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Ochrana maloletych

Osemnasteho novembra 1996 vstapilo do platnosti pre TF 1, France 2, France 3 a
M 6 nové nariadenie klasifikacie diel schopnych ohrozit city maloletych, nariadenie
prijaté vSetkymi vysielateImi pod zastitou C. S. A. (NajvysSej audivizudlnej rady,
pozn. prekladatela).

Hrané filmy, televizne filmy, seridly, kreslené a dokumentarne filmy su v zavis-
losti od stupiia nasilia alebo erotiky, ktoré sa v nich vyskytuju, zoradené do piatich
kategdrii a ich vysielanie je vybavené spolo¢nym znakom: zelenym krizkom, oran-
Zovym trojuholnikom alebo cervenym Stvoréekom. Tieto nariadenia boli zapracova-
né do dohdd, ktoré uzavrela C. S. A. s TF 1 a M 6 a ktoré boli predmetom dodatku
k dohode s Canal+, a musia byt pripojené k povinnostiam verejnopravnych televizii.

Systém prijatej klasifikacie predpoklada pét kategdrii, do ktorych st po posudeni
zaradené vsetky programy tvoriace televizne alebo filmové dielo. Tento systém pred-
poklada silnejSiu osobnost vysielatelov, ktori individualne zriadia projekénu komi-
siu. Tato sa vyjadri ku klasifikacii kazdého diela.

— Kategoria I sa dotyka uplne pristupnych programov.

— Kategoria II zahrnuje programy, v ktorych sa niektoré scény moézu dotknut mla-
dého publika.

— Kategoéria III, filmy zakdzané menej ako 12-roénym a programy, ktoré mozu ohrozit
mladé publikum, najmaé ak sa scenar systematicky a opakovane vracia k fyzické-
mu a psychologickému nasiliu.

— Kategoria IV, filmy zakazané osobam mladsim ako 16 rokov a erotické alebo vel-
mi nasilné programy, ktoré mézu poskodit fyzicky, mentalny alebo moralny vy-
voj os6b mladsich ako 16 rokow.

— Kategdria V, programy pornografického charakteru alebo extrémne nasilné, schop-
né vazne poskodit fyzicky, mentalny alebo moralny vyvoj maloletych.

Kazdej kategorii zodpoveda rezim tvorby programove;j Struktiry, v ktorej televiz-
neho divéka jasne upozorni znak, skladajici sa z troch symbolov na verejnoprav-
nych staniciach a piatich na stanici Canal +.

Z francuzskeho originalu Loic Taillanter: L harmonisation de la législation francaise
sur les médias avec la directive ,, T¢lévision sans frontiéres* prelozila Danusa Serafinova.

EUROPSKY AUDIOVIZUALNY PRIEMYSEL
(Vyzvy 21. storocia)

NUNO ALMEIDE CONDE
Globalni hraci na audiovizualnej scéne

Prichod globélnych hracov do audiovizualneho medialneho sektora je désledkom
sucasného trendu horizontalnej koncentracie v tomto sektore. Treba poznamenat, ze
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tato koncentracia prebieha podla tradiénych kapitalistickych pravidiel. Koncentracia
posiliiuje obchodnt silu spolo¢nosti vo vztahu k distributérom.

VlIna koncentracie audiovizualneho priemyslu sa zdvihla v Spojenych statoch (napr.
Walt Disney a Capital Cities’ABC, Time Warner a Turner Broadcasting Group) a v ro-
koch 19961997 zasiahla aj Eurdpu. Najvyznamnejsie spojenectva na europskom audio-
vizualnom trhu vznikli fiziou Bertelsmanna AG a Audiofina AS, zasluhou ktorej vznik-
la spolo€nost VLT-UFA s najvacsim obratom v Eurdpe, dalej fuzia franctizskej televiznej
spolo¢nosti Canal Plus s firmou Nethold a dohoda medzi Kirchovou medialnou skupi-
nou a CLT/UFA o spolo¢nom vyvoji a zavadzani platenej digitalnej televizie.

Eurdpske podniky sa rozhodli pre spojenectva pomocou kooperaénych dohod,
akvizicii a fuzii, zabezpec€ujicich dostatok investicnych prostriedkov, potrebnych na
uspesné podnikanie v kapitalovo naro¢nom audiovizualnom priemysle.

Digitalna éra

Digitalna technoldgia zaroven stiera hranice medzi telekomunikaciami, vysielanim,
publikovanim (vydavanim) a pocitaovym priemyslom. Tato technologick4 konvergencia
prinasa prospech pre audiovizudlny trh, najma pre jeho distribu¢né moznosti.

Nové interaktivne sluzby, ako hry, obchodné, bankové a finanéné sluzby, su do-
stupné prostrednictvom televiznych prijimacov i osobnych pocitacov.

V tejto suvislosti treba zddraznit, Ze najva¢sou zmenou na medialnom trhu bude
fragmentacia publika ako dosledok obrovského nérastu poc¢tu kanalov a dostupnych
interaktivnych sluzieb. Objavuju sa stale nové typy platenej televizie, ako aj nové
interaktivne sluzby so $pecifickymi formami predplatného.

V analdgovom veku bola najva¢sim problémom nedostato¢na kapacita prenosovych
kanalov. V digitalnom veku bude najvac¢sim problémom vyuZitie obrovskej kapacity ka-
nélov a ich ,,zaplnenie” dostatoénym mnoZstvom obsahov. Pre konkurencieschopnost
europskeho audiovizualneho priemyslu bude preto zivotne dolezita lacna produkcia.

Audiovizualny trh

Mozno predpokladat, ze narastom a diverzifikaciou audiovizualnych produktov
a sluzieb, napriklad novych foriem televiznych on-line sluzieb, sa vyrazne zvysi glo-
balna konzumacia.

Konzumdcia audiovizudlnych produktov

V zmysle finalnej konzumadcie audiovizualnych produktov (rozhlasova a televiz-
na reklama, predplatné za sluzby kablovych rozvodov, predaj a poZiCiavanie videa,
kino, platena televizia, koncesionarske poplatky a pod.) sa na troch najvéacsich tr-
hoch — USA, Eurdpa, Japonsko — vynalozilo v roku 1995 173 milidrd dolarov. Za
roky 1994-1995 tieto vydavky vzrastli o 8,2 percenta.

Svetovy audiovizudlny trh

Svetovy audiovizualny trh ovladaji Spojené Staty, na ktoré pripada 51-percentny
podiel tohto trhu. Druhym najvaé$im regionalnym trhom je Eurdpa s 31-percentnym
podielom na svetovom trhu.
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Rozvoj trhov v rokoch 1994—-1995

Tempo rastu na jednotlivych trhoch bolo rozdielne. Najvacsi prirastok zazname-
nal eurdpsky (13,1 percenta), potom japonsky (10,6 percenta) a nakoniec americky
(4,8 percenta) trh. Podla optimistickych predpovedi sa eurépsky audiovizualny trh do
roku 2010 vyrovna americkému.

Zdroje prijmov audiovizudlneho priemyslu

Prijmy eurdpskeho audiovizudlneho priemyslu dosiahli v roku 1995 vysku 57
miliard dolarov. Televizne prijmy z reklamy, kdblovych sluzieb, koncesionarskych
poplatkov a platenej televizie tvorili v USA 75 percent a v Eurdpe 82 percent vSet-
kych prijmov audiovizualneho priemyslu.

Hlavnym zdrojom prijmov eurdpskeho audiovizualneho priemyslu zostava bez-
platna, ¢ize reklamou financovana televizia. Predpoklada sa, ze prijmy z tohto zdro-
janarasti zo 7 574 miliéonov ECU v roku 1995 na 10 476 miliénov v roku 2005, ¢o
by predstavovalo narast o 38,3 percenta. Napriek diverzifikacii audiovizualnych pro-
duktov nekddovana televizia stdle dominuje na audiovizualnom trhu a svoju poziciu
hlavného média kultiry si udrzi i nadale;j.

Americky a eurdpsky trh sa znacne liSia v prijmoch z koncesionarskych poplat-
kov a predplatného za kablovu televiziu. Koncesiondrske poplatky tvoria v Eurdpe
21,4 percenta, ale v USA len 0,4 percenta celkovych prijmov audiovizualneho prie-
myslu. Naopak prijmy z kéblovej televizie predstavuja v USA 20,6 percenta a v kra-
jinach Eurdpskej tnie len 7,6 percenta vsetkych prijmov.

Vydavky na audiovizudlne produkty a sluzby v Eurdpe

Podla najnovsej Stadie pre potreby Eurdpskej komisie' sa predpoklada, ze vydav-
ky na audiovizualne produkty a sluzby (koncesionarske poplatky, audiovizualna re-
klama, vydavky konzumentov) v Dansku, vo Franctizsku, v Nemecku, frsku, Talian-
sku, Spanielsku a vo Velkej Britanii vzrasti z 31,8 miliardy ECU v roku 1995 na
53,9 miliardy ECU v roku 2005, ¢o predstavuje efektivny narast o 69,5 percenta.

Prijmy eurdpskych vyrobcov programov

Na trhoch siedmich spominanych ¢lenskych krajin Eurdpskej tinie vzrasta prijmy
vyrobcov a distributérov audiovizualnych programov z 8 911 miliénov ECU v roku
1995 na 16 117 miliénov ECU v roku 2005.

Trh digitilnej televizie

Digitalne televizne sluzby v rokoch 2000 az 2005 vyznamnou mierou prispeju k cel-
kovému rozmachu audiovizuédlneho trhu v oboch hlavnych zlozkach televizneho vy-
sielania —v oblasti nekddovaného vysielaniai v oblasti platenych televiznych sluZieb.

! Economic Implications of New Communication Technologies on the Audiovisual Markets. April 1997.
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Prienik digitdlnej televizie na trh

V Spojenych statoch ma digitalna televizia 6,7 miliona predplatitelov? a 4,75 per-
centa domacnosti ma moznost vyuzivat vyhody digitalnej televizie. Predpoklada sa,
ze v roku 2000 bude mat digitalnu televiziu 50 percent americkych domacnosti.

V auguste roku 1996 Federalna komunikaénd komisia USA povolila vy$e 1 500
televiznym staniciam zriadit druhé kanale na vysielanie digitalnej televizie. Hlavné
televizne siete planuju zaciatok digitalneho vysielania na koniec roku 1998.

Rozsirenost digitalnej televizie v Eurdpe je podstatne niz8ia ako v Spojenych §ta-
toch. Z eurdpskych krajin je digitalna televizia najrozsirenejsia vo Francuzsku a v
Holandsku. Aj tu je vSak digitdlnou televiziou vybavenych len 2 percentd, resp. 0,9
percenta domacnosti.

Eurdpsky trh digitdlnej televizie

Dobry rok po Spojenych statoch odstartovala digitdlna televizia aj v Eurdpe. Fran-
cuzska televizna stanica Canal Satellite Numérique (CSN) zacala vysielat 27. aprila
1996.V Spojenych §tatoch traja operatori zacali digitalne vysielat v juni 1994 a dal-
§i sa k nim pripojili v juni 1996.

V sti¢asnosti ma Nemecko, Franciizsko, Taliansko, Spanielsko a krajiny Beneluxu
869 tisic predplatitelov digitalnej televizie. Predpoklada sa, Ze v Skandinavii a vo Velkej
Britanii sa vysielanie digitalnej televizie zacne koncom roka 1997 alebo na jar 1998.

Zaver

Eurdpsky audiovizualny priemysel musi byt schopny konkurovat na globalnom
trhu. Preto vznikaju aliancie audiovizualnych podnikov, schopné zabezpecit dostatok
kapitalu a investi¢nych prostriedkov nevyhnutnych na podnikanie na kapitalovo na-
ro¢nom audiovizudlnom trhu.

Eurdpa disponuje obrovskym potencialom konzumacie audiovizualnych produktov
a sluzieb. V priebehu desiatich rokov je eurdpsky audiovizualny trh schopny narast
o 70 percent. Predpoklada sa, Ze zna¢nd cast rychle rasticich vydavkov na audiovi-
zualne produkty a sluzby p6jde na prospech eurdpskych producentov a distributérov
audiovizudlnych programov.

Digitalizacia nevytlaéi doterajSie programy a sluzby, ale vyrazne prispeje k dal-
Siemu rozmachu audiovizualneho trhu. Tradi¢né média ako tla¢ alebo klasicka tele-
vizia nezaniknu.

Na televiznej scéne zostane dominantnym model nekddovanej televizie. Prepo-
klada sa vSak, ze prijmy novych televiznych sluzieb budu rast rychlejsie ako reklam-
né prijmy klasickej televizie.

V analdgovom veku bola najva¢sim problémom nedostato¢na kapacita prenosovych
kanalov. V digitdlnom veku bude najvac¢sim problémom vyuZitie obrovskej kapacity ka-
nalov a ich ,,zaplnenie” dostatocnym mnozstvom obsahov. Pre konkurencieschopnost
eurdpskeho audiovizudlneho priemyslu bude preto zivotne dolezita lacnd produkcia.

Z anglického originalu Nuno Almeide Conde: The European Audiovisual Industry —
Challenges for the XXI. Century prelozil Samuel Brecka.

2 Zdroj: DSF/Horizont/EIM.
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Global and Historical Co-ordinates of Media Transformation in the Slovak

Republic

Jozef Darmo

The author characterises the main features of con-
temporary process of media systems’ transforma-
tion in the post-communist countries and, espe-
cially, in Slovakia. He argues that: 1) Communities
in these countries still live in the period of tran-
sition from totality to democracy, 2) The new in-
stitutions securing democratic transformation sta-
bilise in terms of their jurisdiction but have not
fully used their potential, 3) By totality devasta-
ted legal consciousness weakens the legal stabi-
lity of the society and the respect for law, 4) The
political system is being crystallised, political
structures of parties are more declared and arti-
ficially created than springing from social move-
ment below, and are not nurtured by this move-
ment, 5) The media system undergoes the process
of complex transformation. Not only privatisa-

tion and commercialisation is present, but also
changes in communication technology, 6) The
process of liberation from residues of totality, and
adopting the alphabet of democracy result in com-
plications and even conflicts. The new communi-
cation culture is only being formed, often ham-
pered by suspicion, distrust, which produce
irreconcilable conflict. The politicians, journa-
lists and public interpret, and in practice often
controversially apply individual principles of de-
mocracy, 7) Also the professional circles of jour-
nalists, publishers, public and private media only
look for their right status and functions in socie-
ty, their relation to the existing political system,
public and citizen, as well as professional soli-
darity, tolerance in their own professional envi-
ronment.

Conditions for the National Media Market Developments in the Process

of Globalisation and Regionalisation

Kosta Gouliamos

This study deals mainly with the impact of me-
dia globalisation on the national markets deve-
lopments. The author states that the relation-
ship between globalisation and national media
market is a blend of antagonisms and co-opera-
tion. The internal social structures specific to
each country’s economic commitments, consti-
tution and culture must take the strain of incre-
asing communication between the citizens of
these countries and a wider world in which hu-
man rights in general and citizens’ rights wit-
hin the information society in particular will be
a political challenge. According to the author,
the globalisation may: a) lead to an elimina-
tion of unskilled jobs and the deskilling of many
other occupations, b) cause restrictions on the
accessibility of information as well the capaci-

ty of a given power system, c) make an invasion
of privacy posed by the electronic systems, d)
divide and fracture our planet and increase dis-
parities (between both the North and South, and
between different social groups within nations),
e) increase the corporate control over the pro-
vision of information and, therefore, culture, f)
raise risks for intellectual rights. The author
believes that the characteristics described in his
study provide the basis of a rational approach
for considering the long term policy framework
suitable for handling new transactional servi-
ces between European Union and Central and
East European countries. However, transitional
arrangement must reflect socio-cultural con-
cerns and will have to recognise different star-
ting points of each individual state.
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Possibilities and Limits of the Slovak Media Market

Samuel Brecka

The author argues that possibilities of develop-
ment and functioning of the national media mar-
kets depend generally on numerous internal (do-
mestic) and outer (foreign, international, global)
factors. The most important are: 1) domestic and
international legislative conditions, 2) economic
conditions in general (the development of domes-
tic and international economy and related deve-
lopment of advertising market as the economic
basis of media existence), 3) capacity of media
market (its size), and 4) development of commu-
nication technologies.

Using the Slovak media market as an example,
the author discuses these factors and their im-

Danish Media Law and EU-Regulation

pact. He realises that the Slovak media market
is small, poor, unbalanced and badly regula-
ted. Because of its small capacity, the Slovak
media market is: a) not attractive for the strong
foreign partners, b) prone to risk from business
point of view, c¢) vulnerable from outside,
d) strongly dependent on import of cheap me-
dia (audio-visual) products since domestic pro-
duction is relatively expensive, e) has limited
investment sources and thus limited possibili-
ties of technological development, and f) more
dependent on protection, subsidies, and assis-
tance of state which may effect media inde-
pendence.

Vibeke G. Petersen

Dealing with television regulation, the author
concentrates on the issue of bringing national
broadcasting legislation into line with the EU
Directive on “Television without frontiers” — how
it was done in Denmark, and why it is necessary.
According to author, the implementation of the
directive into Danish broadcasting legislation
was fairly simple because Danish rules on ad-
vertising and sponsorship were already in con-
formity with European rules. The problems aro-
se at the political level. The Danish government
claimed that television belongs in the sphere of
culture, and since culture did not form part of
the Treaty, the European Union had no right to
regulate television. This particular Danish prob-
lem was solved when the Treaty was amended to
incorporate culture. But the rules on quotas of
European content have continued to be contro-
versial not only in Denmark but in the Union.
The resistance against fixed quota has been in-

terpreted by some as a surrender to the Ameri-
can film industry and a lack of concern for the
survival of the European audiovisual industry.
The author do not agree with this view. She ar-
gues that the most often repeated reason was ra-
ther that quotas do not guarantee good quality.
The author concludes her paper wit the most in-
teresting addition to the directive — the rules on
major sports events on TV. The new article, in view
of the author, is interesting because it recognises
that the increasing commercialisation of televi-
sion poses a threat to free television. The prices
of television rights to important sports events have
skyrocketed during the last few years. With the
tendency towards fewer and bigger media domi-
nating the market, big events may become too ex-
pensive for free TV stations. Ordinary viewers may
than be excluded from following such events on
TV, and as a result society is deprived of some of
its cultural cohesion.
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Harmonisation of the National Media Legislation with the Amended Directive

“Television without Frontiers”

Loic Taillanter

This paper deals with the French approach to the
EU Directive “Television without Frontiers”. The
author concentrates on the French proposals to
revise the Directive from 1989. The main aim of
these proposals was to support diffusion of the
European audiovisual works as well as to stren-
gthen the European programme industry in or-
der to be able to compete with American audio-
visual industry. The author discusses two big
questions: Quotas on European programmes and
transmission of major events. The quotas were
the main point of disagreement during the last
few years’ negotiations over the amended direc-
tive — with a minority of countries plus the Euro-
pean Parliament wanting a fixed quota (of mini-
mum 51%) and a majority insisting on a certain
flexibility being kept in the directive. The author
also deals with the rules relating to major events
on TV, To his view, the organizers of these events

are fully allowed to sell the television rights for
these events. The last part of the papers discus-
ses protection of minors against violence, eroti-
cism and pornography in films, television prog-
rammes and serials. He presents classification
of programmes in five categories: 1) Programmes
for general public, 2) programmes with scenes
which may offend young audiences, 3) films and
programmes banned for children under 12 and
programmes which may offend young audiences,
especially if the physical and psychical violence
in scenario is systematically repeated, 4) films
and erotic programmes banned for youth under
16 which portrayal an excessive violence and
therefore may negatively affect the physical and
psychical health of minors, 5) programmes with
pornography and extreme violence which may
seriously damage the physical and psychical
health of minors.

The European Audiovisual Industry — Challenges for the XXI. Century

Nuno Almeide Conde

The author discuses media market developments
in the process of media globalisation and the role
of Europe in the global market. Firstly he states
that emergence of global players in the audiovi-
sual sector is due to the present trend for horizon-
tal concentration of companies in this sector. Se-
condly he pointed out that concentration in the
audiovisual sector follows traditional capitalistic
rules: concentration reinforces companies trans-
action power vis-a-vis distributors and generates
scale economies.

For the European audiovisual industry, it must be
able to compete on a global market. Alliances bet-
ween audiovisual companies turn out to be on of
the finest solutions to produce the required inves-
tments and scale economies in the audiovisual ca-

pital-intensive industry. Europe has a huge au-
diovisual consumption potential. Digitalisation
will expand the audiovisual market rather than
replace existing contents and services. Conventio-
nal media such as written press or free-to-air tele-
vision will not disappear. The “‘free TV model will
remain dominant. However, revenues from cable
subscription, pay TV, pay-per-view, video and ci-
nema ticket sales are expected to grow faster than
television advertising. The author mentions that
in the analogue age scarcity of transmission ca-
pacity was the main concern. Now, the digital prob-
lem is going to be the scarcity of contents. There-
for, low cost production will be vital to the
competitiveness of the European audiovisual in-
dustry.



