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MEDIA

LAIMING A turnover of £1.2 million

last vear, Radio Mowva hopes to hil the
£2 million mark by the end of this vear.
£2 million must amount o a significant
income for operating in an area of
business that many would consider
illegal, and some would even go as far as
Lo say offensive — pirate radio.

"NMova Media Services Ltd” began
operations in July 1981 with a capilal
investment of 100000, The station
employs a statl of 43 and broadcasts
twenty-four hours a day from the city
centre of Dublin,

Another of Ireland’s major pirate radio
stations 5 “Sunshine Radio Productions
Ltd" with 42 employees and iz also
Dublin-based. This was one of the [irst
independent radic stations to be set upin
1980 on a capilal oullay of some
£60,000. Last vear, Sunshine’s turnover
realised the comparatively modest sum
of £253,155,

The only source of income for both
these stations is the advertising that they
carry. Although there are few others as
well organised or making  anylhing
remotely approaching the above sums,
the mere fact that there are about 14
pirate radio stations operating in the
Dublin area alone with a total of over 70
pirate  transmitters secreted away
throughout Ireland's countryside, seems
to suggest that there's real money in it.

Piracy of the airwaves is not a new
phenomenon and was common through-
out the continent in the 196s. Here in
Ireland, a few vigorous allempls have
been introeduced in the D&il to bridle or
obliterate the pirate stations altogether,
but any such legislation has been
impeded by the frequent governmental
changes and, until recently, seemed as
unlikely as ever to be enacted.

Arcording to Part [, Section 3(i) of the
"Wireless Telegraphy Act”, 15926, it is
illegal to possess or operale a lransmitter
without & licence from the government.

“Every person who mainlains, works,
or uses any such signalling station . ..
shall be guilly of an offence . . . and shall
be liahle on summary conviction thereof
to a fine not exceeding L£10 together
with, in the case of a continuing ollence,
a [urther line not exceeding £1 for every
day during which the olfence continues”,
the Act states,

Today, the maximum fine for contra-
vention of this Act is still only 100
Albert Reynolds” “Wireless Telegraphy
Bill"” of 1979 would have increased that
fine to 10,000 but il would also have
made proviston for a franchise to be
given out to the legitimised independent
local radios that would have been
licensed as a result. That bill went down
the road with the Fianna Fail govern-
ment's fall from power,

Ted Mealon, the present Minister ol
State for Broadoasting al the P4 T, is now
expected to table another bill, "The Local
Radio Authority Bill™, to the Ddil come
the autumn.
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There are now over 70
radio stations in Ireland
and only those owned by
HTE are legal. Pallry fines
make it impossible to
shut the "pirates” down
and some of the more
professional ones have
seized their opportunily
to grab huge
listenerships. Pal Nolan
has been eavesdropping
on the scene.

Louis MeRedmond, Head of Press and
Information at RTE sees the piraies as
being both illegal and immoral. “The
whinle thing is a question of whether or
not the law matiers” he fesls. He also
castigates the plrates for non-payment of
royalties, plagiarising the news from RTE
and other stations and complains of the
interference caused by the pirate radio
transmitters. br McRedmond alleges
that the pirates cause interference both
at home and abroad giving Ireland a bad
Tdime.

“The allegations of interference are
just not  true”  responded Robhie
Robinson, who owns and runs Sunshing
Hadio. ""The nearest {o our frequency is a
German station which is four-hundred-
and-gighty times more powerful than we
are and we can just pick them up”.
[reland's nearest nelghbour is England
and Mr Robinson takes these allegations
of interference seriously. He says that he
has checked with the Home Olffice in
London, “and they have received no
complaints”.

Mevertheless, radio signals can travel
quite far under certain al |||u:=:p||:—1.ri1' o0n-
ditions |especially at night) as they can
“hounce” off the ionosphere and be
reflected to another part of the globs, Bl
Louis MoRedmond can also st instances
of complaints concerning local inter-
ference on television and radios here in
Ireland  involving Sunshine, amongsi
other pirate stations, that have been
confirmed by the Department ol Posts
and Telegraphs. However, Mr Robinson
is doubtful as to whether the “inter-
[erences” reported were caused by his
radic station or by a faull developing in
the owner's receiving system.

As for royalties, the Performing
Rights Society (PRS] lunctions in
protecting  “the creators”™ ol music
plaved in public under the 1963 Copy-
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right Act. The authors and artists
wolld be unable to universally monitor
all channels and 2o the PRS does this for
them. Pat Condon ol the PRS linds that
the gquasi-acceptability of the pirates
places his organisation in something of
a [iscal conundrum,

The PRS refuses Lo grant a licence or
Lo negotiate with the pirates because
they are illegal. For the major pirate
stations to have a chance of oltaining
any future government licence, every
opportunity must be taken to improve
their credibility and they have offered
lo pay the PRS the royvalties due to
them. Bul since they are classilied as
“illegal’”, the PRS refuses to enter into
a contract with them. This “catch 22"
has cost the PRS's guardianship nearly
£100,000 last year in lost revenue. By
comparison, RTE paid £404 361 in
royalties for 1981, "We find ourselves
in an embarrassing siluation’” said Mr
Condon.,

Il they decide to “go afler” one
slation, to be seen to be fair, they
would be constrained Lo pursue all
Ireland’s pirate stations.

“We depend on government legisla-
tion and the goodwill of the Irish
Government to survive' . According to
present legislation and PRS's counsel,
any contract entered inle with the
pirate stations would not be legally
binding. The ambivalence of the
situation becomes even more poignant
when one considers that both Sunshine
and MNova have registered company
stalus in the cily.

Sean Hurley, Chairman of the Irish
Area Council [or the Mational Union of
Journalists, explained that their policy
towards the pirales was in the process
of finalisation but would almost cer-
tainly be along the lines of non-co-
operation.

“The pirates do not employ any NUJ
members as lar as we know nor do they
provide fair competition because they
employ part-timers™, he charged, Both
Mova and Sunshine reject this and
claim te have members of the NU] on
their staff. Nova claimed only Lhres
part-timers although Sunshine claimed
1T, "including the cleaning staff.

br Hurley claims, too, that they steal
the news from RTE and the other
media, simply requrgitating it on their
bulletins, This is not denied, Though
applications to have news service lines
installed were blocked — presumably
due o Lhe NUT's Lacit policy of non-co-
operation, His final reason or denoun-
cing the pirates was that they steal
advertising away from RTE and the
newspapeors. fcontd. on poge 24).
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The paradox continues in a number
of different directions. lgnoring for the
moment the illegal status of the pirates
(a description that is impugned by
Eobbie Robinson), in other respects,
Sunshine and Mova have integrated
remarkably well into Dublin's business
community. “MNova Media Services
Ltd”, can be found in the lelephone
directory. Radio Dublin can be found in
the Yellow Pages. The Department of
Posts and Telegraphs supplies both
Mova and Sunshine with telephone
lines and the pirates are frequently
involved in  wvarious promotional
activities out and about in Dublin, Both
Sunshine and Nova have accounts with
the Bank of Ireland.

Radio Mova's Advertising Manager,
Mike Hogan adds, “There are anly twao
commercial radio stalions operaling as
limiled companies in Dublin — MNova
and Sunshine.” Both stalions strive Lo
attain “‘respectability” over the less
professionally organised radio stations,
“"Mo other independent radio station
returns their PAYE and PRSI other than
MNowva and Sunshine,” says Mr. Hogan,

‘We have direclors and dividends to
meot and we actually run limiled
liability companies.” Radic Nova
operates from 19 Herbert Street in the
city and Sunshine Radio broadcasts
from The Sands Hotel, Portmarnock.,

However, another of [reland’s pirate
stations operating as a limited company
is Southcoast Radio in Cork. Their
Station Manager there, Don Stevens
believes Lthat they have an anodyne
role to play in the lives of the people of
Cork and environs, “We have a spec:
ific duty to our listeners Lo broadcast
for their benefit,” he says.

(n the gquestion of alleged inter-
ference with legitimate broadcasting
stations such as RTE, Don Stevens was
distinctly under the impression thal
any interference in the area was of
RETE's making and was directed against
Southeooast Hadio.

Southcoast Radio had never been
approached by the International Tele-
communications  Union  concerning
complaints  of interference with
stations abroad. He had little time for
RTE's castigations and helieved that
RTE was not up to the job of broad-
casting nationwide.

"Speaking for people down here in
Cork”™ he said, “they feel RTE is a
Duhblin-based station for Dubliners.
Only permiiting four hours a day for
local radio atfairs is ridiculous. The
govarnment, by their lack of action,
show support [or jrldHFM.-"'[Ill.EIIL COMEer-
cial stations.”

Like all of the commercially indepen-
dent stations, they are a “music-based
station”. They employ 22 [ull-time
employees some of whom work twelve
to fourteen hours per day and the
station pays PRSI and Tax.

Markel Segmentation. The major seg-
ment ol the pirate radio listening
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In-Car Radio Listening in
Dublin

by Ken Grace, Media Director, Wilson Hartnell Adverlising &
Marketing Limited

With the high cost of television advertising,
radio is becoming an increasingly important
medium. However, the data is contradictory.

But Wilson Hartnell Advertising and Markeling
Lid in conjunction with Lansdowne Market
Research conducted research on listenership in
cars late last year. Ken Grace from Wilson
Hartnell reported on this research for the
agency's house magazine Input’.

One area nol specifically probed, is that of in-car listening and Lo address
this, Wilson Harinell, in conjunction with Lansdowne Market Research,
recently undertook a Pilot Survey of in-car listening in Lthe Dublin area in
late 1982, The basis of the study was the monthly Mational Omnibus Sur-
vy and with a sample of 420 in Dublin, it was found that 41% of all adults
in the area own/have regular uge of a car and 61% of Dublin car owners/
reqular nsers have a Radio/Radio Casselte in their car. The following
highlights emerged:-

Car Owners/Regular Car Users—Dublin

{a] 41% of All Dublin Adults own car/have regular use of car,

(b) Men oulnumber women lwo Lo one as regular Car users.

[c) Almost half are in the under 34 age group.

(ef] Almost two-thirds are in the 25-4% years of age group and almost two-
thirds are in the ABC1 socio-economic group.

(2] Almost four out of every five regular car users in Dublin are married,

It can be seen, therefore, that the average regular car user in Dublin is
predominantly male, married, comes from the upper /middle class and is
comparatively young.

Some very interesting figures on “listened vyesterday anywhere™
patterns emerged for Dublin Car Radio Owners in comparison Lo the
Malional Adult listenership. For example, the proportion of Dublin Car
Radic owners listening to Radio 1 at 53% is similar to the national figure
of 54% obtained from this particular Omnibus Survey. However, RTE
Radio 2 decreases somewhat while the dominant “'Pirate” stations in

Dublin increase significantly:—

market in Dublin is shared between
Mova and Sunshine, Reliable figures of
pirate radio’s share of the overall
listening market are hard to find and
furthermore, generally acceptable
figures do not exist, Some time ago, two
market surveys on radio listenership
were undertaken separately by Lans-
downe Survey Services Ltd and the
Market Research Bureau of Ireland [or
Radio Mova and RTE respectively.

The findings of these surveys have
been the focus of much controversy,
resulting in the Marketing Society
requesling that the figures be dis-
regarded for the present. In the mean-
time, a report on the matter has been
produced and a more reliable method
of oblaining audience listening figures
is being sought by the Society who are
to lay down procedures for future radio
listenership surveys, as Lhe method-
ology in the past was considered
unsatislactory.

The Council of the Marketing Society
investigated the research studies with
the assistance of independent expert
advice via the co-option of a nomines
ol the Markel Research Sociely in
Great Britain.

No evidence was found to oppose Lhe
beliet that " . . . each siudy conformed
with the Society’s code of marketing
ressarch practice’, according to the
Report. However, they did flind a
number of . significant technical
flaws and procedures in both surveys
which were of concern to the Council.”™

The MHBI study commissioned by
RTE asked station detail questions
before asking when the interviewee
had listened to radio last. In the opinicn
of the Council, this technique is
arquably undesirable. There was in-
sulflicient provision for recording those
who had listened to the radio on the
day of interview. Visual aids tendad Lo
he hiased towards RTE. Minimal



However, perhaps the most enlightening figures to emerge from the
whole piece of research are those for "Solus in Car” Listenership to the

individual Radio stations:—

Also interesting was where this listenership by Dublin Car Radio
Owners took place. The findings indicated that there was a close
similarity between Dublin Car Radio Owners listening “within the car”

and “putside the car”,

It can he clearly seen that the “Solus in Car’ Listenership amongst
Dublin Car Radio Owners is quite significant and the next question is
obviously to determine the times of day when Dublin Car Radio Listeners

ran best be reached within their car.

Whilst “In-Car” listenership figures to individual Radio stations within
broad tme segments were detailed within this “Pilot Study ", the sample
base was obviously too low as a basis for firm judgements. There is,
however, strong evidence to suggest that a higher coverage of Dublin
Car Radio Owners can be achieved as a result of "In-Car’’ listening, by
using certain time bands. This information could have an important
influence on time buying policy for a number of particular products and

Wilson Hartnell will be progressing
Lansdowne in the near future.

Listened Yeslerday MNational Adult Dublin Car
Anvywhere Listenership  Radio Owners
Any RTE Radio Station 2% B8 %

RTE Radio 1 54% 53%

RTE Radio 2 I7% 24%
Radio Mova 1% 30%
Sunshine Radio 4% 15%

DUBLIN CAR RADIO LISTENERS

Listened Yesterday “Not in Car™ “Within Car™
Any RTE Radio Station 42% A8%

RTE Radio 1 3% 33%
RTE Radio 2 13% 18%
Radio Mova 21% 210
Sunshine Radio 11% 9%

DUBLIN CAR RADIO LISTENERS
Listened Listened “Solus in
Listened Yesterday Yeslerday Yesterday Car'' Listen-
Anywhere ™ot in Car” ership

RTE Radio 1 53% 3% 22%
RTE Radio 2 24 % 13% 11%
Radio Mova 0% 21% 9%
Sunshine Radio 15% 11% 4 %

further related research with

exposure to the News Headlines was
counted as having listened to the radio
on the day in gquestion.

The LMR study for Nova may have
decreased claims by Lthe use of an
overall filter question and by
cancelling out any claims not backed
up with programme recall, aided or
otherwise, The visual aids were biased
towards MNova, Interviewer instructions
emphasised brevily.

The differences in the two inter-
viewing lechnigues could go a long
way towards explaining the different
listening figures obtained by the two
companies,

There were some points of significant
difference in the two surveys.
The timing of the survey. A MNova
promotion running throughout the
LMR survey was a possible source of
bkias. The promotional campaign was
being conducted during the course of
the survey although LMR's own enguir-
ies revealed that promotions continued
hefore, throughout and subsequent to
their survey. They thus omitted it from
their reckoning. The promotion was
nol running during the earlier survey,
howewver, and this must be Laken inlo
account.

The fact that the surveys were con-

Any
Radio
MRBI [RTE) 0ty
LME (Mova) FT %

Any Sun-
RTE RTEl1 RTEZ MNova shine
T1% 46% 46% 420% 12%
3090, Ly 24 %% 41 % 1100

ducted six to seven weeks apart was
thought to have contributed a possibly
minor change in the relative listening
figures.

The survey design. The location where
the interview took place is not made
clear by LMR [(home, work, street, etc).
The LMR survey was predominantly
carried out in the strest and Lhe
interviews suggested brevity unlike
the MREI survey. The latter difference
seemed unable to account for any
major degree of significant bias. The
difference between the home and the
out-ol-home interviewing broughl outl
two possible effects on the results.

#® Street interviews may have tended
to be shorter and, conversely, home
interviews may have tended to have
been longer than necessary for stan-
dard times {or consideration of recall.
Despite demographic weighting being
carried out, since neither survey
recorded actual interview lengths,
there is no way of evaluating this
possibility.

® There was a lendency for those
interviewed at home [as opposad Lo oul-
ol-home) Lo show greater allegiance to
RTE and less to Mova. The opposile
siluation prevailed out of home.

The Report suggests thal . . had the
LMR survey been conducted all im-
home, the results for RTE would have
been higher and those for MNova
lower.” On this point the Report
concludes that the scale of all these
effects is not alome capable ol
explaining the different results
between the two surveys.

& Cjuota setting and weighting. There
appear to have heen no quotas sel for
any socio-economic  groups  being
analysed separately by either market
research company. The two samples

applied their quotas in  different
manners and drew their population
targats from  different sources.

Employment status was not considered
in guota controls for either sample,
The conclusions reached by the
Report on the demographic differ-
ences, are that such sample profile
differences cannol account for the
differences in published results. The
Report calls for stricter sampling
techniques in the future.
# The gquestionnaire and interview.
Unsatisfactory prompts and recall aids
by both market surveys.

Here, basic discrepancies between the
two overall ligures for aondience lis-
tening were discussed. MREI's visual
aid itemised spacifically the News and
Weather on RTE for every quarter of
an hourly occurrence on that par-
ticular channel whereas no indication
of Mews and Weather was indicated for
Mova or Sunshine. On the other hand,
the LMRE survey was found to have
presented a more impactful visual aid
bearing a coloured Nova logo as
opposad to the “less emphatic’” Irish
Times Programme listing for the ETLE
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programmes Lo help prompt the inter-
viewees” memory. Thus, ©. . . the rela-
tively less impactiul newspaper lislings
for RTE could have depressed claims,”

Hy collecting the listener amd non-
listener data separately, and in two
parts, LMRs technique was deemed Lo
be confusing.

The oriteria used to determing
whether one had actually “listened to”
the radioc were also crilicised, The
MRBI survey tended to take it that if
one had heard any parl of the News on
RTE Radio, however hriefly, during
any part of the day whatsoever,
pasitive lislening was established. "' The
MNews Headline” argument  suggests
that more people who only heard the
news headlines on RTE, howewver
briefly, were included by MRBI
compared with LME [igures,

On the other hand, LMR would not
accept a person as having listened if
they could not pick programmes from a
pEGGrAmEe prompl.

Since they are concerned with the
overall standards of market research,
the Marketing Society feel that they
should arrange for the setting of
standard measurement procedures for
future radio listenership surveys along
the lines of the Joint Mational Media
Research Programime.

Anomalous  disputes  about  the

veracity and reliability of readership
studies in the 1960s led to the JNMR
data being used as a standard Lech-
migue.
The adverlising break-down. For
advertising purpoeses, the main market
segment on the radic runs from
0700 am to 1930 pm. There can be
little doubt about the power of
advertising over the air. Advertising
agencies, though naturally concerned
ahout pirate radio, are daty-bound to
secure the best results for Lheir clients,
Radio Mova charges £30 for a thirly
second spot  during peak time as
opposed to Radio 2's charge of £23 for
a local fifteen second spol or £46 for a
naticnal ome,

However, there is no shortage of
people advertising on RTE according Lo
Brian Pierce, Manager of Radio Sales at
RTE. Radio One and Two's nel income
from advertising last year was E9
million which was twenty per cent up
on the previous year. In addition,
unlike the independent commercial
stations such as Nova which carry up to
nine minutes of advertising per hour,
KTE is limited to six minutes.

Oher  differences ol  approach
between RTE and the pirates readily
manifest themselves.

Mova's marketing lechnigques are
brash, vigorous and aggressive —
actively reflecting the American "hard
sell” ideology. Mowhere is Lhis more
apparent than in talking to HRadio
Mova's Advertising Manager, twenty-
two-yvear-old Mike Hogan.

Mova's policy is to play established
chart hits only. “Were not in Lhe
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business ol breaking-in records. Our
business is to keep the listener happy.
Keep him Lhere and make him buy
cookies,”

Some of their popular selling tech-
niques  are  undoubtedly and un-
ashamedly forward, not Lo say mean-
ingless. Mr. Hogan's claim that *'we sell
s0 aggressively’ cannot be denied and
in the past, selling the station has
utilised the ploy of accosting people in
the sireet and asking them why they
like Radio Mova — hlatantly offering
them £10 1o reply, “Because it plays
the best music.

Mova's Mike Hogan. “Sell more
cookies”,

Mot content with having one station,
Mova has launched a second, “Kiss
FM*, based on another station of the
same name in Los Angeles.

“"Market segmenlalion was essen-
tially the reason why we opened the
second station.” They felt that with
Mova having such a large share of the
listening market [a conclusion based on
the now discounted surveys mentioned
earlier], an unhealthy intrinsic com-
placency might be liable Lo seep in.
They introduced Kiss FM into the FM
pand to test market it, "to see if we
could develop a good FM station in the
cily.” [(And, one must suppose, Lo enjoy
the benelits of increased opportunity
Lo sell more “cookies )

Chris Carey's entreprensurship has
also extended to "Mova Park", a night-
club in Rathfarnham.

Mova's approach must be anathema
lo RTE's Louis McRedmond who
believes that “the airwaves are the
property of the nation and not those of
any particular segment which happens
to meel best the commercial require-
ments of an industrial broadcasting
station.” He points out that RTE was
legally allocated its [requencies by the
government, unlike those “stolen” by
the pirates.

Everything about Nova's appearance
seems to reflect the idiom of the Los
Angeles “go-get-'em’” shibboleths, As

soon as the phone is answered, the
receptionisl blandly informs one thal
“"Mova plays your lavouriles — Good-
morning'’. Indeed Mike Hogan, him-
soll, speaks like a man who has been
success(ully  inculcated by Mova's
appeal, “It's Mova playing your
favouriles” and “It's Kiss playing Lhe
hits,”” he intones, enraplured,

"Maying ' seems to be the operative
word with the major pirate stations as
the dawn lo dusk music played would
appear to leave litlle room [or having
to consider stronger editorial program-
ming. This wall-to-wall panoply of
music, more than punctuated by the
lifehlood of advertisements, leaves
little time {or any non-music or maga-
zine programmes. Radio Nova only
concedes  hall am  hour per  day,
between seven and soven-thirty in the
evaning, lor “Tuhlin Today ™.

Their marketing and promotion strat-
egies lend lo mimic their scion's
original LA namesake, “Kiss FM7,
where millions of dollars have been
apent there promoling one particular
disc jockey — Rick Dees. Mike Hogan
sees a would-be similar situation here.
All that is lacking is a personality
approaching similar stature. "l we
were to get Gay Byrne on MNova, we'd
spend a lol of money selling hine. That's
the kind of aggressive marketing that
there is in LA™ he stated,

With such a puraly commercial out-
look, responsibility to the public and
minority interests are nol  exactly
considered a sine qua non amongst
Radio Mova's priorities of profit.

“AE spon as you start putting tunds
into a station because il can’'t meet
repayments, that is the time that you
should question whether or not you
should be in commercial radio or
whether or not you should change the
formal of a radio station”’, balieves Mr,
Hogan.

As a purely commercial venture,
Mova is undeniably a success. Much is
attributable to  their  propilious
cashflow situation.

“Everybody who advertises wilh us
pays in advance. We pay the adver-
tising agencies a higher commission
because we expect them to pay in
advance.” This cashfilow situation
allows them more flexibility and thus,
as the money comes in, il goes oul.

Mike Hogan claims, "We're probably
one of the best credil ralings in Lthe
city,” though they have never had
need of it. Perhaps it is just as well
considering the possible consequences
wilhh respect to contracts and legal
status.,

Jusl where the money goes Lo when
not heing re-invested back into pirate
radic is a contentious issue. Nova's
Managing Director and owner, Chris
Carey, also owns a UK compulter
company, ~Compshop Ltd.” and
reputedly lives in London though he
does own a house in  Dublin's
Rathfarnham district. S0, does the



plunder of the pirates go abroad? |
askead Sunshine's Robbie Hohinson. A
vehamenl denial on his part [or Sun-
shine Radio Froductions Ltd was
recaivad,

“Sunshine Radio is a wholly-owned
company. All major shareholders are
Irish MNationals resident in Ireland.” he
fold me.

The staff of Radio Mova are all
young, ranging mostly in age between
20 and 29. There is no denying that
profits can be made at Mova through
hard work and dedication. And a final
selling point from Mike Hogan: ""We do
have a good radio stalion. 'We do sell
cookies, We do probably have the most
effective cost per Lhousand in the city
on the radio scene, And we are success:
ful only because we are aggressive in
the market-place and have a small,
tight, hard-working staff.”

More significantly, perhaps, “There
s no guarantee of employment in this
company . . . there's always someone
around the corner who can do the job
belter.” Lack of job security must
greatly facilitale that hard-work ethic
amongst the {orty-three staff at Radio
MNowva.

Mike Hogan sees competition, both
internal and external as a good salutary
IMEAsUre.

“It would be a great pity'” he said, il
radio ends up being an RTE or stale run

situation. | believe that the strength ol
competition is very relevant to RTE
Radio Two's vast improvemenl over
the last two years in the eyes of the
public. The reason is because they
have competition,”” This is denied by
Brian Pierce, who says "RTE has been
competing successfully against BEC
Hadio and Radio Luxembourg for
Vears,'”

Many do nol look lavourably on the

idea of a total domination of broad-
casting by RTE for a number of
reasons, But Lowis McRedmond argues
that it is not possible for RTE to have a
monopaly in such a situation. ""There is
no monopoly in the sense that we can,
because of an absence ol compelilion,
push up our price for advertising.”
RTE, he points oul, is a publicly-owned
OOy,
And the future . . . RTE has placed with
the government thair proposals for the
future of local radie and these do not
leave reom [or commercial radio in its
present format. The proposals are (o
sel up nationwide county community
radio with the communily s inleresls at
hearl. “Resources would be organised
to  provide nationwide communily
radio which can be directed towards
serving the whole community,” said
Mr. McRedmond.,

“We have a wish lor a more com-
munity based approach, On that point

we don't believe thal commercial
enlerprise would be interested in arsas
ol comparatively small population that
would not produce a profit.” He
wouldn't like to see the pirates granted
a liwence as this would appear to be
condoning what he considers Lo be the
present flagrant breach of the law,

Maturally enough, the pirates would
like 1o see the introduction of licences.
The reasons are sell-evidenl, "As a
company, we can't plan ahead when we
are not licensed,” poinled out Mr.,
Robinson.

As for radio’s future generally, Mr.
Hogan feels that it lies on the Fih dial
over the next few years where better
quality can be achieved with stereo
broadeasting. He lakes a  stoical
attitude  over the frequent scare-
maongering in the press about imminent
government clampdowns and wails pat-
iently to see the concrete resolt of
these rumours, When a hill has bean
tabled to the Dabil, Lthe pirales take an
interest,

He doesn'l lorsee any great change
in the present radio scene. Perhaps a
tew more stations will open up, A few
maore will go to the wall. The govern-
menl may or may not legalise indepen-
dent radio.

“W'll certainly apply for a licence, if
it hecomes availahla.”

They may or may not he granted one.




