hafna stazzjonijiet jiehdu passiimmedjati biex jaraw x’ser jaghmlu f'dak
li huwa dhul taghhom biex jiggustifikaw ir-rati li ser jibdew jitolbu lill-klijenti ma’ I-
ispejjez li kellhom. U hemmhekk nara xi ftit ta’ ironija.

Nghaddi ghal xi whud mill-kummenti li ghamel Prof. Lange. Nahseb li sfortunatament
bil-malti ma tantx ghandna differenza bejn il-kliem rule u regulation. Jiena nahseb
li apparti mill-fatt li hafna mill-kontenut tieghu kien indirizzat ghat-televizjoni milli
ghar-radju, perd jiena xorta wahda nahseb Ii veru li ghad baga’ lok i niddiskutu
rules as against regulations, perd minghajr ma nohonqu wkoll 'intergss ta’ min lilna
gieghed jaghtina I-flus. Irridu nzommu f'mohhna l-interess ta’ min gieghed jaghmel
ir-reklami li gieghed jaghtina I-flus, ghax tkellimna dwar l-interess tal-konsumatur,
tkellimna dwar regolamenti varji, pero s'issa ghadu hadd ma semma’ l-interess ta’
min jirreklama. Nahseb li hemm bZzonn Ii nzommu kollox fil-perspettiva biex wiehed
iohloq klima ta’ reklamar minghajr rma jkun kontra I-konsumatur, per® xorta wahda
iohrog éertu klima u interess biex l-advertiseripoggi I-flus fejn suppost ceghdin.

Mixtieg nitkellem ukoll bil-kappell ta’ bniedem !i imexxi i-Eden Century Film Centre.
Tejeb liwiehed isermmi ! hawn kumpanii fMalte [t hume ettrezzati hafna biex jaghmiu
acdlvertising films lokalment. Ghandna hafna ezempji taghhom. Tajieb li wiehed
isemmi i dawn diga geghdin hawnheklk, u ma nahsibx li hernm bzonn i naghm!u
iktar dittl lew kumpaniii biex lipprodutu dan -tip ta’ reklamar.

Chev. Maurice Mizzi: L-ewwelnet akna meta dhalna shareholders fis-Smash

Communications il-prezzijiet kienu diga baxxi. Ahna ma nistghux nadbdu u ntellghu
I-prezzijiet. Dan hu I-istess kaz bhal tal-karozzi Korejani li dehlin PMalta. Ghandna
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free trade fl-ahhar. U min irid ibaxxi |-prezzjijiet jista’ ibaxxihom. M’hinix gieghed
nghid li din geghdha tajba u jien personalment ma nagbilx maghha totalment. Pero
ma jistax xi hadd jghidli ghaliex gieghed inbaxxi I-prezzijiet, ghaliex izzid il-prezzijiet
tista’ tghidha. ll-karozzi Korejani per ezempju, dehlin bi prezzijiet baxxi hafna. Dan
hu l-effett tas-suq kif isib il-livell tieghu. Ma nistghu naghmlu xejn fuqu. Jiena
personalment, u mhux bhala Chairmanta’ Smash Communications, nagbel li nistghu
naslu fkompromess, u lest biex nitlaga’ ma’ kulhadd biex niddiskutu dan is-suggett.
Perd ma rridx li nigi akkuzat li ser naghmiu xi cartel biex nghollu I-prezzijiet. Nerga’
nghid li I-prezzijiet kienu diga nagsu qabel ma Mizzi Organisation dahlet bhala
shareholder. Perd nikkonferma dak li ghidt fid-diskors li ghamilt i hawn wisq
kompetizzjoni u ghal kull ghadma hawn mitt kelb.

Is-sur Victor Forrmosa: Is-sur Maurice Mizzi stess semma’ li filwagt I-PBS gieghed
jitlob Lm80 hu gieghed ibiegh l-istess spotbl-Lm4. Veru li Smash TV gieghed fuq
il-Cable, imma d-differenza hija inspjegabbli.

Chev. Maurice Mizzi: Fuq it-televizjoni s-sur Formosa ghandu ragun, imma wiehed
ma jistax jghid It Smash TV gieghed joffri I-istess facilitajiet u l-istess coverage.
Smash TV huwa limitat a paragun ma’l-ohrajn. Qeghdin nikkomparaw zew( affarijiet
kompletarnent differenti minn xulxin. Smash TV jista’ joffri coverage ta’ nofs il-
gzira, jigifieri l-prezzijiet taghna bilfors iridu jkunu baxxi specialment biex nidhlu fis-
sug. U sadattant ghad ghandna problemi biex insibu advertisers. Fir-racju
rm’ghandniex problema, imma fuq it-televizjoni hemm problema u rridu naraw
x'naghmiu biex nattiraw iktar reklami. Ghalhekljien ghidtlitkun haga tajba li Smash
TVimur terrestria/, biex b'hekk inkunu ugwali u mbaghad inkunu nistghu nghollu i-
prezziiiet dags tal-PBS u tas-Super 7 TV.

Frofessor Lange: When we discuss lowering rates end lowering trices, it 's possible
thatitis due o different kinds of productivity. Ifthisis so, this is the aim of competition:
that one who has the best producticn opportunities, gains the market. Butitis also
possible that somebody is taking profits out of another business to conquer the
market and he is reducing prices below those of the competitors. This is discussed
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under cut-throat competition and we need rules for this situtation. There is a third
possibility concerning the film market or the right for films on a global level. In the
United States they have such a big market for films that, if they have already written
off their production costs, they can sell thern in Europe for a very low price. This is
hampering the film industry in Europe and that is why we have a system of quotas.

| personally do not believe much in quotas, but | see the problem of unbalanced
competition in this field, we are therefore discussing how to foster quality
programming on a European level. | think we have to make a clear distinction
between the different reasons for lowering prices. If it is in relation to gains in
productivity all well and good as this is the aim of competition, but if the intention is
to conquer the market or to put others out of the market, then we need other rules
to cover this situation because this is not accepted as fair competition.

Is-sur Charles Mizzi: Nixtieq nghaddi kumment fuq l-ahhar puntimportanti li gajiem
is-sur Formosa. Infakkar li jiena sermmejt zewg ezempiji fejn I-agenziji tar-reklamar
flimkien mal-media wacqfu regulatory boards fl-Amerka ( The National Advertising
FReview Board) u fl-Ingilterra fuq l-istess bazi fejn certi regolamenti u kif jitmexxew
r-regolamenti tar-reklamar ghamluhom l-istess agenziji tar-reklamar u I-media bl-
inizjattiva ta’ I-ITC. Nahseb li Malta wasal iz-zmien li nippruvaw dan I-esperiment
forsi anke bl-inizjattiva ta’ I-Awtorita tex-Xandir. Jiena l-maggoranza ta’ l-agenziji
tar-rellamar nathom, huma nies serii, huma nies ta’ l-affari taghhom v ma narax
ghaliex, ghallingas bhala esperiment, m’ghandniex nippruvaw naghmiu xi haga
simili.

ls-sur Gieorge Mifsud: Nixtieq nindirizza !-kummenti tieghi fue dak li gaiis-sur Victor
~orrmosa, specjalment fuq ir-rati i beda jbased I-iSmash Radio. Apparti minn hekk
kign hemm anke movimen?! fein il-promoturi 12’ dan I-istazzion tar-radiv bdew
lippruvaw jagbzu l-agenzif tar-reklamar. Kien hemm sforz koncentrat biex propiu
Smash Hacdlio ighid lili-klijenti biex imorru direttament ghand -istazzion u b’hekk
Jiffrankaw minn 15% sa 20% fuq ir-rati. Din kienet iktar serja mit-tnaggis fir-rati u
nispera li ma tibgax issir ghaliex ahna bhala agenziji tar-reklamar, speéialment dawk



li huma sotji fl-Association of Advertising Agencies, qeghdin naghmlu minn kollox

biex nilgghu u nikkumbattu sfidi bhal din, u sfidi ohra ta’ min jidhol fis-suq u jopera
b’etika tal-gungla.

Is-sur Mizzi sermma wkoll I-kompetizzjoni fero¢i li hawn f'Malta. Dinil-kompetizzjoni
tezisti wkoll fostl-agenziji tar-reklamar. F’"Malta llum ghandna madwar 40 li jissejjhu
agenziji tar-reklamar bejn kbar, tan-nofs u zghar. Dan huwa numru fenomenali
ghal industrija li d-dhul taghha huwa bejn 6 u 7 miljun lira. Is-sur Mizzi sehag i I-
livell ta’ produzzjoni tar-reklami huwa baxx. Jien ma nagbel assolutament xejn.
Fil-fatt nixtieq nistieden lis-sur Mizzi u nurih x’jezisti fis-sug. Hawn mill-ingas hames
kumpaniji li jipproducu commercials u anke programmi ghat-televizjoni. Bejn dawn-
il-hames kumpaniji jezisti investiment ta’ Zgur mhux ingas minn Lm700,000 li jekk
tikkomparah mas-suq huwa kwazi 10% ta’ l-ispiza totali tar-reklamar. Dawn is-
Lm700,000 jirrapprezentaw l-investiment fl-attrezzatura teknika biss. Dawn il-hames
kumpaniji geghdin jimpjegaw bejniethom talent li jiswa hafna flus. Producer jew
tekniku ta’ I-ghola kategorija ma zZommux mieghek b’'ingas minn Lm10,000 sa
Lm12,000 salarju fis-sena. Apparti minn hekk it-talent huwa tajjeb hafna. Nista’
nassigurakom li x-xoghol ta’ dawn il-kumpaniji kuitant lahagq livell ewropew. Jiena
naf b’kazi fejn producers tal-BBC, li kienu hawn Malta geghdin jaghmlu xi xoghol
ghall-PES, gew esposti ghal dan it-tip ta’ commercials u dawn fahhru I-livell gholi
ta’ dawn il-produzzjonijiet.

Fe naghmilha ¢ara: isiru commercials li tisthi tarhom u nisthi jien li geghdin johorgu
mill-incustriia tar-reklamar, perd wiehed irid iara wko!!, biex inkunu gust, it-total tal-
budgets ! [kollhom disponibbli. Jiena naf bl klilenti I ippretendu i b’Lm200
taghmitthom commercial. Qieghed tuza malkkinariu i iswa Lm250,000 i iiswilek
bejn Lm100 v Lm200 kulium biex topereh, thallas it-talent, il-muzika, u tikkrea kuncett
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PMalta, wiehed irid jara -budgets aliokati ghalih wioll, Nista' nikkorferma wkol i
gew maghmula commercials ta’ livell internazzjonali !i tista’ tpoggihom fug
kwalunkwe stazzjon tat-televizjoni ewropew. Pero |-budgetli kien allokat ghalihom
kien ta’ bejn Lm25,000 u Lm30,000. Dan ifisser i YMalta ghandna t-talent u |-

54



makkinarju biex nipprodu¢u commercials tajbin skond il-budget li wiehed ikollu.

L-ahhar haga li nixtieq nghid hi li I-agenziji, fil-maggor parti taghhom, spec¢jalment
dawk liilhom hemm ghal hafna snin u jgawdu I-fiduc¢ja ta’ klijenti serji 'Malta, jallokaw
I-budget ghar-reklamar tal-klijent taghhom mhux minn ghand min jiehdu I-aktar
kummissjoni, ghaliex dawk il-media li jaghtu kummissjoni akbar lill-agenziji,
normalment ikunu dawk li jaghtu I-inqas udjenza effettiva fis-sug. Jista’jkun ghaliex
dawn il-media jkunu ghadhom jibdew, ikun ghadhom zghar allura jaghmlu minn
kollox biex jidhlu fis-sug. L-agenzijijallokaw il-flus skond x’tip ta’ udjenza, kemm fil-
kwalita u kemm fin-numru, u kemm fil-hinijiet li dak I-istazzjon jista’ jipprovdi. Fl-
istess hin l-agenziji jippreferu dawk il-media li jaghmlu ricerka biex jippruvawlina,
bil-fatti, min hija I-udjenza taghhom. lllumI-agenziji geghdin jaghmlu uzu minn dawn
ir-ricerki u audience profiles, biex qabel ma jikkommettu I-flus tal-klijenti taghhom,
jaraw li geghdin jiehdu gwadann ghall-klijent taghhom.

Chev. Maurice Mizzi: Nixtieq nirrispondi ghall-ewwel punt li s-sur Mifsud gal Ii xi
hadd mill-istazzjon ta’ Smash Communications ipprova jagbez lill-agenziji tar-
reklamar. Jekk ghamlu hekk, ghamiu hazin. Jiena ma kontx naf b’dan l-agir u fi
hsibni niehu passi internament. Madankollu rrid nghid li ahna naccettaw klijenti I
Jigu direttament ghandna. Is-sur Mifsud semma wkoll li hawn 40 agenziji tar-
reklamar. Dan jikkonferma |-punt li ghicltjien li ahna hawn geghdin nghixu go ‘cut-
throat island’. Jiena niftakar Ii xi ghaxar snin ilu kien hawn hames agenziii tar-
reklamar, u P'daqga wahda, fethu dawn l-agenziii koilha.

Dwar it-tielet punt tas-sur Mifsud ifena ghidt Ii -lewalita ta’ dawn il-commercial fiims

reri tilhac livell gholi. Jiena ma ghicx /i gatt ma jiirqu Tivell gholl. Hemm films |i
geghdin jilhqu livell gholi.

Bhala ex-chairman tal-Mediterranean Film Studics, meta kien iigi biex isir xi
commercial film kont niehu gost ghaliex konna nistghu nicéargjaw li rridu.  Meta
«ienu jigu xi whuc bhal producers ta’ Cutthroat Island jew ta’ Popeve, ahna konna
nkunu obbligatilinnaqggsu I-prezzijiet minhabba kompetizzjoni gawwiia. Mill-banda



l-ohra fuq il-commercials ma kellniex problema ta’ limiti ta’ nfieq, ghaliex dawn il-
producers kienu mdorrijin jonfqu I-eluf ta’ liri barra minn Malta. Hemm distinzjoni
kbira fil-prezz, u I-films li jsiru hawn Malta jaghtu iktar value for money a paragun
ma’ l-infig li jsir barra minn Malta.

Mons. Fortunato Mizzi: ll-problema li ghandna globali bhalissa fil-mezzi tax-xandir
u fir-reklamar huwa rifless, huwa sintomu ta’ sitwazzjoni li ghandna fil-pajjiz u ta’
sitwazzjoni li ghandna fil-qasamn tax-xandir in generali.

Ghalija I-fattur principali ghal dak li jirrigwarda x-xandir hija I-istess Ligi tax-Xandir.
Mhux fl-iskopijiet taghha (I-iskopijiet taghha huma kbar, importanti, huma
fundamentali) imma l-mekkanizmi li dahhlet fil-qasam tax-xandir kif konna nahsbu
ahnatal-Moviment Azzjoni Soc¢jali. Meta konna rajna I-kuntrast kbir li hemm bejn il-
White Paper u dak li gara fil-Ligi kif saret, mill-ewwel ghidna li din hija legislazzjoni
i ser tippromovi iktar minn pluralizmu kulturali, ser tippromovi I-pluralizmu ta’ min
ghandu l-izjed flus. U nahseb li fil-fatt hekk gara.

Ghalina, bhala Radju MAS, ippruvajna nkompiu dak kollu li ghandna f'idejna fil-
gasam tax-xandir ghaliex kellna prin¢ipju fundamentali i ghalih ridna niggieldu. Wara
li kkumbattejna d-draft tal-Ligi kif stajna, meta rajna li ma rnexxiiniex kellna bilfors
nidhiu fl-istess gasam tax-xandir biex inkamplu kemm jista’ jkun ingibu ftit pluralizrmu
kulturall awtentiku, Ghalila -preblema principali hija I-istess Ligi ! rridu nirrevedu
racikalment mhux ghal-iskopiiiet fundamentali taghha imma ghall-mekkanizmi i
chandha fiha. Udan anke ghaliex iddahlu hatna kontrolli i m’humiexckontrol! xein

fix-xandir in generali, mhux PMalte bise imma kullimkien. L-agwa kontre!! huwa

dalclilium il-mezzitex-xandir stess laghtu. Jigifieri -ecwa regolamentazzjoni ceghda

rin jisma’u Fmin jara. Hemm aeghdea r-regolamentazzioni.

_-agwa «ontroll i ghandna, ahna ! ceghdin f'danil-qasam, huwe I-istess sermmiegha
taghna, l-istess telespettaturi taghna ghaliex meta jridu jitfulna, meta iricu
jikkancellawna. Hemm l-akbar kontroll. Dik hiia n-natura tax-xandir lighandha fina
nnifisha diga I-kontroll tal-kwalita u tal-livelli. ll-problema tal-kontro!li ghandha tkun
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solvuta b’'dan il-kriterju li I-kontrolli jridu jkunu I-ingas possibbli, I-iktar fundamentali,
I-iktar importanti, imma mhux kontrolli zejda. Fuq kollox kif jghidu I-Latini Plurime
leges civitas pessima - fejn ikun hemm wisq ligijiet I-Istat ikun fl-aghar sitwazzjoni li
jista’ jkun. U allura jekk nixtiequ li jkolina sitwazzjoni kemm jista’ jkun naturali
minghajr kontrolli artificjali, nahseb li ghandna bzonn li I-kontrolli nhalluhom izjed
fidejn it-telespettatur u s-semmiegha ghax I-agwa kontrolli huma t-telespettaturi u
s-semmiegha.

Haga importanti hija li ahna tal-mezzi tax-xandir ghandna bzonn nersqu lejn xulxin.
F’sitwazzjoni fejn ghandna hafna sfidi, sitwazzjonijiet ta’ diffikulta u anke ta’ riskju
ta’ l-istess ezistenza, inhoss li s-soluzzjoni m’hix geghda filli nikkompetu zzejjed
ma’ xulxin imma pjuttost li nersqu iktar lejn xulxin. Jiena kont nissuggerixxi i kemm
jista’ jkun nersqu izjed lejn xulxin u naghmlu xilaggha apposta ghaliex jien nahseb
li kemm ekonomikament, kernm moralment, kemm kulturalment, u kemm ghal I-
istess soppravivenza taghna hemm bzonn li nersqu verament lejn xulxin. F'dan il-
kaz nistghu nimxu fug il-proverbju ingliz /f vou can’t beat them - join them. Jekk ma
nistghux nikkumbattu lil xulxin, allura ninghagdu flimkien. B’dan l-appell inhoss li
ghandi nersaq lejn il-konkluzjoni li kemm-il darba rridu i jkolina iktar sucéess, irid
ikollna koordinament bejnietna I-mezzi tax-xandir, koordinament ma’ l-advertisers
u ma’ dawk lighandhom il-flus tar-reklamar fidejhom. B’hekk nahseb li nkunu bdejna
t-*rig lein soluzzjoni ghall-problemi kbar u gravi Il ghandna bhalissa.

Dr. Dominic Fenech: Xtaot nghic i haga fug subliminaliew surreptitious acdvertising
ghaliex dan huwa sug¢get! i ahna fl-Awtorita tax-Xandir interessat! hafna fih -
‘'ssemma minn i kelliem dalghodu perd d-diskussioni mxiet fug binarii different
minn dawn. Naturalment kuihadd gieghed relevanti fug is-suggett. Ghadni kemm
ikkonsulteit mac-Chief Executive taghna u jiena sorpriz illi I-Awterita ghadha gatt

me kellha pretesta rminn nahata’ membrifin-negoziv jew minn nahata xi kumparniia,
minn naha ta’ xi produttur jew xi importatur kontra subliminal jew surreptitious
advertising. 'nsibha stramba jiena, ghaliex meta jkun hemm xi zbilan¢ politiku,
zghir kemm hu zghir, in-naha -ohra mill-ewwel tipprova tikkoregi -izbilan¢. Fein

ikun hemm din il-forma ta’ unfair advertising, li kif nafu gieghed isir, hija stramba li I-
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kompetituri fin-negozju ma jagbzux u ma jipprotestawx kontra dan it-tip ta’reklamar.
Forsil-komunita ta’ negozjanti ghandhom ikunu iktar konxji ta’ dan it-tip ta’ reklamar
biex innehhu dan ir-reklamar ingust.

Il-punt I-iehor li xtagt naghmel fuq surreptitious jew unfair advertising huwa li hemm
periklu li meta prezentatur, jew producer, jew min huwa responsabblita’ xi programm
partikolari fejn issir din il-forma ta’ surreptitious advertising, bhal per ezempju meta
jkun hemm xi flixkun li jiddawwar b’mod i tidher it-tikketta quddiem il-camera, jista’
jkun hemm periklu li I-flus li jinghataw biex isir dan it-tip ta’ reklamar ma jmorrux fil-
post li ghandhom imorru.

Is-sur David Azzopardi: Il-problema li nqalghet fug dan it-tip ta’ reklamar saret fuq
il-kaz ta’ wiehed mill-ewwel programmi li I-kumpanija tieghi, RGB Television
Productions, ipproduciet flimkien mal-PBS Co-production Ii kien jismu Gourmet .
Kellna I-isponsorship u ghax kellna kollox biex naghmiu produzzjoni ta’ kwalita
gholja, ingalghet id-dinja. Dwar il-programmi lisaru qabel Gourmet gatt mangalgha
xejn. Nixtieq nistagsi lill-Awtorita kemm hemm programmi li hurna illegali fuq it-
televizjoni.

Sena ilu kont naghmel programm iehor jismu Gallarija u konna nkiudejna fih The
History of the Coke Bottle u The History of Ferrari, Dawn l-inserzjonijiet huma kollha
!legali ghal-Ligi maltija, imma mhux ghal-Ligi taliana jew ghal-Ligi ingliza u ofrajn.
Dawn l-affarijiet tista’ tirrispondi ghalihom I-Awtorita, imma ahna bhala producers
ma nistghux inkellmu lill-Awtorita, ghaliex I-Awtorita taghraf biss lit-trasmettitur.
Nirringrazzia lill-Awtorita talli hallietni naghmel ll-programm u nispi¢tah sa l-aRhar,
ghaliex ma kelli il hadd I jigbidli l-attenzjoni i l-programm kien kontra I-Ligi tax-
Xandir. Programmili saru gabel bhal Sug ghax Sebah, l-Erbgha fost il-Gimgha iew
Gallariia aatt ma ¢raihom xein. Meta tHagsa I-programm 'Gourmet ingalgha kollox.
Minix gieghed nghid 1 l-Awtorita jew iI-PBS ghamiu Razin, imma hernmm xi haga
hazina. i-Ligi geghda nemm gha! kulhadd. ARna naghmiu programmi televizivi
bhala passatemp. Jekk irricu nahdmu commercials allura naghmiu felevision
commercials. Smash TV kemm-il darba offra biex jaghmel television commercials
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b’xejn sakemm il-klijent jalloka r-reklamar tieghu fuq I-istazzjon.

Chev. Maurice Mizzi: Huwa veru li Smash TV joffri biex jaghmel television
commerciais b’xejn lill-klijenti tieghu, imma dan ikun parti minn package deal. Dawn
il-commercials ma jkunux ta’ certu livell professjonaliimma jservu biex il-klijent ikun
jista’ jidher fuq it-televizjoni taghna.

Is-sur Antoine Ellul: Nirringrazzja lis-sur David Azzopardita’|-RGB talli tani l-ispinta
u l-opportunita biex nghid xi haga fil-qosor fua problema i hija prevalenti hafna u i
sfortunatament hija emmnuta imma emmnuta b’mod hazin. Din l-asserzjoni li |-
Awtorita thares lejn xi hadd biss u tinjora xi affarijiet ohra li jkunu geghdin isiru madwar
mhix korretta. Is-sur Azzopardi staqsa per ezempju kemm hawn programmi, jew
kemm hawn stazzjonijiet li m’hurniex josservaw ir-regolamenti. Ir-risposta onesta
hija li veru hawn hafna programmi fuq diversi stazzjonijiet li jinjoraw ir-
regolamentazzjoni li suppost josservaw fl-interese ta’ I-udjenzi taghhom.

jekk kellhom iqumu jitkellmu, zgur li kulhadd jghid Ii I-Awtorita gabdet mieghu u
ghaliex mhix geghdha tara lil haddiehor. Meta taraha fit-totali taghha, tasal ghall-
konkluzjonili I-Awtorita m’hi geghdha taghmel I-ebda diskriminazzjoni bejn stazzjon
u iehor. Qechdha tigbed I-attenzjoni, bil-prudenza, fejn hemm in-nuggasijiet lill-
istazzjonijiet kol'ha. Imma ghaliex ma togghodi boandar x'ghamlet ma’ dak u ma’
I-iehor huwa forsi konvenienti li wiehed jghid /i I-Awtorita geghdha tagbad ma’
stazzjor wiehed jew ma’ programm wiehed. Biex inkun iktar specificu fug il-kaz i
semma g-sur Azzopardi semme ¢ programmi 1 kienu saru cabel fein l-element
reklamatorju fil-programmi kien kwazi sfaccat dags kemm forsi sete’ kien f'éerti
programmi ohra,

Ma nafx jekk nistghax nistieden lis-sur Tony Mallia biex jitkellem dwar r-
repprezentazzionijiet !l -Awtorita kienet ghamlet dwar programmi minn gabel,
rapprezentazzjonijiet bi prudenza u b'mod kemm jista’ jkun ragunevoli. Fejn kien
hemm nuqqasijiet dejiern gbidna l-attenzjoni ghalihom, kien hemm ¢ertu affarijiet !i
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ngalghu gabel ma dahal is-sur Tony Mallia fil-kariga. 1I-files taghna huma mimlija
b'ittri fuq dan is-suggett, u dawn huma prova ¢ara u zgur ma nistghux nigu kkritikati
b'diskriminazzjoni bejn stazzjon u iehor. Din l-akkuza dagsxejn ingusta li I-Awtorita
tagbad ma’ dak u ma’I-iehor nahseb li wasal iz-zmien li tispiéca ghal kollox.

Is-sur Tony Mallia: Kif ghidt fid-diskors tieghi, jiena niddjaloga regolarment ma’ I-
Awtorita. F'dawn I-ahhar xhur li iini il-PBS kelli hafna djalogu maghha dwar certi
programmi. Naturalment il-programm Gourmet kien programm li holgiina hafna
diffikultajiet u anke xi ftit konfront ma’l-Awtorita. Huwa veru li éerti programmi simili
ta’ qabel kienu xxandru pero skopreit li kien hemm ukoll battalji shah fejn I-Awtorita
kienet ghamlitha ¢ara Ii dak it-tip ta’ programmi ma tridhomx. Mill-banda |-ohra,
wiehed irid jghid li kultant thoss dan l-isparigg.

Wahda milli kienet urtatni immens kienet meta hadt sehem fi programm li, bl-iktar
mod sfaccat, kien gieghed il-hin kollu jirreklama x-xorb li kellu warajh il-barman u I-
ikel li konna qeghdin nieklu. Kieku dawn |-affarijiet ghamilthom fuq xi programm
tieghi nahseb lil-ghada fil-ghodu kont nir¢evi xi telefonata mill-Awtorita u s-sur Ellul
«ien jiddjaloga mieghi fit-tull Ma nafx jekk ma’l-istazzjon I-iehor sarx dan id-cljalogu.
Nimmagina li sar u thossha li forsi ghad jidher li hemm ¢ertu sparigg. Naturalment
kulhadd ihoss meta jirfsu I-kallu tieghu. .

Is-sur Philip Incorvaja: Mons. Mizzi semma haga importanti fejn gal li fl-ahhar tal-
gurnata ceghdin Fidejn is-semmiegha u Fidejn it-telespettaturi. Jiena nhoss i fil-
fatt ma tajnix importanza kbira lil dan l-aspett. Tkellimna fug regolamentazzjoni,
fugkontrollu fua bilané. Fil-kez tar-radiu, f'dawn l-ahhar erba’ snin fienarajtimxeina
" cuddiem minn price marketghal guality market. Erba’ snin ilu Smash Badio kienu
ioffru I-iktar rati baxxi, u l-udjenza kienet qawwija hafna, mela kien jagbe! lir-
reklamatur biex imur fug dan l-istazzjon partikolari ghaliex kellu ucjenze vaste oi-
ingas spejjez. imme fl-ahhartal-gurnata min ser jiddeciedi jekk dak ir-radju hux ser
jioga’ gaib i-ewwel tlett stazzjonijiet popolari.

Zmien ilu konna nghidu ghaliex dak |-istazzjon ghandu dak il-partit jissussidjah u I-
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istazzjon I-iehor ghandu partit iehor warajh, l-iehor ghandu I-Knisja warajh, |-iehor
ghandhu organizzazzjoni vasta. Xorta wahda jissussidja min jissussidja fl-ahhar
mill-ahhar huwa s-semmiegh u t-telespettatur min jiddeciedi. U nahseb li ahna
geghdin nimmalinnjaw lill-konsumaturi gishom ma jifhmux. Mons. Mizzi gal fi lill-
konsumatur irridu naghtuh messagg ¢ar, onest u informattiv. Jekk naghtuh messagg
car, onest u informattiv dan ser jisma’. Imma jekkimbaghad ingarrqu bih, dan jagleb

minn stazzjon ghal iehor - dak li nsejjhulu zapping.

Tkellimna wkoll fug injection aclvertising. Ghaliex inghad li huwa hazin? Min ma
jaghmlux tajjeb I-injection advertising ser isib li dak it-telespettatur ser jagleb I-
istazzjon. Jiena personalment hadt gost nara dik il-loghba tal-Juventus fug TVM,
imma meta rajt li certu injection advertising kien gieghed ihassar ¢ertu azzjonijiet
tal-loghba qlibt ghal fuq Canale 5. Jien iddecidejt i naqleb I-istazzjon mhux
haddiehor iddec¢ieda ghalija.

Is-sur Charles Mizzi qal li ha gostli I-advertising spots waqt I-ahbarijiet tat-televizjoni
issa m’'ghadhomxisiru. Bhal majafis-sur Mizzi, fil-gazzetti ghadhom sal-lumn jidhru
reklamifil-faccata li hija specifikament allokata ghall-ahbarijiet. Jekk naraw il-gazzetti
tal-lum kollha ghandhom xi reklam jew iehor fl-ewwel pagna galb l-ahbarijiet, dawn
hadd ma jwaqqgafhom.

li-lewalitd u -innovazzjoni tal-programmi kienu success. Fil-fatt innutajt li certl
programm! televizivi huma mimlijin reklami, ghaliex jafu li hernm l-udjenza. L-agenziii
tar-reklamar fixtru l-ucienza. Nirrepet! I kernm -lowalita v kemm l-innovazzjonijiet
fil-programmi jaghtu frott ghaliex il-konsumatur, fl-ahhar mill-ahhar, fiddediedi, Fl-
ahhar tal-gurnata, jekk jien inkun irrid naghmel xi kampanja tar-reklamar fuc xi
rmediumjew iehorirrid inkun naf kemm jiswieli biex nithag e'f ruh. !l-cost per thousand

g T

irid tkun relatat ma’ kemm il-medium jithag nies. Nahsed i n-nul

e
m

lowaluniowe mediurm hija ddettata mill-kwalité tal-programmi ghalneldchemm bzorn
I wiehed jaghti importanza kbira lill-kwalita fil-programmi.

Ahna geghdin nghixu go ekonomija ta’ suq hieles ghalhekk jien ma nagbilx mal-
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kontrolli u protezzjoni zejda, ghaliex, fl-ahhar mill-ahhar, huwa I-konsumatur i
jiddecied..

Is-sur Charles Mizzi: Nixtieq nigbed |-attenzjoni tas-sur Incorvaja I mhux jien biss,
imma anke I-Ligi taghmel differenza kbira bejn il-front page ta’ gurnal u I-bulettin ta’
l-ahbarijiet fuq it-televizjoni. Fil-fatt skond il-Ligi, bulettin ta’ I-ahbarijiet Ii jkun ingas
minn 30 minuta ma jistax ikollu break kummer¢jali. Ma nafx jekk dan kienx il-kawza
li m’ghadux ikun hemm break kummercjali billi dan l-ahhar il-bulettini ta’ l-ahbarijiet
tnagqgsu minn 30 minuta ghal xi 20 minuta. Jiena nippreferi I jkun hemm numru ta’
reklami qabel u wara I-ahbarijiet, imma jiena nhoss li fejn jidhol gurnalizmu televiziv
P’bulettin ta’ I-ahbarijiet ghandu jibda u jispiééa b’dak Ii huwa ahbar.

Professor Lange: | think that to leave the problem of control and protection to the
listeners and to the viewers is too simplistic. By arguing that once we have a free
market economy the consumer has to have the final decision if he wants a specific
programme or not is not acceptable. For example, in the field of aviation we need
safety regulations. We cannot leave it to the consumer to take the decision
concerning safety. A carrier with low prices can get many consumers, but there
may be more accidents and we cannot accept this. There has to be at least a bottom
line of regulations concerning safety. For example, the protection from the current
‘ncidence ofthe mad cow cisease cannot be left o the consumer. We have 1o have
strict consumer protection. There are many popular television shows in the United
Stetes that are taken off the air because the advertisers say that they do not a'tract
the right audience. If a programme is sponsored by a middie car procucer anc
cliscovers that the programme attracts & high percentage of small children on cne
side and elderly pecple on the cther side, he withdraws his sponsorship and the
show is taken off the air, even if it has a popular and broad audience. In reality the

choice is not made by

ine consumers, buttis mace by the advertisers. Thatiswhy
we are ciscussing the rules that are governing acdvertising and sponscrship inthis
field.

Is-sur Philip Incorvaja: By this argument we seem to have minimised the importance
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of the consumers’ right of choice. |1 do acceptthatthe analogy with the airline industry
was correct. Of course you need regulation for that. Where health and life are
concerned of course we need protection of the consumer. But we have 12 radio
stations, 3 television stations and as long as these rules and regulations apply to
every single station, we have no problem. However, | think we must try to treat the
consumers as intelligent human beings.

Is-sur Tony Mallia: Nixtieq naghmel kumment dwar ir-reklami wagt I-ahbarijiet. L-
ewwelnett ahna, I-PBS, wacqaafnihom peress li I-bulettini gew imnagasa minn nofs
siegha u saru ta’ ghoxrin minuta u allura, skond il-Ligi, ma nistghux ninterrompu I-
ahbarijiet. Naturalment, jiena ma nagbilx li I-ahbarijiet ghandhom jigu interrotti.
Nagbel mal-Ligi, pero forsi rridu niddiskutuha iktar fit-tul. Jiena gieghed fug il-Kumitat
Ewropew tat- Transfrontier Television Convention, fejn anke bejn pajjiz u iehor ikun
hemm hafna dizgwid.

Per ezempju, min jara l-ahbarijiet tal-BBC Prime, dawn ma jieqfux ghar-v’reklami &’
xi prodott jew iehor. Per0, jezisti dizgwid fl-interpretazzjoni bejn stazzjon u iehor,
sahansitra wasalna biex niddiskutu anke x’hinu reklam. Reklam ta’ prodott ma
tistax taghmiu, imma reklam ta’ programm tista’ taghmlu? Ghalhekk hemm bzonn
nahsbu dagsxejn fug il-Ligi ta’ Malta tal-1991 u forsi anke fil-gasam ewropew.

lz-sur Wevin Drake: Jtag: naghmel osservazzjonijiet cosra dwar I-industriia tar-
radju iktar milli tat-televizjoni. Tnein mill-kelliema precedenti tiellmu hafna dwar ir-
regclamentazzion! tar-reklamar. Jiena onestament nemmen Ii bhalissa mhux iz-

zrmien i ssir pressioni zeida fug listazzioniiiet tar-raciu, v fug -industriia tar-raciu

dwar ir-reidamar, minhabba I-fatt i l-industriiz geghda batuta hafna. Jiena nemmen
bir-regolament! v I ssir pressjoni biex dawn ikunu applikati, izda, idealment

Peirkostanzi fejn jkur

Chidtlil-industrija fl-opinjoni tieghi ceghda #it batuta specialment jekk wiehed ihares
lein id-dhul mir-reklamar. Hemm hafna fatturi, wiehed minnhorn huwe. ¢-Cirku vizzjuz
li -reklamar gieghed jongos. Minhabba hafna fatturi anke I-kwalita tal-programmi
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geghdhatongos. Fatturimportanti hafna iehor, ghandu x’jasam mar-rati tar-reklami
ta’ kwazi l-istazzjonijiet kollha. Kien hemm consensus li wiehed mill-fatturi li gab
dan l-istat ta’ fatt kien li, kwazi mill-bidu nett tal-pluralizmu fix-xandir, is-Smash Radio
verament kien kisser il-prezzijiet. Imma ahna wkoll konna komplici ghaliex I-
istazzjonijiet l-ohra flimkien stajna, kiekuridna, nirrezistu izda kien hernm daghdigha
biex wiehed ikollu kemm jista’ jkun reklamar possibbli. Kienu komplici wkoll ¢erti
agenziji i, fuq bazi konsistenti, kienu geghdin jiehdu vantagg li l-istazzjonijiet tar-
radju kienu geghdin joperaw f'cut-troath island litteralment u bdew jinnegozjaw il-
prezzijiet u jippruvaw igibu prezzijiet kemm jista’ jkun irhas biex jidhru sbieh mal-
klijenti taghhom.

Dawn il-fatturi kollha ghenu sabiex naslu f'din is-sitwazzjoni. Kulhadd jagbel limeta
nikellmu fuq perception of quality, kif individwu, kemm reklamatur u kemm
kumpanija, iharsu lejn il-valur tas-servizz, I-element importanti huwa I-prezz. Hafna
drabi ssib Ii meta I-prezz ikun gholi, jew almenu ragunevoli, wiehed jahseb li jkun
gieghed jiehu good value for money. ll-rati baxxi kienu I-fattur principali i
kkontribwixxa biex il-perception of quality minn agenziji tar-reklamar u mir-
reklamaturi jkollhom opinjoni baxxa ta’ kemm hu effettiv ir-reklamar fuq ir-radiju.

Chev. Mizzi qal li forsi wasal iz-zmien li jgholew il-prezzijiet, izda ma nahsibx li wiehed
Jiste’ jagbad u jgholli I-prezzijiet kif gieb ulahag. Wiehed mill-aldtar kriterji important
I gieghed jattira reklamar fuq ir-radju huwa -fatt i r-rati huma irhae. M'ehadux
gieghed isir wisg enfasi fug kemm hu effettiv ir-reklamar fug ir-radju ghaliex il
common denominator huwa |-prezz. Nehseb li wasal iz-zmien | jsir sforz kollettiv
bein l-istazzioniliet kollha U anke ma’ l-egenziii tar-reklamar biex jigu fissati certl
ii jaghtu direzzjoni kif wiehed jista’ iibde jgho'll, bil-med il-mad, -

kriteril general
erezzijiet u anke nghollu l-immagini tar-radiu. U mbaghad wara nahseb i ikun iz-

zmien ! jeir eforz fug ir-regolamentazzioni seria dwar ir-rexamar.

Chev. Maurice Mizzi: Jiena m'ghidx i ser jgholew i-prezzijiet. Ghidt ! jekk niltagghu
biex nghollu -prezzijiet ikun hemmformata’ cartel, u «if jaf kulhadd, din tmur kontra

I-Ligi. Jien personalment nixtieq li l-prezzijiet igholew sakemm id-dhul jibga’ gej |-
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istess ghall-istazzjonijiet. Sfortunatamentf’xenarju ta’kummerc hieles, malli wiehed
ibasxi l-prezzijiet, l-istazzjonijiet I-ohra jirrejagixxu. L-ewwel haga li titghallem fl-
ekonomija hi li jekk ikollok wiehed li ghandu hamsin fil-mija tas-suq ta’ ¢ertu prodott
u jkollok iehor bl-istess sehem tas-suq li jkollu I-istess prodott bl-istess prezz u
kwalita, jekk wiehed inaqgqas il-prezz, in-nies jibdew jimxu minn wiehed ghall-iehor.
Meta jigri dan I-iehor ikollu jbaci I-prezzijiet ukoll, u dan gara fil-kaz ta’ l-istazzjonijiet
tar-radju. Jiena kontra dan l-agir, ghaliex huwa suwicidju kummer¢jali. ll-fatt hu li
dan gara erba’ sninilu u nissuggerixxi biex niltagghu u nippruvaw insolvu I-problema.

Is-sur Charles Xuereb: Fugq ix-xandir edukattiv fl-Ewropa, u anke nahseb fid-dinja
in generali, gieghed ikun hemm enfasi gdida li ser tolqot liina ghada pitghada. Mhix
dagshekk fugna ghalissa illi I-programmi edukattivi geghdin jidhlu fi slots popolari li
jigbdu reklami u jigbdu wkoll hafna sponsorship. Jekk issemmi Trouble With Men
fuq iI-BBC li jixxandar fit-8.30, Baby It's You fuq Channel 4, Sphinx fuq ZDF tal-
Germanja, u La Cinguiéme ta’ Franza ghandek stazzjonijiet shah bhad-Discovery
Channel li geghdin ikunu kwazi totalment edukattivi. Dawn kollha geghdin ikunu
mimlijin reklami. Sintendi t-tradizzjoni fix-xandir fl-Ewropa, inkluza fl-EBU, hija li
programmi edukattivi, forsi minhabba x-xandir lejn il-minorenni, ikunu salvi minn
reklamar u sponsorship. Imma jidher li La Cinguiéme, sa fejn naf jien, gieghed
diga fil-qorti fug dawn l-affarijiet. Discovery Channel/ghalkemm ghandu xi 1% fid-
dinja kollha, diga beca jopera chain shops fl-Amerka fejn ibieghu I-gugare!li u I-
fossili v affarijiet obra li lirreklamaw fuq l-istazzion taghhom. Jigifieri nakseb mexjin
' hernm. Meta -Professur Lange taghna l-ezempju ta’ l-iskancdinavia jidher If -
Ewropa tinstab ukoll prezenti din il-probleme. Forsijistax Professur Lange ighidiina
x'gieghed jistenna mill-fora ewropej !

kun hemm xi bidla racikali f'dawi I huma

regolamenti ta’ xandir fug programmi edukattivi inkiuzi dawk tat-tfal ta’ taht I-eta.

Frofessor Lange: | do notthink thet there will be a radical cnange in the regulation
of broadcasting specifically concerning children’s progremmes. Whetwe are seeing
at the moment is that the European Parliament is in favour of strengthening the
regulations in the Directive on Television Without Frontiers but the Commission is
reluctant to do so. The question is should there be quotas also for on-line services?
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I'would not know how to apply such a rule should this come about. However, the
fact remains that the European Parliament wants to include new services in the
Directive and the European Commission does not want to do so.

The main challenge that is not really being addressed at the moment, is the
forthcoming digitalisation of television and the individualisation of television such
as having movies video on demand, on the screen of the personal computer. Will
this still be broadcasting? Will there be the same regulations applied to these new
services or will there be other regulations? And so, in this respect, there is not only
the question of definition of what is broadcasting and what are individual services,
but also the question of who is regulating the telecommunication side on one hand
and the old broadcasting on the other hand.

Inthe United States they are fortunate because the FCC has the power to regulate
the whole of this bunch: the infrastructure, the services and the broadcasting. But
in Europe we do not have as yet such an Authority. Moreover all the new services
such as America On Line, Europe On Line and the Internet will be subject to
discussion on self regulation and regulation by authorities as it cannot remain only
within the national parameters.

There has to be a consensus in this field too on a Eurcpean level. We are still far
away from such a consensus but if tne market is developing in the direction of the
Single European Marke?, we have *o have *he institutional framework o match this
development because the understanding has to be in relation to the whole market
and not only to some parts of the market. This will be the perspective of the
ciscussion in the future. Up*o now, the Commission wants to separate the regulation
concerning broadcasting in the old sense on one side and a new Directive
concerning new on-ine services on the other side without the same amount of
regulations as they have in the Directive on Television Without Frontiers.
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Reklamar - id-Dritt ta’ I-Ghazla

GEORGE MIFSUD

President,

Association of Advertising Agents

Is-sur George Mifsud ilu fil-qgasam tal-marketing
cornmunications mill-1969, meta ssieheb ma’ agenzijatar-
reidamar u relazzjonijiet pubbliti *Malta. Fl-1972 irrizenja
U ha fidejn il-kurnpanija MPS 1l taghha hu I-Managing
Dirgctor. |Zzormm lilu nnifsu av courant ma’ I-izviluppi #-
industrija tal-rmarketing communications. Huwa attenda
kors ghal Marketing Diploma ghel sentein shah u kors iehor
ta’ sena fil-gurnalizmu. is-sur Mifsud attenda kors flondra
fil-gasam tar-relazzjonijiet pubblie! kif ukoll ha part
Pkonferenzi fug Business Management, Marksting
Communications v Public Relations'diversi tentri ewropej
ufi New York. Humembruta’l-instituie of Public Relations
&’ l-Ingitterra. Is-sur Mifsud hu wiehed mil-membrifundaturi
u President ta’ l-dssociation of Advertising Agents PMalta.
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George Mifsud

Ir-Reklamar - 1d-Dritt ta’ |-Ghazla

F’isem il-kollegi tieghi ta’ I-Association of Advertising Agents, nixtieq nirringrazzja
lill-Awtorita tex-Xandir talli stednitna biex naghtu l-opinjoni ta’ l-industrija tar-reklamar
f'dan is-Seminar ghaliex ahna ninterpretaw li b'dan il-gest I-Awtorita tax-Xandir
geghdha taghraf ir-rwol ta’ I-agenziji tar-reklamar u anke ta’ I-Association. Bejn il-
membri ta’ I-Association taghna nikkontrollaw 'l fugq minn 80% tar-reklamar kollu li

jsir PMalta, fuq il-media kollha u kemm fil-print buying.

Meta s-sur Ellul, ic-Chief Executive ta’ l-Awtorita tax-Xandir, stedinni biex nitkellemn
P'dan is-Seminar, iddettali s-suggett li kelli nitratta “Advertising - The Right to Choose”
u lili ma taghnix ghazla, l-angas fil-hin, ghax kieku ma kontx naghmiu wara pranzu
hekk pjac¢evoli izda fejn ma stajbx nixrob fit inbid.

Hadt gostlil-kelliemita’ qabli, Professor Lange specjalment, tkellem ¢ar u tond fug
l-aspett tal-kontroll tar-reklamar fuq il-mezzi tax-xandir fix-xenarju ewropew ghaliex
hallieli t-trig miftuha biex nitkellem fuq ir-rwol u I-effetti posittivi u diversi specifikament
li jirrigwardjaw '-ghazla ' jipprovdi r-reklamar fug il-mezzi tex-xandir.

Dan nista’ naghmiu minghajr ma nocghod na¢tenna fuq il-bzonn seriu ta’ mizuri
effettivi i jikkontrollaw !l dawld i jipprattikew din i!-forza gawwiia tar-rek/amar. Anke
ahna bhala Association m’ahniex kontra r-regolamentazzjoni, anzi. Nixtieg naghme!
puntzghirimma baziku: l-iskop tar-reklamar huwa Ii dejiem ikun effettiv. L-oggettiv
ta’ kull reklarn fug il-media kollha - print, televizioni, radju - hu i ikun effettiv, i

ilkkomunika dak i -lilen? irid |

lkkomunika. U anke mnux fil-kunéett tieghu biss

imma anke fig-siotting irid kun effettiv. Jiena ma racbel xein mat-tnekhiia ta’ I-
advertising break fl-ahbarijiet. Ghalila nara li morne lura hemmhekk, ghaliex giet
ikkreata idea innovattiva u din l-idea noatlet hesrem. L-industrija tar-reklamar tghix
fuq dawn l-ideat innovattivi.
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L-industrija u |-prattika tar-reklamar hija bhal energija nuklejari, li jekk tintuza hazin
l-effetti jkunu devastanti bhal ma halla warajh id-dizastru ta’ Chernobyl. lzda jekk
tintuza u tigi applikata tajjeb, b’kontroll serju, tiggenera gid, zwlupp u beneﬂccp ta’
dimensjoni nkalkulabbli u unici. '

Ma nistax ma niddenfendix, kif ser naghmel, din il-professjoni li pprattikajt ghal dan
I-ahhar hamsa u ghoxrin sena, izda rrid inkun minn ta’ l-ewwel li nagbel ma’ kontrolli
serji.

Minghajr I-energija posittiva u produttiva li tiggenera I-industﬁj’a tar-reklamar, li fil-
kuntest wiesgha taghha llum nirreferu ghaliha bhala marketing communications,
is-sisterna ekonomika kif nipprattikawha fid-dinja kapitalista ta’ suq hieles tikkollassa.
Nibdew naraw tnaqgis serju ta' kummerc, ta’ produzzjoni, telf ta’ impjiegi u d-domino
effectli dawn jibdew jikkrejaw F’kull settur direttament u indirettament.

ll-mezzi tal-komunikazzjoni specjalmentl-aqwa wiehed fosthom dak tax-xandir ma
Jibgghux jezistu biex iwasslu programmita’ divertiment, edukazzjoni, passatemp u
informazzjoni. Minghajr il-finanzjament permezz tar-reklami, il-poplu jibga’ nieces
rminn dan il-fenomenu tax-xandir. .

Jista! jkun li r-reklamar fug i-mezzi tax-xandir ghandu xi effetti negattivi bhal forsi i
ced jikikrea socjeta konsumista, jew li forsi ggieghel lil i hadd jixtri dak i m’ghandus
bzonn, izda I-benefice]i u I-effetti posittivita’ din -industrija jitfu kull kritika negattiva.

Bhal hafne 2viluppl koar ohra, bha! per ezempiu i-invenzjoni tal- «arozza, ghancna
hafna affarijiet posittivi u ma ms"tgﬁwc nghaddu minghajrhe, allavolia din thammeq
-armnbiert, tikkrea problemi ta’ parking u kulium nigs imuty minkanbe f-inaident

tat-tratfiku, Anke l-medicina li niehdu biex infiequ hija ta’ §id, izde PReina kazi the!
xi sicle-effects hziena.

Minn naha l-ohra, kien il-mezz tax-xancir spec¢jalment dak tat-televizjoni, lita l-akbar
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spinta biex l-industrija tar-reklami saret il-koloss i hija llum. Kienet it-televizjoni
biex din l-industrija baqgghet tizviluppa hi stess u tikkrea talenti u impjiegi fi kwazi
kull settur ta’ I-ekonomija.

lI-gurnali kienu I-ewwel medium ghar-reklamar, izda kien ir-radju, u l-aktar it-
televizjoni, i mexxa din I-industrija bi spinta gawwija, biex lahqet id-dimensjoni
gganteska tal-lum. F’termini ewropej, l-ispiza fuq ir-reklamar fuq il-mezzi tal-
komunikazzjoni kollha hija megqjusa fl-istess kategorija tal-heavy industry u tat-
turizmu. ll-figuri huma fenomenali.

Ir-raguni ghal dén hija forsi ghaliex ix-xandir huwa l-uniku mezz li juza bosta sensi
differenti fl-istess hin, bhal ma huma I-ghajn, il-moviment, il-hoss u I-kulur. ll-mezz
tax-xandir ghadu s'issa |-akbar mezz ghar-reklamar - forsi ghaliex jilhaq udjenzi
kbar (mass audiences) aktar minn kull mezz iehor. Liema ghodda, mezz jew
avveniment jikkornunika ma’ sitt miljun ruh ma’ I-Ewropa kollha fl-istess hin, bhal
ma sar ftitzmien ilu fuq il- Eurovisionwaqt it-trasmissjoni tal- European Song Festivai?

U dan il-mezz qieghed jigi sostnut u Zviluppat permezz tal-biljuni ta’ liri fir-reklamar.
Huwa fatt li anke FMalta, it-twelid ta’ l-agenziji tar-reklamar sehh mat-twelid tat-
Ie&ex)iijcmi fil-bidu tas-sittinijiet. It-tnejn bagghu iikbru flimkien, il-medium tat-
televizjoni u l-agenziji tar-reklamar, isostnu lil xulxin u jiddependu fug xulxin.

Ir-reklamar biss jaghti l-opportunita u d-dritt ta’ I-ghazla Il diversi setturi u fdiversi
forom.

Nibdew bl-ewwe! ghazla: ir-rwol tar-reklamar fix-xandir gieghed jaghti ghazla lit-
telespettatur. it-telespettatur chandu ghatle ta’ stazzioniiiet li kullwieked minnhom
‘erge’ joffrl ghatla ta’ programmi. I-telespettatur ghandu ghatla te’ servizzite' |-
ehbariiiet, ghazla ta’ programmi edukattivi, sportivi, divertenti. Din l-ghazla hija
biss possibbl permezz tas-sosteniment mir-reklamar.



Ghazla ohra hija I-ghazla ta’ karrieri. Permezz tar-reklamar fix-xandir geghdin naraw
zviluppi ta’ karrieri diretti bhal ma huma |-cameramen, script writers, diretturi,
lightsmen, sound engineers.

Ghazla ohra importanti li tirrizulta minn rekalamar hija I-ghazla ta’ stazzjonijiet ghal
min jirreklama u ghall-agenziji tar-reklamar. L-agenziji ghandhom ghazla fenomenali
ta’ stazzjonijiet tat-televizjoni u tar-radju. Anke f'Malta, relattivament mad-dags tal-
pajjiz, illum l-agenziji ghandhom ghazla ahjar biex jippjanaw l-iskeda tar-reklami u
jaghmlu kampanii iktar intelligenti, kampanii li jilhqu izjed udjenzi, kampaniji li jistghu
kwazi jiffokaw fuq l-udjenza preciza i jridu - it-target audience.

U hawnhekk nappella lill-operaturi ta’ I-istazzjonijiet tat-televizjoni u tar-radju, | I-
iktar haga importanti ghalihomn, jekk iridu jigbdu izjed dhul mir-reklamar, huwa li
joholqu audience profiles serji - qabel l-advertising rate card. Ahna bhala agenti
tar-reklamar nistghu nirrakkomandaw stazzjon jew iehor jew I-istazzjonijiet kollha,
primarjament niddependu fuq il-budgetli ghandna. Pero iktar importanti kwazi mill-
budget hija t-tip ta’ udjenza i rridu nilhqu: tfal, xjuh, nisa, rgiel, u ¥’ liema income
bracketjaqghu.

Din I-ghazla ta’ stazzjonijiet tant kibret |i cieghed jinhass il-bzonn i tigi
rrazzjonalizzata ghax geghdin jinholgu stazzjonijiet i fipprovdu tip ta’ programmi ta’
generu wiehed. Tant l-ghazla kibret illum i anke |-istazzjonijiet stess geghdin
jirrealizzaw i jridu jiddefinixxxu ruhhom ahjar.

Uisse nigi ghal l-akbar ghazia Ii r-reklamar jikkrea - id-critt 12’ l-ghazla ta’ prodotti
lew servizzi mill-konsumatur. Din gieghda deijem tikber. Anke fMalta. Sal-lum
chandna tnax-il stazzion ter-radiu U tlieta tat-televizioni u dalwaagt ikun hawr ik
Community Channel, i mhux biss ser izid l-ghaz'a izca ser iaghti c-cens lill-membr|
tal-komunita jippartecipaw direttament.

Semmejt gabel il-kaz tal-Community Channel u nixtieq naghrel parenteéi zghira



fug dan I-istazzjon. L-ghanijiet tal-Community Channel, li dalwaqt ser jibda jxandar,
hurmna nobbli u ta’ min ifahharhom. lzda nemmen li ser tkun battalja kontinwa u
sforz gawwi biex I-Awtorita tax-Xandir issostni dan il-progett u toffri ghazla
alternattiva u ta’ livell lill-massa.

Nemmen li jekk mhux permezz ta’ reklamar dan l-istazzjon ghad irid jibda jaccetta
xi forma ta’ indirect advertising jew sponsorship. Sakemm |-Awtorita tax-Xandir
mhux ser tinghata fondi adegwati, il-prodott finali ma jistax jikkompeti mal-massa
ta’ stazzjonijiet ohra ghal udjenza sostanzjali. Fl-assenza ta’ dhul mir-reklamar, il-
Community Channel mhux ser izid I-ghazla izda ser jibga’ fl-livell limitat u dagsxejn
parrokkjali.

J'Alla ma jsirx hekk, izda |-esperjenza ghallmitnili nkun prattiku. Professjonalment,
ghandi interess kbir li dan Il-istazzjon ikun suc¢ess. lzda ma nistax narah jirnexxi
jekk ma jaddottax xi dhul minn xiformata’ reklamar. X’hemm hazin li l-Awtorita tax-
Kandirtaghmel il-flus waqt li taghti servizz; tkun qed toffri ghazla ohra, kemm lil min
irid jitharreg fil-qasam tex-xandir, kemm lil min irid isegwi dan l-istazzjon, kemm [l
min irid ihallas biex jilhaq I-udjenza li dan l-istazzion jaspira li jipprovdli.

Fl-Ewropa naraw per ezempju stazzjonijiet bhal Discovery, immirat lejn I-
edukazzjoni; CMN, lejn l-ahbarijiet; Euronews stazzjon ta’ karattru u identita
ewropea.

Kull settur tal-popolazzjoniu ta’ kull eta ghandhom l-ghazla epposta ghalihom b’din
l-ghetla 2’ stezzioniiiet bi programmi specific. Anke fost stazzjonijiet simili i
iappellaw, flitjew wisq, ghall-istess audience profile nsibu ghazla. Din l-indigestioni
te’ ghazla hija kkawzate, koltha kermm hi, mill-industriia tar-rekiami.

F'boste pajiizi inkluza Malta, ghandek ghatla ta' stazzjoniiet i jikkompetu ghell-
ucdjenza v ghall-flus tar-reklami billi jipprovaw jipprezentaw skedi ta’ programrmi
varjall li jappellaw. Dawk I-istazzjonijiet |l ma jiddependux mill-finanzi tar-reklami



ma tantx jistghu jikkompetu bi programmi |i jappellaw ghaliex iridu jithabtu biex
isalvaw u dan il-fatt jirrifletti ruhu fil-kwalita u I-livell ta’ talent, prezentazzjoni u
programmi li jtellghu.

Kif ghidt fil-bidu dan ghandu jsir fil-gafas ta’ kontrolli serji u maturi kif anke I-kelliema
ta’ gabli actennaw. Nemmen li r-reklamar irid ikun ibbazat fug il-verita u I-fatti milli
fuq il-gimmicks, fuq I-illuzjoni, waqt li ma fiha xejn hazin li jkun ukoll divertenti biex
jigbed l-attenzjoni. Nermmen ukoll li xejn, hlief dak li huwa b'xi mod illegali, m’ghandu
jkun projbit milli iigi reklamat.

ll-bniedem fis-soc¢jeta ta’ pajjizi b’sistemi ta’ ekonomija hielsa bhal Malta ghandu d-
dritt Ii jaghzel dak li jrid jixtri. 12da kif jista’ wiehed jaghzel x’jixtri jekk ma jafx I-
ghazla x'inhi. Diffi¢li i wiehed jixtri xi haga jew servizz li gatt ma sema’ bih. Bir-
rizultat Ii dak il-prodott Zgur |i ma jibgax isir jekk m’ghandux ¢ans li jigi reklamat,
ghax ma jinxtarax, ghax m'ghandux ¢ans ragunevoli li jinxtara, u allura l-bniedem
ikollu angas ghazla ta’ prodotti. Dan huwa cirku vizzjuz li jitkisser biss bir-reklamar.
Ir-reklamar johloq u jkabbar I-ghazla. Ir-reklamar ma jiddettalekx; I-ghazla finali
hija #idejn il-konsumatur.

Fid-dinja tal-lum id-differenza intrinsika bejn prodott u iehor hija minima, ir-rwol tar-
reklamar li jaghtik ghazla huwa ghalhekl aitar important.. Nispjega x'irrid nghic:
jeldeniehdu l-ezempiu tel-karozzi, naraw li hatna huma dawk i-mudelli ta’ kurnpaniii
rivali i huma kwazi identici fid-disinn, fl-ispecifications, fid-dags, fil-performance u
anke fil-prezz. Permezz tar-reklami figi enfasizzat dak Ii fil-jargon tal-marketing
lissejjah I-USF - Unique Selling Point, jew dik il-kwalita vera jew immaginaria |
tidclistingwi tip ta’ karozza minn ohra. Kifjeklc mhux permezz ta’ reklamar, produttur
lista’likkomunike den? F'danil-kaz ir-reidam gieghed ighin fl-ghazla tal-konsurmatur.,

Min-natura tieghu nnifsu, ir-reklamar specifikament fug il-mezzi tax-xancir, l-aktar

fug it-televizioni, igieghe! lill-konsumatur jirrifiett u jeduka ruhu fil-process mentali
ta’ kit jasal ghal detizjoni u ghazla. Permezz tar-rekiami, it-telespettatur gieghed
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jigi edukat. U hawnirrid nenfasizza r-rwol tar-reklamar li jeduka, jispjega u jinforma,
gabel ma I-konsumatur jaghzel.

Sa ftit snin ilu l-opportunitajiet ta’ investiment 'Malta ghal individwu nghidulu medju
kien li jpoggi flusu f’bank u jagla’ massimu ta’ 5% interessi. Nista’ nikkonferma i r-
rwol tar-reklarmar fuq il-mezzi tax-xandir ghal dawn |-ahhar hames snin kien kru¢jali
biex ikkomunika, b’su¢cess kbir u konkret, lil madwar 20,000 ruh [i ghandhom ghazla
ohra ta’ investiment. Qed nirreferi ghall-kampanji pubbli¢itarji dwar I-iStocks tal-
Gvern. Ir-reklamar bidde! il-mentalita shiha ta’ l-investituri fug -investimenti u wassal
iI-messagg ta’ ghazla ohra ta’ investimenti u l-vantaggi ta’ din l-alternattiva. Infatti,
numru kbir ta’ individwi ghazlu dan it-tip gdid ta’ investiment minn investimenti
tradizzjonali ohra.

U |-mezzi tax-xandir, l-aklar dak tat-televizjoni, sal-lum huwa l-aktar ghodda li
tipprovdi l-udjenzi, s-swieq u I-konsumaturi fl-akbar numru possibbli. Minghajr ma
néekken bl-ebda mod il-gurnali u I-pubblikazzjonijiet, nemmen li t-televizjoni huwa

l-aktar ghodda b’sahhtu biex jiggenera l-ghazla.

Skond ricerka I ghamilt sibt li t-twaqgif ta’ Super 7 TV u xi ftit ancas dik ta’ Smash
TV ma nagqrux mid-dhul tal-PBS. Fil-fatt, il-PBS f'dawn I-ahhar sitt xhur Zied id-
chul mir-reklamar fug I-istess sitt ihur tas-sena ta’ gabel, filwagt Ii dawn iz-zewg
stazzjonijiet privati ggeneraw dhul mir-rexiami addizzjonall. Dan sar ukoll F'perjodu
meta l-ekonomija fil-pajjiz kienet ghaddejja minn recessjoni hafifa. Issa bdejna
naraw ftit xgug fl-andament ekonomiku.

I*-televizjoni huwa sieheb naturali jew estensjoni tar-reklamar u vice versa. It-tnein
lkkkomplementaw [iluldin, Wiehed ma jistax ighadd! minghair -iehor. llum cieghed
iikberfenomenu iehor fil-gasam tar-reklamar li ser iikkormpeti sew lix-xandir. Qieghed
nirreteri ghar-reidamar fug i-internet.

ll-mod ta’ reklamar fug il-mezzi tax-xandir ser ixompli jespandi u ma ndurmux ma



naraw l-introduzzjoni f'Malta ta’ I-Interactive TV fejn telespettaturi jistghu
jippartecipaw fi programmi sponsorjati permezz tat-telefon u fejn ikun hemm rizultat
immedijat.

FI-Ewropa ged naraw espansjoni mghaggla fid-DRTV (Direct Response Television)
fejn stazzjonijiet tat-televizjoni juru reklami b'rati tassew baxxi. Jiena ghandi
negozjati ghaddejjin ma’ stazzjon ewropew u nista’ nassigurakom li r-rati li geghdin
Jikkwotaw ghal spot ta’ tletin sekonda huma ta’' Lm300 ghal trans-european
coverage. Qieghed nitkellem fuq stazzjonijiet bhas-CNN, BBC Prime, Euronews u
specifikarnent fuq dan id-Direct Response Television li jiena konvint i 'Malta ghad
irid jifforma parti sostanzjali mid-dhul tar-reklamar ta’ I-istazzjon u ta’ l-agenziji tar-
reklamar.

Permezz tad-Direct Response Television, it-telespettatur ikun jista’ jcempel waqt
it-trasmissjoni ta’ xi reklam u jinghata aktar taghrif jew attwalment jixtri prodott jew
servizz permezz tat-telefon dak il-hin. Dan qed narawh hafna fug xi stazzjonijiet
tal-Cable TV izda nemmen li ghandu futur ferm tajjeb ¥pajjizna fejn ic-¢okon tal-
gzira taghna, ghal darba, jista’ jkun ta’ vantagg.

Dan il-mod innovattiv ta’ reklamar qiegﬁed ikompli jxabbar I-ghazia ta’ prodott u
jaghmilha orhos ghal konsumatur ghax jixtri dritt mill-produttur jew mis-supplier.
Dan il-mod ta’ reklamar huwa effettiv ghaliex il-produttur iigi fkuntatt dirett mal-
xonsumatur u b’hekk stabbilixxa l-identita u hwejjeg ohra fuq il-klijent. Direct
Hesponse Television joffri innovazzjoni ghall-istazzijonijiet tat-televizjoniutar-raciu
maltin U ceportunitaiiet ghal min jirreklama - ghazla obra li taghti nits geid lill-medivm,
lilmin jirreklarna u lit-telespettatur li jista’ iixtri b'irhas mill-kumdita ta’ daru.

Nixtieq nighu ¢in l-opportunita biex inwassa! messeagd lill-Awtorita tax-Xandir i
hemm bzonn li l-Kecic litikkontrolla r-rekiamar fug il-mezzi tex-xancirtigi aggornata
melajr. n-nuggas ta’ direttivi cari u I-kontrolli antilwati 12’ meta tista’ tirreklama,

slista’ jew ma tistax tirreklama, fliema forma u affarijiet ohra, ghandhom bzonn
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jigu aggornati ghall-kundizzjonijiet tas-suq u z-zminijiet tal-lum. Ahna, li permezz
tal-kumpaniji tar-reklamar, nirrapprezentaw is-suq tar-reklamar hafna drabi ghandna
idejna marbutin u idea sfokata ta’ x’nistghu naghmlu u ma naghmlux. I1zjed ghandna
restrizzjonijiet milli toroq miftuha.

Min-natura tal-professjoni taghna |-bazita’ xogholna hija I-kreattivita u, ma nistghux
ni¢¢agalqu minn strait-jacketta’ x'nistghu naghmlu.

Bhal ma prodott jigi re-packaged, biex jinghata hajja gdida u jibga frisk fis-suq, I-
istess ghandha bzonn l-industrija tar-reklami li tiehu nifs gdid, xejra gdida li tbiddel
u tkun innovattiva. Is-sug malti huwa zghir wisq biex nogghodu ahna stess naghmlu
limitazzjonijiet zejda.

Naraw l-ezempju ta’ l-istazzjonijiet ta’ Berlusconi fl-ltalja. Ghaliex dawn igawdu
popolarita kbira fostil-Maltin - kif hare¢ mis-survey recentita’l-Awtorita tax-Xandir?
Semplicement ghaliex ghandhom programmi li jappellaw u jistghu jkollhom
programmi li jappellaw ghax ghandhom dhul gawwi mir-reklami. U biex jikkultivaw
dan I-introjtu dejjemn jesperimentaw b'modi godda ta’ reklamar minbarra dawk ta’
reklaminormali fi breakta’ programm. Jekk l-industrija tar-reklamar, partikolarment
fug) it-televizioni aktar minn fug ir-radju, jekk sertibggha tiddependi minn rekiami ta’
30, 45 jew 80 sekonda fil-programm jew gabel jew wara l-programm iliena nemmen
li geghdin inhabbru l-mewt ta’ l-industrija tar-reklamar.

L-industrija tar-reklami uko!l ghandha d-dritt ta’ -ghazla. Chaz'a beini-mezz! tax-
xandir u mezzi ohra i jezistu jew li ghac iridu jinholgu. U huwa fl-interess ta’ I

istazzjonijiet tat-televisjoni i lissapportjaw din il-proposta, i iigu aggornati r-

regolamenti mhux éari u antikewall

Heeortrollaw r-reidamar fug hexandir,

Minn barra I-ghazla ta’ media, ix-xandir, l-aktar it-televizjoni ghandu wioll

kompetizzjoni li dejjern qed tizcied mill-istazzjonijiet tal-Cable TV Ii xi fiit jew wisq
attiraw I-udjenzi u ghalhekk inagqsu l-effett tar-reklamar fug it-tlet! stazzionijiet tat-
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televizjoni ’"Malta. Din hija problema li, nista’ nghidilkom mill-esperjenza tieghi,
geghdhatikber. Klijenti, minn jeddhom, qeghdin jinkoraggixccu l-agenziji tar-reklamar
biex iharsu sew lejn l-istazzjonijiet tat-televizjoni u biex ikunu iktar partikolari biex
jiehdu valur xieraq ghall-flus li jonfqu ghaliex l-udjenza ta’ l-istazzjonijiet tat-televizjoni
PMalta qeghdha titnaqgar f'¢erti hinijiet. Naturalment dan jiddependi ukoll mill-
programmi li jkun hemm fuq stazzjonijiet televizivi taljani u tal-Cable TV. Din is-
sitwazzjoni tista’ tfisser nugqas ta’ dhul mir-reklamar ghall-istazzjonijiet lokali.

Minhabba dan il-fatt, kull min hu involut fix-xandir u fir-reklamar ghandu jipprotegi |-
futur ta’ l-industrija billi naghtu lir-reklamar l-ispazju u l-appogg i jixraglu. Jekk
naccettaw il-fatt |i r-reklamar huwa I-mutur ta’ I-ekonomija allura ma nistghux
inzommu dan il-mutur nieges miz-zejt.

Jekk ir-reklamar jipprovdi dawn I-ghazliet kollha lil haddiehor, I-idustrija stess
ghandha jkollha ghazla ta’ opportunitajiet ghax inkella tmut.
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Reklamar - Ta’ Min Hi I-Ghazla?

ADRIAN V. MUSCAT INGLOTT
Dipartiment ghall-Affarijiet
tal-Konsumatur

ls-sur Adrian Muscat Inglott ha l-edukazzjoni tieghu fil-
Kullegt ta’ San Alwigi, De La Salle u il-Mons Officer Caclet
Scheol B-ingitterra. Wara li temm l-istharrig ghall-Officer
Cadet kiseb il-Queen’s Commission bhala Second
Ligutenantu mar Mulheim fil-Germanie mall- First Regiment
Eoval Maita Artillery, F1-1870 inghagad mal-Britizh
European Airways T'-eathrow u ¢ie lura Malta f-1989, =-
1992 ha Yideih i-Customer Service Column tas-Sunday

Timesfein gtebilboa rukiu bhala d-difensurtal-konsumeatur.

Lijeduka l-konsurnatur hi l-okkupazzjoni kontinwa tieghu U
ghandu din il-kariga fid-Dipartiment ghall-Affarijiet tal-
Konsumatur.
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Adrian V. Muscat Inglott

Reklamar - Ta’ Min Hi L-Ghazla?

L-ewwelnett nibda billi nirrikonoxxi I-importanza tar-reklamar, kemm ghal dak li
jirrigwarda I-konsumatur, biex dan ikun infurmat dwar il-prodotti jew servizzi li
minnhom il-konsumatur jista’ jaghzel, kif ukoll ghal dak li jirrigwarda I-istazzjonijiet
tar-radju jew televizjoni li, sakemm ma jkunux issussidjati minn xi awtorita, iridu
jiffinanzjaw |-ezistenza taghhom bil-flus li jdahhlu mir-reklamar. Barra minnhekk,
sakermm ghandna I-kompetizzjoni, ir-reklamar huwa fattur importanti hafna li
jikkontribwixxi biex il-konsumatur ikun infurmat dwar |-ghazla. Iva, ir-reklamar huwa
mehtieg.

lzda, hadd minn dawk li jirreklamaw ma ghandu jiehu vantagg mis-sitwazzjoni billi
jipprogetta I-messagg tieghu kif jaqbillu, kemm jekk dan ikun esageratizzejjed jew
inkella jkun maghmul b'intenzjoni li jizvija lill-konsumatur. ll-messagg ta’ reklam
ghandu dejjem ikun ¢ar u min jaghmlu ghandu kull darba jistagsi lilu nnifsu “... ta’
min hi l-ghazla - tieghi jew tal-konsumatur?” Twegiba wahda hemm ghal din il-
mistoasija. L-ghazla hija tal-konsumatur!

Iva, huwa -konsurnatur li jiddeciedi, u biex dan jiddeciedi tajjeb u I-ghazla tkun ta’
vantagg ghall-konsumatur, l-informazzjoni moghtija fir-reklami mxandra ghandna
tkun onesta, ¢ara, minghajr esagerazzjoni, u trid tifiehem. Min jorigina r-reklami
jrid ¢certarment ikun intiz, iric! ikun professionali. Mistghu nghidu wiel! i r-reklamar
huwa arti. !r-reklamatur professjonali u ta’ l-affari tieghu huwa artist, bhal pittur,
skultur, kompozitur tal-muzika, lew muzitista. 'zde din l-arti m'ghandniex tintuza
biex il-konsumatur iaghze! dal il-prodott reilamat ghax gie ppressat jew imhaiiar
minhabba -kwalita esagerata tar-reklam. Din ma tkunx ghazla, izda pressjoni ...
rression! psikologika. Bha! kull arti fi sferi ohrajn din jista’ jkollha livelli varji &’
- Standards ... tista’ tkun ta’ standard baxx, gholi, jew hekk u heki. lkun xijkun ii-
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livell ta’ standard, la darba huwa I-konsumatur li jaghzel u jiddeciedi, ahna (meta
nghid ahna ged nirreferi ghal min jahdem ghall-interessi tal-konsumatur) nippretendu
li r-reklamar gatt m’ghandu, taht I-ebda ¢irkostanza, igarragq lill-konsumatur.
Fil-fatt ahna nippretendu li min jirreklama ghandu jkun lest li jipprova I-verita ta’ dak
kollu li jghid il-messagg moghti fir-reklam. Wiehed jistenna wkoll li r-reklam ma
Jjkunx xott. Reklam ghandu jipprovdi kull bic¢a ta’ informazzjoni mehtiega li biha I-
konsumatur ikun jista’ jaghmel decizjoni tajba u li ma jiskoprix xi informazzjoni
relevanti wara li jkun xtara s-servizz jew prodott, jew inkella wara Ii jkun mar ghand
il-hanut li gieghed jirreklama xi offerta specjali.

Per ezempju: Ejja niffukaw fug konsumaturi Ii jkunu ghamlu decizjoni li jixtru sett
tat-televizjoni jew magnatal-hasil. Dawn jaraw jew jisimghu reklami bil-messagg li
xi hwienet geghdin joffru xi portable radio b’xejn, Iil min jixtri sett tat-televizjoni; jew
inkella xi toaster jew hadida tal-moghdija b’xein lil min jixtri magna tal-hasil.

I-konsumaturi, peress li jkunu se jixtru sett tat-televizjoni jew il-magna tal-hasil xorta,
jghidu, “almenu nakkwistaw xi haga b’xejn.” Allura jmorru ghand il-hanut reklamat,
u jistagsu ghal sett tat-televizjoni jew magna tal-hasil. Imbaghad meta jistagsu
gha! portable radio, toaster, jew hadida tal-moghdija b’xejn u jirreferu ghar-reklam
I jleunu raw jew semghu, tal-hanut jghicilhom li dik -offerta tapplika biss ghall-mudel!
specifiku, u ma facallnomx iktar minn dak il-mudel. U, haga || ma titwemminx,
tiskanta kemm konsumaturi jaccettaw skuza fiakka bha! din u sehansitra jirragunaw,
“Issa la darba gieghed hawn nordna dak | chandi bzonn.”

Dan sewwa?! UzZzgurlimhux sewwa! Nghiduha kif inhi, kulhacdd ghandu I-lista *al-

i LY oo Blelmae 21 Lo PO T b
iiet tteghu, U, Pdan i-kuntest, len nettetts

b=

ghe! min gieghed jirreklama,

~ektar haga importanti hija il r-rekdam jipperswadi lil-konsumatur biex jixtri -procott
tieghu minn flok dak tal-kompetituri. 1zda minn naha taghna l-aktar haga importanti
hija illi r-rekiam jinforma lill-konsumatur mhux jipperswadi. Ahna nippretendu Ii kull
informazzjoni relevanti dwar il-prodott ghandha tigi mog?z?tija fir-reklam. Uhawnheik,
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f'danil-kuntest, hemm lok ghall-kompromess. Ghandna niltagghu x'imkien fin-nofs.

Pero, se jkolli naghmel enfasi fug “ix-x’imkien fin-nofs”. Kull reklam ghandu jigi
kkunsidrat fil-kuntest tieghu. Dan ifisser li m'ghandniex ne¢essarjament niltagghu
dejjem fl-istess post. Madankollu, sakemm ir-reklamar ikun ippreparat b’sens ta’
responsabbilta ghall-konsumatur li ghandu mnejn jinteressah dak il-prodott reklamat,

kif ukoll ghas-socjeta in generali u fuq principji ta’ kompetizzjoni gusta li normaiment
hija accettata fil-kummere, m’ghandniex ghalfejn ma nsibux fejn niltagghu.

Reklamar fuq it-televizjoni, iktar minn kull reklamar fuq il-kumplament tal-media,
ghandu jkun ipprezentat b’'mod li min qieghed jarah jirrealizza li huwa reklam. Ma
nahsibx li hernm ghalfejn wiehed ghandu jidhol fid-dettall biex jispjega I-influwenza
tar-reklamar fuq it-televizjoni u hawnhekk niffoka fuq reklamar immirat ghat-tfal. L-
influwenza fug it-tfal hija kbira u tolgot lil kull tifel u kull tifla bil-kbir. ll-mohh tat-tfal
ikun ghadu gisu sponza lest biex jixrob kull gatra li taga’ fuqu.

Dan jafuh ir-reklamaturi u jiddispjacini nghid illi spiss jirrikorru ghal dan it-tip ta’
reklamar maghmul b'¢erta ingenwita biex jidhol fl-imhuh ¢kejknin u ma johrogx qabel
ma ¢-ckejken tifel jew tifla tkun perswaz jew perswaza illi jrid jew trid bilfors ikollu
jew ikol'ha dak il-gugarell jew prodott iehor kif reklarmat. Kemm rajna television
spots’t fug minn minuta ta’ battalji tal-gcwerra jiew inkella star wars bil-hisieb li jgieghlu
lic-ckejken tifel jinsisti mall-genituri tieghu biex iictrulu xi suldatl, x xkubetta, xi ray
gunta’ l-ispaziu. Ma tiftakrus i rajtu gugarelli ohra, nghidu ahna pupi, xi dghajsa
lewy Rute bil-batteriia, irreklamati b’'mod tant esagerat i influwenza anke lilng, adult!
< T'sitwazzjonijiet bhal dawn hafna drabi tiehu t-tifel jew tifla biex tixiri dak -prodet,
huma stess tant ikunu ddizappuntati ghaliex ma jlkunx bhal tar-relklam,

Hemm uko!ltip ta’ reklamar li mhui biss ipperswadik, jew inkella ipperswadi lit-tgl
tieghek biex jipperswadu lilek, biex tixiri l-prodott, izda, btattike te’ hazen, kweazi
lewazi jorbtuk biex tibga’ tixtri l-prodotttaghhom. Qieghed nirreferi ghal, per ezempiu,
xi cereali li jkollhom xi gugarell zghir gewwa 'l kaxea bhala riga! b'xejn. M'hemm
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xejn hazin f'dan. Hemm ukoll xi cereali li joffru kollezzjoni ta’ gugarelli zghar bhala
rigali b'xejn. Dan jirreklamawh fuq il-kaxxa b’ritratt sabih ta’ sett komplut. M’hemm
xejn hazin f'dan langas. lzda noggezzjona bil-gawwi meta dawk i jirreklamaw
kollezzjonijew inkella settta’, nghidu ahna, hames gugarelli b’xejn u vilment jaghzlu
wiehed mill-hames mudelli li minnu jpoggu numru tant zghir li gisek gieghed tirbah
lotterija biex issibu u taghqgad is-sett kollu. U sakemm it-tfal jirbhu I-lotterija
jobbligawk biex tkompli tixtri I-prodott taghhom. Dan sewwa? U zgur limhux sewwal!

Ahna, id-Dipartiment ghall-Affarijiet tal-Konsumatur, hassejna I-htiega bhala
dipartiment li nohorgu fuljett bil-ghan li, sa fejn hu possibbli, jispjega. Ilt-titlu tal-
fuljett huwa propju “Bellajtielek”. Tajna ftit ezempji ta’ f'hiex jikkonsisti r-reklamar
fug it-televizjoni bil-hsieb li I-mohh tal-konsumatur ma jigix ikkondizzjonat minn dan
it-tip ta’ reklamar. X’gennata’l-art kapaci joholquina, x’estasi jpinguina, x’kull bjonda
jipprezentawlna; dan kollu biex tixtri xi gelat jew pakkett chewing gum! Xi kelliema
ta’ min jirreklama mhux l-ewwel darba smajnihom jghidu li r-regolaturi tar-reklamar
huma kontra r-reklamar. Dan mhux veru. Meta gie Malta Dr Digby Anderson fis-17
ta’ Novembru ta’ 1995, wasal biex jghid Ii r-reklamar huwa taht attakk kontinwu
minn nies regolaturi, probabbilmentkien gieghed jiftiehem fir-rigward ta’ l-awtoritajiet
statali, u li dawn Kienu lesti li ma jippermettux ¢ertu reklamar bhas-sigaretti, alkohol
ugugarelli. Fallinkunu ¢ari, jiera diga gharaftil-htiega tar-reklamar u l-valur tieghu
izda ma nistax ma mmurx kontra l-fehmiet ta’ dan l-individwu 1i tkellern pubblikarment
kontra kull forma ta’ regolamentazzjoni ta’ reklamar.

Eha! ma huwa necessariu r-reldamar huwa wholl necessariu r-regolamentazzjoni
tar-rekiamar. Kif jghidu I-inglizi * You can’t have one without the other”. Jew inkella
“You can’t have your cake and eat it

Elex naghti ezempju, ahna ma nagblux mar-reklamar tas-sigaretti fue -televizion|
iew x'imkien ighor. Hila ammessa i s-sigaretti huma ta’ dannu ghal sahhitne.
Kullimkien I-Istat jonfog flus bil-miljuni biex jipprova jfejjag il-mard Ii jkun ikkagunat
mit-tipjip. L-awtoritajiet ikunu ged juruirresponsabbilta meta ma jiehdux deéizioni i
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jnehhu minn quddiem ghajnejn il-konsumatur kull formata’ reklamn ta’ prodott li jista’
jmarrdek! Nagbel ukoll li reklamar li jimpressjona hazin lit-tfal m’ghandux ikun
permess. Pjuttostdan il-kelliem ma tefax id-dmir fuq I-awtoritajiet izda tefghu fuq il-
genituri li ghandhom jiddiskutu mat-tfal taghhom u jedukawhom biex jiddistingwu
bejn materjal li jkun ta’ reklamar u dak mhux ta’ reklamar fuq it-televizjoni. Araw
x’qal Dr Digby Anderson:

“Most of the research on children, though, shows that children can distinguish
between advertiserents and non-acvertising material on television. They show
that children are competent consumers from quite an early age. They show that if
there is a problem, the problem is lack of parental help for children as consumers,
not a problem with advertising material. Ifthere is any comment to be derived from
the chiidren debate, it is about the fragility of many of our families today and not
about the advertising industry.”

Nimmaginani naghmel kif ged jghid Dr Digby Anderson u niddiskuti mat-tifel ta’
seba’ snin dwar reklam u iehor u kif ghandu jaghraf il-hazin u t-tajjeb. Nimmaginani
nipprova nipperswadi lit-tifel biex jitghallem jaghraf bejn programm u reklam. Jien,
bhala missier ta’ tlitt-itfal, nibga’ nsostni i tifel jew tifla ta’ dik I-eta jassorbu dak i
jaraw fug it-televizioni b'mod tant effettiv illi, iekk tipprova tkellimhom u tispjegalhom,
aktar thawwadhom!

Nibga’ nghic li mohh ta’ dik I-eta huwa sponza li tixrob kull qatra litaga’ fugha. Dak
li iaraw jimpressionhom u m’ghandu jkun hemm I-ebda trasmissjoni mmirata ghat-
*al zghar, i tirreklama prodetti |i jpoggu ghar-riskiu sahhitna, i fiha violenza,

incdetenza u sitwazzionijiet ohra li jhammgu mohh it-tfal. Hila responsabbilta khira
fua -awtoritaiiet I iaraw li dawn is-sitwazzioniiiet ma lintwerewx.

Nixtieq nikikonkiudi billi nagsam esperjenza tieghi ma’ l-istazzjonijiet tar-radju u tat-

televizjori, I geghdin hawn prezenti, rigward xi klijenti Ii jictru r-reklamar fug |-
istazzjonijiet taghhom. Certi stazzjonijiet joqghodu attenti hafna meta jikkunsidraw
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il-possibbilta li nies bhalna (li nissalvagwardjaw l-interesssi tal-konsumatur) naghmiu
kontribuzzjonijiet fl-istazzjonijiet taghhom ghax jibzghu li jitilfu reklamar.

Ghalkemm il-gazzetlta hija mediumn differenti |-istess prin¢ipju japplika. Meta tliet
snin u nofs ilu, bdejt nikteb il-Customer Service Column fis-Sunday Times bi stil
miftuh, trasparenti u dirett, wagt li nsemmi kumpaniji direttament b’isimhom, sintendi
wara li nkun smajt il-gampiena taghhom, kellna hafna tgheddid minn xi kumpaniji
jew gruppi ta’ kurnpaniji le ser jirtiraw r-reklarmar taghhom. Kien hemm ukoll dawk
li sahansitra rtiraw ir-reklamar taghhom, minhabba fija. L-Editur fil-fatt ghadu sal-
lum il-gurnata jircevi telefonati minghand certi nies biex jaghlquli halgi. Meta dawn
irtiraw ir-reklamar, qlajt fuq rasi. Izda, ghal grazzja t'Alla, kellna I-kuragg nistinkaw.
U stinkajna. La ma ¢edejna ghar-rikatt u langas ghall min irtira r-reklamar. U
nerga’ nghid, ghal grazzja t'Alla, il-maggoranza ta’ min irrikattana baqghu

jirreklamaw, u dawk li rtiraw ir-reklami taghhom kwazi kollha gew lura.
lI-punt huwa illi hadd mhu se jaghmel reklamar ghandek biex jaghmillek pjacir. Qatt

m’ghandna ninsew li fl-ahhar mill-ahhar hadd, partikolarment fin-negozju, mhu ser
jaghtik xejn b'xein.
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DISKUSSJONI

Is-sur Jean Pierre Azzopardi: Nixtieq nibda biex nirreferi ghal dak li ntqal dalghodu
u nkomplima dak li gal is-sur Muscat Inglott. Dalghodu hadt I-impressjoni li I-Awtorita
tax-Xandir hija ppreokkupata, u f'¢erti okkazjonijiet tkun ippreokkupata hafna, meta
per ezempju jkun hermnm xi flixkun ilma quddiem partec¢ipanti fi programm trasmess
fuq it-televizjoni. Forsighandha ragun. Nispera li meta naraw filmat ta’ dak li ntgal
illum fuq it-televizjoni ma jidhin< dan il-flixkun! Pero I-Awtorita dejjem esigietli reklami
ta’ tabakk jew sigaretti, li rrefera ghalihom is-sur Muscat Inglott, m'ghandhoma jigu
trasmessi. Issa fil-fatt dan gieghed isir, jew mhux gieghed isir? Is-sur Muscat Inglott
ma jaqbilx li reklami tas-sigaretti jew tabakk jidhru fug it-televizjoni, imma ma galx li
dawn fil-fatt geghdin jidhru. L-Awtorita tax-Xandir hija impotenti f'dan ir-rigward?
Fejn jidhol iima (li ma joqtolx) m'ghandniex problema, I-Awtorita tuza I-forza taghha
kollha. Fejn jidhlu sigaretti, fejn gieghed isir da‘mu immens liz-zghazagh, lil kulhadd
u anke lil passive smokers, hawnhekk I-Awtorita ma tuzax l-influwenza taghha?

[e-Chairrnan: Nixtieq nghaddi kumment zghir fug dak li gal is-sur Azzopardi. Dak i
kien gieghed jissernma’ dalghodu ma kienx pjuttost flidkun ta’ l-ilma bhala ilma per
se, imma I-kunéett ta’ product placementfejn ghandek il-camera toaghod tippanja
fug oggett partikolari. Dwar il-kwistjon! tas-sigaretti nista’ nassigurak Ii kellna fil-
passat iimenti fuq dan it-tip ta’ reklamar u l-Awtorita hadet il-passi necessarii.

Is-sur Jean Pierre Azzopardi: Bir-rispett kollu lejn kulhadd, inhoss li s-sigareti
ghadhorn jigu reklamati indirettarnent kemm tridu, perd hawnhekk fit-tielet skeda
tal-Att tax-Xandir, 1991, ceghca mnizzla ¢ara dags i-kristall: “Advertising of
particular proclucts - all forms of advertising for cigarettes and other tobacco products
shall be prohibited.” Sefrattant ghadhom jigu reklameti. indirettament iva imma
ghadhom iigu reldamati,

I6-Chairman: Jiena nagbe! mieghek, imma nixties infakicar ukoll i kultant ikun ifisser
Il ¢erti avvenimenti ma jkunux jistghu jigu trasmessi minhabba f'hekk. Ahna

87



kontinwarnent naghmlu kemm nistghu biex dan it-tip ta’ reklamar indirett, kemm
jista’ jkun, ma jkunx jidher.

Is-sur Jean Pierre Azzopardi: Fir-rigward tas-sigaretti jekk ahna nghidu li dawn
m’'ghandhomx jidhru kemm jista’ jkun, allura hemm margini fejn jistghu jidhru, allura
ghaliex m’ghandux jidher flixkun? Jien m’ghandi xejn kontra |-ebda prodott, imma
fejn hemm exposure sostanzjali ta’ prodott li jaghmel hafna hsara u li huwa
espressament ipprojbit u sadanittant nibqghu narawh, jiena nhoss li hemm two
weights and two measures. L-Awtorita ghandha jkollha |-forza tal-ligi warajha, kif

fil-fatt ghandha, u ghandha tinforzha a kwalunkwe kost.

1&-Chairman: Jiena niehu pjacir li gieghed nisma’ din il-kwalita ta’ stqarrija gejja
minn xi hadd li huwa involut fir-reklamar ghaliex din ittini x’nifhem li allura I-industrija
tar-reklamar tkun favur din u ghalhekk issostni I-passi ta’ I-Awtorita.

ls-sur Reno Calleja: Hadt gost nisma’ I-ahhar kelliemn, is-sur Muscat Inglott, ghad-
difiza tenaci li ghamel tal-konsumatur fil-konfront tar-reklamar ghaliex l-impressjoni
li hadt, mill-maggoranza tad-diskorsi i saru dalghodu, hlief difiza tal-kurnmercjant,
tas-sug hieles, tad-dritt tar-reklamar, tad-drittijiet ta’ min ghandu -flus u ta’ min
ghandu l-qawwa, iktar smajt enfasi fug dawn id-difizi mil'i fug dak li galis-sur Muscat
Inglott fejn id-ciskors tieghu serva ta’ bilan¢ ghal dawn I-ideat. Mhusx kollha hziena
u hafna minnhom ghandhom ragun.

F'Malte hawn movimentia’ nies !l jgisu ruhhom progressivi li geghdin jaghmlu attakk
feroci, hafna drabi gustifike?, fug is-sahha i ghanchom il-partiti politici, Ii bil-mezzi
taghhom, ceghdin jaghgnu I-opinjoni pubblika. U sa ¢ertu pont ghandhom ragun,
imma lekk dan huwea hazin aliura I-kummercéiert li ghandu flus U I bir-reklgmar
gieghed jaghgen l-opinjoni pubblika dak ninsewh? U fil-wagt i tajieb li neibu bilane

berta ghall-kummercgiant u ghas-sug Rieles, irridu wiol! naraw, kif gal tajieb
Prof. Lange dalghodu, li jrid ikun hemm bord regolatur biex l-abbuzi jingatghu. Tant
numa fini ¢erti reklami, kif gal tajjeb is-sur Muscat Inglott, Ii langas tinduna Ii tkun
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gieghed tibla’ din il-propaganda u dawn il-hsibijiet. Jekk ahna ser inhallu f'idejn il-
konsumatur biex jaghzel bejn il-hazin u t-tajjeb fejn jidhol ir-reklamar, dan huwa
dagsxejn difficli.

Issa li ahna geghdin niehdu ispirazzjoni mill-Ewropa, anke f’dan ghandna nharsu
lejn I-Ewropa u, bir-rispett kollu ghas-sur Mifsud, mhux lejn I-Italja, ghaliex I-ltalja
ma tantx hi feli¢i f'din il-haga, imma lejn I-Iskandinavija, lejn il-Germanja, lejn |-
Amerika fejn id-drittijiet tal-konsumatur huma ferm iktar qawwija mid-drittijiet ta’
min irid jirreklama.

Is-sur Gieorge Mifsud: Naturalment huwa l-obbligu tieghi li niddefendi I-industrija
tar-reklami, u din ghamiltha ¢ara fid-diskors tieghi. Nagbel ma’dak li gal il-koilegya
tieghi s-sur Jean Pierre Azzopardi li hu wiehed milli jifforma parti mill-komunita ta’ |-
agenziji tar-reklamar fMalta. Ahna m’ahniex cowboys, ma rridux naghmlu li rridu.
Nirrealizzaw ukoll is-sahha tar-reklamar lijinfluwenza, perd wiehed irid ikun genwin
ujghidil-verita. Nagbel mija fil-mija mas-sur Muscat Inglott li m’ghandelcc tinganna.
Ghaliex jekk tinganna u tingabad minn bniedem wiehed li gieghed tinganna, I-keima
tigri 'Malta ghaliex huwa pajjiz Zghir. ll-kelma bil-fomm hija I-iktar haga effettiva i
hawn.

Jiena naqbel !i reklamar ghat-tfal ghandu jsir ukoll, ghaliex le. Huma parti mis-
socjeta, partimis-sug u ghandhom potential purchasing power. Alla hares il-gugarelli
ma jigux reklamat], ghaliex inkella -fabbrikital-gugarelli jaghiqu zgur. Perd r-rekiam
jista’ bil-prezentazzjoni tieghu jhajjar lit-tfal. Ghaliex le. )(’hemm hazin billi r-reklam
Maijiar 1l tifel biex hajjar lil-genituri tieghu biex iixtrulu xi gugare

i lkun ghogbu.
Ma nigtax nifnem }’hemm hazin fdan il-kunéett. Allure jistghu n-nisa fis-soéjeta tal-
lum ma jaghmiux make-t mg*‘*al ex jattiraw I-irgiel.

Jien hadt gost!iissa hawn kuxjenze minnneha tal-konsumatur U hawn min jiddeferc
[i-konsumatur. lictar ma l-konsumatur jecuka rubu iktar jahdem ir-reiklamar. Chaliex

jekk tibbaZa l-argument tieghek fug I-ingann, illum jew ghada, ser tingabad. Perd
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jekk ghandek konsumatur edukat li jaf id-drittijiet tieghu u jaf min gieghed jidhak bih
jew le, allura l-effett tar-reklamar ikun iktar effettiv.

ls-sur Robert Call: Jekk taghti dagqa t'ghajn lill-Kodici tar-Reklamar, hija haga ta’l-
iskantament li mill-bidu sa I-ahhar huwa kollhu shall not/may notu ghélhekk huwa
kollu negattiv. Kif jaf ic-Chairman ta’ |-Awtorita tax-Xandir, meta ltgajna mieghu
bhala Association of Advertising Agents, ahna favur ghal kollox ghal dak li geghdha
taghmel I-Awtorita, anzi nixtiequ nahdmu iktar maghha bhala Assog¢jazzjoni biex
insahhu izjed lilxulxin. Ghaliex fil-fatt fl-industrija taghna allavolja nidhru ftit parassiti,
pero jikbru minn xi daqgqiet agenziji (bhal dik il-gzira famuza li kibret hdejn Malta u
regghet nizlet) li jfallu malajr u jhallu hafna dannu warajhom ghal kulhadd.

Is-sur Tony Mallia dalghodu qal li ghall-ewwel darba I-PBS ibbilan¢jat il-kotba. L-
affarijiet li hadmu biex id-dhul jagbel mal-hrug ma kienux hlief ir-reklami. Jigifieri,
bis-sahha tar-reklamili marru fuq il-PBS iggeneraw flus bizzejjed biex jaghmel tajjeb
ghall-infiq tal-PBS. L-infiq Zejjed taghha huma dawk il-programmi li ma jirrendux.

Ahna l-agenziji u r-reklamaturi geghdin nissussidjaw il-propaganda tal-partiti politici,
kemnm minn naha u kemm minn I-ohra. Nahseb lil-partiti politici, li nassumu li rmhux
ser jagghu taht din il-Kodi¢i meta tigi -elezzjoni, kulhadd ser jghid tieghu kif jacbel
Iy mhue kif jabe! lill-konsumatur.

i&-Chairman: Forsita’ min naccerta lis-sur Call li l-Awtorita tax-)Xandir ma tharisx
iejn l-agenziji tar-reklamar bhala parassiti. Il-fatt biss Ii sar dan is-Seminar huwa
wiehed mir-rizulteti tal-lagghe i kelina ma’ -Assocjazzion’ u ‘ejn x-xewga taghna
biex naraw i, wagt li r-reklamar ikun jiste’ bhala industriia jibga’ jiffjorbed, fl-istess
hin ahna wiol!l ghandna obbligi ohra, (inkiuzi dawk l-affariiietl -Ligi nizzlithom bhela

thou shall not) u rricu nharsu leihor u naghtu certa protezzion! lill-konsumatur.

is-sur Victor Formosa: Xtaqt naghmel csservezzioni zghira fug dak i ga! is-sur

Mifsud: jiena kont wieked minn dawk i nermmen Ji l-agenziji tar-reklamar geghdin
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hemmhekk parti mis-sistema, mhux dejjern jahdmu ghall-kummissjoni li jkunu
geghdin jiehdu, dejjern geghdin hernm u ghandna nuzawhom. Perd, dan l-ahhar
gieni ftit dubju minhabba I-fatt li whud mill-agenziji geghdin joholqu media godda i
ma kienux hemm. Qieghed nirreferi ghall-perjodici li huma taghhom stess u geghdin
jikkompetu, bil-prodott taghhom, ma’ l-istazzjonijiet tar-radju u tat-televizjoni u media
ohra. Din hija xi haga li lili tinkwetani hafna ghas-sempli¢i raguni li, I-cake tar-
reklamar huwa I-istess u ghalhekk huwa ingust i Certi agenziji, li huma involuti f’"dawn
il-perjodici, geghdin jillimitaw I-ghazla minhabba li hemm interess dirett fil-perjodici
li nholqu.

Puntiehor 2ghir‘huwa fuq il-kaz tal-westerns: xi hadd ukoll irid jammetti i anke fost
l-agenziji tar-reklamar hemm xi agenziji, specjalment dawk li nibtu dan |-ahhar, i
huma kwazi cowboys. Jiena nahseb liforsil-Association hemm bzonn li thares lejn
dawn l-agenziji godda li geghdin jinholqu u li mhux ne¢essarjament geghdin jaghmiu
gid lill-Association. Definittivament m’humiex jikkooperaw maghna l-istazzjonijiet
ghaliex ahna ma niehdu xejn minn ghandhom. Nahseb li I-Association ghandha
tara dan il-fenomenu ¢did ta’ hafna agenziji li geghdin jinbtu ' hawn u 'l hinn minghajr
m’hemm stoffa fihom.

Is-sur Gieorge Mifsud: Definittivament i hawn cowboy outfits fost l-agenziji Mala.
l-problema hija iktar gravi milli ga! is-sur Formosa ghaliex hawn numru kbir u jikbru
iuliumn. Ghaliex, bazikament, illur hawn min iibxtri Macintosh wiehed gewwa daru
U jghid ii huwa agenzija tar-rekiamar. Hemm nugqgas ta’ serjeta 'hafna minnhom,
nuoggas *a’ stabbilta finanzjaria, u nuggas ta’ kapeéita | jaghtu parir professionali
ii-klilent. Veru l-problema tezisti. Dan it-tipta’ agenzijijaghtu isem hazin lil-agenziji
professjonali. Massigurakem I i-industrija tar-reklamar tghin hafna #-izvilupp ta’

canil-paiiiz eppanti -impliegi direttl 1 hila iaeat. Alla hares ma ikunx hawn reklamar

ohaliex jikkkollassaw hafna affariiiet fil-pajiii.

Ahna bhala Associationis-sena li ghacldiet kecéejna tnejn minn dan it-tip ta’ agenzi]i.
"-tnejn li huma ma accettajninomx bhala memori u effettivament illum cawn fallew
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u wiehed minn dawn, sahansitra, harab minn Malta u halla dejn sostanzjali. Biex
insolvu din il-problema geghdin f’kuntatti mall- European Advertising Association, |-
ekwivalenti taghna fi Bruxelles, biex niddefinixxu x’hini agenzija tar-reklamar u min
jista’ jopera bhala agenzija tar-reklamar. X'irid ikollu wiehed biex jopera agenzija
tar-reklamar, X’esperjenza, x’pozizzjoni finanzjarja irid ikollu, X'talent, u x’expertise
ser joffri gabel ma jipprezenta ruhu bhala agenzija tar-reklamar. Dan geghdin
nahdmu fuqu bis-serjeta. Ovvjament serimmorru ghand I-Awtorita tax-Xandir biex
issostnina u ghandna I-promessa tal-Ministeru tas-Servizzi Ekonomiéi li jekk ahna
naslu ghall-definizzjoni intelligenti, din lesta Ii ssir ligi fil-pajjiz. B’hekk wiehed ma
jistax jghid li ghandu agenzija tar-reklamar, jagla’ l-kummissjoni, jiétargja tas-servizz
tieghu u jippoza ta’ agent tar-reklamar jekk ma jkunx akkreditat.

Dwar il-puntli gala’ s-sur Victor Formosa dwar li certi agenziji tar-reklamar ghandhom
interess dirett fil-media, dan huwa suggett kontroversjali fl-industrija tar-reklamar
fid-dinja kollha. Ghandha agenzija jkollha interess ' medium jew le? Jekk agenzija
i I-bazitaghha huwa li taghti lill-klijenti taghha pariri genwini u professjonali, anke
jekkimorru kontra l-interessita’ l-agenzija, allura mhu xejn hazin jekk agenzija jkollha
interess dirett i media. Per ezempju, jelk agenzija ghandha budget ta’ klijent u
hemm ghaxar media li tqassam il-budget fughom u wiehed minn dawn il-media
huwa taghha, jekk il-klijent jirrealizza li l-agenzija geghdha taghtih parir biex jalioka
parti mill-ispiza ¥ medium litikkontrolla, ghaliex jagblilha, i-kliient jghidilha le. Jigifier
hadd mhu cieghed iisforza li! hadc.

Agenzija serja meta qeghdha talloka il-budget fuq il-media plan ghandha iew
rm'ghandiex interessi fil-media plan tista’ thalli xi media barra. Per ezempiu, jekk
wiehed ghandhu Lm20,000 gha! xi kempanja mhux necessarjament i jagbillu juza’
liihache ahiar, ghal
argument, fug is-Smash TV ghaliex dan hu l-istazzion li jikag it-tip ta’ udjenza Ii -

«lifent irid. Aliura m’nemrmuc raguni li agenzije i ghandha xi interess ¥ medium, nu
x’hinu, talloka -budget fug II-medium taghha.
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Jekk kull medium - televizjoni, pubblikazzjoni jew radju, jidentifika I-profil tieghu
dan jigi allokat fondi tar-reklamar fuq il-bazi ta’ I-audience profile tieghu u fuq xejn
aktar. Jekk jien ghandi kampanja ghal karozzi Rolls Royce, ovvjament ser jixtruha
nies ghonja, nies li forsi geghdin fil-kummer¢. Dawn x‘jagraw? Normalmentxi gurnal
dwar il-finanzi, bhal Financial Timesta’ l-Ingilterra, u allura dak hu I-medium indikat
ghal dan il-prodott. ll-punt li gieghed nipprova naghmel hu li, hemm jew m’hemmx
agenzija li ghandha interess ¥'medium partikolari, il-logika jew ir-rationale ta’ I-
ippjanar tal-budget fuq il-media ghandu jkun ibbazat biss fuq x’udjenza gieghed
jilhaq dak il-redium.

Chev. Maurice Mizzi: Irrid nirreferi ghal dak li qal is-sur Muscat Inglott li hadd mhu
gieghed ihallas. Kont gieghed nirreferi ghal nies in generali fejn qabel is-sold kien
idur u kulhadd ghaddej, x'imkien is-sold wagaf. Per0 is-sur Muscat Inglott gal li -
konsumatur ihallas gabel. Mhux ne¢essarjament, ghaliex hemm il-hlas bin-nifs, u
nista’ nghid i hemm hafna mill-konsumaturi li geghdin lura f'dawn il-hiasijiet: hernm
hafna nies li m’humiex geghdin ihallsu I-karozzi, I-magni tal-hasil, ir-refrigeraturi,
etc. Importanti li wiehed jinnota li mhux kull konsumatur huwa gaddis u mhusx kull
kummercjant huwa halliel.

Is-sur Adrian Muscat inglott: Jiena hafna drabi permezz ta’ xogholi u tal-kelonna |
nikteb fis-Sunday Times, hatna minn nies jassumu li nissottoskrivi ghall-filosofija i
konsumatur ghandu dejjem ragun. Jiena spiss nikteb kontra »i konsumaturi
lippruvaw japprofittaw ruhhem. Jiena u anke ghan-nom tad-Dipartiment ghall-
Protezzioni ta!-%onswhaﬁur] ahrnanhossu likonsumeaturi bha! dawk | cieghed jirreferi
ghalihom Chev. Mizzi, konsumatur! in buona fede ghandhom bzonn ikunu protettl.
Chev. Mizzi kien gieghed jiffoka fug bexiri ta’ l-elettrodomestici bis-sistema ta' hias

welti i spiss ikun hemm konsumaty
HengejtinvolutPhaziiiet fejn konsumatur ! \ingalaghtiu i problerna u imul
min ikun xtara l-prodott u ma jiehux sodisfazzion. L-uniku mezzlijkollu i-xonsumatur,
biex forsi jipperswadi I-bejjiegh biex jagevolah, hu illi jzomm il-pagamenti. Kemm-

il darba, meta xi hadd jixtri bin-nifs, il-bejjiegh jaghme! arrangament mal-bank u




dan jithallas direttament mill-bank. Hemm xejn kazijiet bhal dawn?

Chev. Maurice Mizzi: Hemm kaZijiet fejn il-bejjiegh jithallas mill-bank, izda jekk il-
hlas jieqaf ghal sitt xhur, il-kambjali jergghu jagghu ghand il-bejiegh. Dawn huma
kazijiet fil-minoranza. ll-maggoranza jigu ffinanzjati mill-bejjiegha, u dawn huma li
geghdin jagghu lura fil-pagamenti.

Is-sur Kevin Drake: Jien m’'ghandi assolutament xejn kontra dak li gal is-sur Muscat
Inglott u l-mod i bih jiddefendi I-konsumatur. Tant hu hekk li fug Radio 101 ghandu
I-ispazju li jrid biex jitkellem fuq dawn I-issues. Imma jkun hemm certi affarijiet i xi
drabiihalluli toghma dagsxejn hazina. Per ezempju, I-fuljett li semma s-sur Muscat
Inglott ma kontx naf bih. Meta semma l-isem ta’ dan il-fuljett Bellajtielek ma tantx
hacit gost bih, ghaliex f'dak it-titolu hemm I-implikazzjoni ta’ xi tip ta’ paranojja. Meta
taghmel titlu bhal dan timplika li min jaghmel ir-reklami u min ixandar ir-reklami
gishom geghdin hemm biex jingannaw.

Jien nagbel ukoll li jrid ikun hemm certu protezzjoni kontra min verament jinganna,
specjalment ghal certi offerti, fejn ikun hemm dak il-famuz small print. Imma
mbaghad meta nghaddu ghal regolamenti u salvagwardii ohra rridu nogghodu attenti
I ma nesagerawx. Professor Lange calghodu semma I-fatt li mhux permess, u
jezistu eertiriservifuq sensieli televizivi, fejn protagonista jkur gieghed isuq karozza
ta’ marka partikolari darba wara I-ohra. Allura xjaghmel II-protagonist, imur bir-
rota? Ma nohorgux barra rminn éertu logika. Meta reklamatur juza certi superlattivi
fir-rellamarbhal: l-isbeh, l-aqwa, -itjieb dan irid iaght lprovataghhom? Kifseriaght]
prova? lrridu nzommu fiit perspettiva anke meta niggeneralizzaw.

ls-sur Adrian Muscat Inglott: Ghaliex reldamatur ghandu ighid I --prodott tieghu hy

-agwe. Diffi¢li biex tipprova li prodott huwa l-agwa u -ahjar. Fer ezempju, dan -
ahhar stedint il xi hwienet i joffru l-orhos p@fezzijief%fbiex jikkonfermaw dak li geghdin
ighidu u ghandi kaz fejn wiehed mis-supermarkets qal li iekicxi konsumatur jixtri xi
prodott minn ghandu u mbaghad isibu orhos hanut ighor is-sid tas-supermarket
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joffri li jhallas id-differenza lill-konsumatur. Affarijiet bhal dawn tista’ tipprovhom.
Imma jekk hemm xi affarijiet li ma tistax tipprova li hurna veri, tghidhomx.

Issa biex nirreferi ghal dak il-fuljett Bellajtielek jiena naqbel mas-sur Kevin Drake.
Jien ma kontx involut fih ghaliex sar qabel ma dhalt fid-Dipartiment ghall-Affarijiet
tal-Konsumatur. Fl-opinjoni personali tieghi naqbel li dak mhux I-ahjar metodu.
Pero jiena hawnhekk gieghed ghan-nom tad-Dipartiment u jkolli nappoggah.

Mons. Fortunato Mizzi: Kont ser naghmel suggeriment zghir. I-lejla kermm il-
kelliera u kemm dawk li intervienew ikkoncentraw I-izjed, gustarnent, fug il-paﬂi li
jien insejjhilha etika. Hemm il-parti legali spe¢jaiment i-infurzar taghha, imma anke
I-bazi tal-Ligi eventwalment f'dawk li huma regolamenti hija etika. U kont gieghed
nahseb li billi s-suggett huwa bizzejjed evidenti, perd nibza wkoll li missejnieh biss
indirettament. Ghidna hafna affarijiet importanti llumn |i huma konkreti hafna u
personalment hadt pjacir bil-konkretezza ta’ l-interventi u tad-diskorsi, imma jidhirli
li ttrattajna fug "/s-Sehem tar-Reklamar fix-Xandir" indirettament biss. Jigifieri |-
identita vera, is-sejha vera, il-missjoni vera tar-reklamar hija semplicement gligh ta’
flus, hija semplicement sfruttament tac-cirkostanzi? Le, hija missjoni gabel xejn.
Anke mill-punto di vista ekonomiku stess hemm missjoni. llum dahiet hafna din |-
espressjoni ‘missjoni’. Dahlet hafna fil-lingwagg anke industrijali u kummercjali,
imma ghandha sens profondament etiku, prefondament morali, anzi nzid nghid
profondament spiritwali.

Allura nhoss i ghandi nissu¢geried Ii meta I-Awtorita tax-Xandir tigi biex tirriflett
fug dak li ntgal u tiehu -konkluzioniiiet taghha, tara fejn konkretament tiste’ tasa/, u
tara kif taghmel biex, kemm jista’ jkun, ticéara sewwa x’hinu r-rwol tar-rekiamar, tal-

nromozzioni, U tal-pubblicita,
Diga actennajna xi haga matul il-gurnata fug dan is-suggett imme forsi affrottajnieh

indirettament iktar milli direttament. Nahseb li jekk kemm-il darba I-Awtorita
taffrontah direttament u taghti l-impressjoni taghha fug x’hinu verament ir-rwol, il-
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missjoni tar-reklamar, dan jikkontribwixad hafna mhux biss biex fl-isfera tax-xandir
inkunu nafu sewwa ghalfejn ir-reklamar, imma anke biex nirrispondu ghal dak i
ntgalillum. Ghaliex, per ezempju, jinholqu agenziji tar-reklamar minghajr ma jkunu
kwalifikati. Jekk ikun hemm kriterju ¢ar ta’ x’hini agenzija tar-reklamar, x’hinu r-
rwolta’ agenzija tar-reklamar u x’hinu ir-rwol tar-reklamar in generali, allura nahseb
li nistghu niddeterminaw x’hinu r-rwol u x’hini I-missjoni tar-reklamar biex jiffacilita
x-xoghol ta’ kif naghzlu dawk |i huma tajbin u dawk li m’humiex tajbin.

is-sur Philip Incorvaja: Is-sur Mifsud dalghodu rrifera ghar-ricerka, u naturalment
bhala agent professjonali huwa jibbaza |-advertising plan tieghu fug it-tip ta’
informazzjoni li jkollu. Gustament huwa qal li jixtieq li jkollu audience profile tal-
gazzetti, ta’ l-istazzjonijiet tar-radju, tat-televizjoni, e¢¢. Informazzjoni importanti
ohra li wiehed ghandu bZonn hija kemm hu effettiv ir-reklamar fuq dawk il-media.
Per ezempju, wara li jkun introdott xi prodott isiru ricerki biex jigi stabbilit kemm dan
irnexxa fuq bazita’ reklamar jew sponsorship fuq certi media?

Hemm bzonn lif'dan il-pajjiz ikolina benchmark. Ma jistax ikun li nibgghu ghaddejiin
kifahna. Nahseb li jaghmel ix-xoghol ta’ l-agenziji iktar facli: -agenzija tar-reklamar
tkun tista’ tinforma I-klijent taghha i kienet ibbazat il-marketing plan fuq I-audience
profile ta’ I-istazzjonijiet u skond l-ahhar audience survey li huwa accettat minn
lculhadd. B’hekk cawn ir-ricerki jlkunu jistghu jintuzaw bhala benchmarkfl-industriia
«oliha. Ghaliex dan l-ahhar tant ingaighu kwistjonijiet fug is-surveys i nahseb i
rm’humiex geghdin jiggeneraw hliet konfuzjoni fl-industriia u geghdin jaghmiu hsara
sahansitra lill-Awtorita tax-Xandir.

is-sur George Mifsud: Is-suggett tas-surveys mhux pregizament is-suggett tal-lumn.

Jien personalment nemmen fil-bzonn t2’ surveys bis-serjeté gabel kollox. Mets

procuttur sejier jiche! fis-sug b prodett u meta agenzija tar-rekiamer ser tonfoq
gomma sostanzjali biex tikkomunika dak il-prodott, jekk ma taghmilx ricerka seria
aisa poggietxi hadd kamra fid-dlam ¢appa, taghtu senter, U gaitlu biex jispara fua
ghastur It hernm idur x’irmkien fil-kamra. Dak huwa x-xenarju minghajr ricerka. Mentri
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r-ricerka x'taghtik? Ghallingas ir-ricerka, li allavolja mhix mija fil-mija vangelu, tista’
taghtik indikazzjoni iktar ¢ara.

Bazikament ir-ricerka geghdha tghidlek li inti gieghed f’kamra fid-dlam, ghandek
senter, ghandek biss erba’ combiet, u I-ghasfur gieghed f'dik il-kantuniera x'imkien
fl-gholi. Bazikamentir-ricerka geghdha tghidlek fejn hu l-oggettiv tieghek i trid tolqot.
F'Malta llum geghdin naraw ir-rizultati hziena ta’ min jibda jopera fis-suq minghajr
ricerka ta’ kwalunkwe tip. lllum min jongos jaghmel ricerka jkun gieghed jaghmel
kwazi suwicidju. Personalmentjieninvolut fi progetti li geghdin nippruvaw insalvaw
investimenti ta’ miljuni kbar ta’ liri ghaliex nagsu milli jaghmiu ricerka gabel.

Is-suggett ta’ ricerka, bhal kollox, hemm min joghgbu u hemm min ma joghgbux.
Kull meta klijent jikkommissjona xi studju ta’ ricerka jghidlek li hu diga jaf x’ser ikun
ir-rizultat - u mhu veru xejn. F'hafna mill-kazijiet, il-klijent isib li kien totalment zbaljat
ghaliex dak li kien ilu jaghmel ghal ghoxrin sena ma jfissirx li s-suqg ghadu I-istess
illum.

Hemm tipi differenti ta’ ricerka: jiddependix’hinuma I-oggettivi, xi trid issib. Ghandek
panel testing jekk trid ticcekja toghma, pakiett; ghandek door-to-door research.
Xlip ta’ sample tuza jliddependi fuq is-suggett tieghek. lllum geghdin jizviluppaw
sistemni, fl-ltalia specialment, fejn wara kampanja ta’ xahar tigi ttestjata biex *gi
stabbilita kemm dik il-kampania kienet effettiva. Chandek advertising recall. 'Maita
naghmiuha fuc livell Zghir, hawn min jaghmilha u hawn min le. Kulhadd jafli hawn
kumpanija bhal MISCO i hija totalment dedikata fuq ir-ricerka. Issa hawn forsi min
rme jagbibe ma’ i rizultat i pprocduciet i-MISCC, imma forsi I-brief kien hazir, forsi
s-sample ma kienx ideali ghall-ogettiv stabbilit.

Ahna ghamiina perjodu ta’ xi sitt snin nittestiaw 'l fug minn 150 hanut kull gimgha
oiex nistabbilbewu xChinumna jixtru n-nies. Ovvijament konna geghdin naghmluh ghal
Iijent 1i kellu interess i jkun jaf is-sug kif kien gieghed jirreagixxi, minn gimgha
ghall-ohra, fil-bejgh ta’ affarijiet ta’ I-ikel. B’hekk wiehed seta’ jiskontra dik I-

97



inforrmazzjoni ma’ prodotti li kienu geghdin jigu reklamati. B’hekk wiehed jista’ jittestja
l-advertising recall. lllum |-klijenti m'ghadhomx jaccettaw dak i geghdha tghidilhom
l-agenzija tar-reklamar bl-amment. Huwa d-dover ta’ I-agenzija li tikkonferma I-
opinjonijiet taghha dwar il-media fug bazi ta’ ricerka.

Is-sur Philip Incorvaja: Jiena nagbel li wiehed ghandu jibbaza il-marketing plans u
l-advertising plans fuqg ricerki. Perd hemm bzonn li naghmlu benchmark li huwa
accettabbli ghal kulhadd.

Is-sur Gieorge Mifsud: Il-benchmark huwa r-ricerka serja. Jien nassigurakom i
hawn kumpaniji li jaghmlu ricerki serjissimi. Kemm-il darba tibbaza d-de¢izjonijiet
u I-pjanijiet tieghek fughom ir-rizultati, bejn wiehed u iehor, ikunu tajbin.

ls-sur Philip Incorvaja: Meta I-Awtoritd tax-Xandir harget bl-audience surveys
taghha hi kellha raguni biex tipprova tirrazzjonalizza I-industrija, biex tara fejn
geghdin wara erba’ snin u tara x’moviment sar fl-industrija. Jiena cert Ii dan I-
ezercizzju kien utili. Biex niehu spunt milli gal Mons. Mizzi jekk l-industrija tar-
reklamar tinghagad biex tiddiskuti x'sejjer isir din is-sena, jista’ jkolina sitwazzjoni
fejn l-audience survey i ser isir fl-ahhar tas-sena mill-Awtorita tax-Xandir ikoilu
certu ammont ta’ acceptability.

‘t-tieni punt tieghi huwe dwar ic-diskussjoni i ngalghet fuq comparative acdvertising.
Nixtieq) inkun naf jekk |-Association of Advertising Agents u d-Dipartiment ghall-
Frotezzjoni tal-Konsumatur jacblux maghha meta hiia bbazata fug il-fat.

's-sur George Mifsud: Jiena ma nistax nghidiek l-opinjoni tal-membrita’ l-Association

jkunu fathwall, Ghelila hija l-aktar forma pura te’ reklamar. Ghaliex tieghed thaiiar
u gieghed taghti I-fatt. Fl-Ingilterra dan isir liberaiment u rari jkun hernm libell bejn
kumpanija v ohra specjalment fir-reklami tal-karozzi. Id-ditti tal-karozzi fl-Ingilterra

kontinwarment jaghrlu paraguni kemm fil-gurnali u kemm fug it-televizjoni. Bhalissa,
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per ezempju, ghaddejja kampanja tal-karozzi Daewoo. Dawn hlief comparative
advertising u kultant tmaqdir tal-kompetizzjoni ma jaghmlux. F'Malta dan il-kuncett
mhux accettat, pero jien ma nara xejn hazin fih assolutament. Min jaghmel paraguni
hziena zgur jingabad.

Is-sur Adrian Muscat Inglott: Jiena I-paraguni li nagbel maghhom huwa t-tip ta’
paraguni li jsiru ' Which Magazine ta’ I-Ingilterra li hu ppubblikat mill-Consumers
Association. Diga kellimthom darbtejn u kelliidea li naghmel arrangament maghhom
u nippubblika rapporti taghhorn, ghaliex hurna kompletament oggettivi. Ironikament
din hija pubblikazzjoni li assolutament ma taccettax reklami. Which Magazine
jaghmel rapporti oggettivi fuq grupp ta’ prodotti ta’ l-istess kategorija u jghaddihom
minn testijiet rigoruzi u jghid ezattament x’hernm tajjeb ux’hemm hazin f’kull prodott
sahansitra anke fil-prezzijiet.

Dak huwa it-tip ta’ comparative advertising,(jekk dan tista’ ssejjahlu comparative
advertising) i jien nixtieq nara hawn Malta. Forsi xi darba jirnexxieli nippubblika
magazine bhal dan, imma jrid ikollok hafna rizorsi. Per ezempju, trid tiehu kampjuni
ta’ prodotti mill-kompetituri kollha, tehodhom fil-laboratorji, taghmel it-testijiet, u
mbaghad taghti r-rizultati oggettivi fug kull prodott. Fiit zmien ilu kienu ghamiu xi
haga simili fuq il-gazzetta The Malta Independent fejr kienu ghamiu laboratory
checks fug diversitipi ta’ ilma tax-xorb ibbottiliat. Dak huwa t-tip ta’ paragunili jien
rixtieq nara hawn Malta.





