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Recent topics of interest and comment from SVP (UK)

Digital Britain—what is the

tax” going to deliver?

The UK government
has issued its interim
report on the future of
technology infrastruc-
ture, “Digital Britain”.
The Minister for Com-
munications, Technol-
ogy and Broadcasting
also announced this
month a proposal for a
50 pence per month on
broadband lines; why?

The government’s stated
interest in the sector is
given in the interim re-
port: “...the Government
is the guardian of na-
tional resources ... that
are critical to the sector.
The Government has
legitimate wider public
policy interests: the avail-
ability of high quality UK
content and of impartial
news from a wide range

of sources; increasing
the relevance, accessibil-
ity and ease of access to
digital services to limit
digital exclusion. These
are all themes which the
Interim Digital Britain
Report seeks to ad-
dress.”

Aside from these govern-
ment interests, the digital
infrastructure of the UK is
seen as a key element in
improving the country’s
productivity. It is also a
fact that we still lag be-
hind Asia and the US.
Both the US and France
have published their
plans to enhance tech-
nology infrastructures as
a means for further im-
proving productivity, cre-
ating more jobs and
increasing the wealth of
the country—so the UK

Editorial comment

The credit crunch has
taken a back seat over
the last month or so,
superceded in the news
by the antics of MPs
and their wild expense
claims—but does that
mean the other issues
have gone away?

No, as the US initiatives
and the cutting comments
of the Governor of the
Bank of England have

demonstrated. The under-
lying issues that led to the
crunch are still there and
need to be addressed.
Huge reliance was placed
on initiatives like Sar-
banes Oxley and they just
did not deliver. SOX cost
industry millions and
made accountancy firms
rich, but it singularly failed
to address any of the
issues that led to the
global crisis. There is a
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“broadband

has to up its game.

That being the case,
shouldn’t industry foot
the bill to be more com-
petitive? Yes, but the
motivation behind the
proposed tax seems to
be more related to the
five stated government
objectives:

1. Upgrading the infra-
structure to help Britain
remain competitive.

2. Creating a dynamic
investment climate.

3. Generating impartial
news, comment and
analysis.

4. Universal participation.

5. Delivery of public ser-
vices.

strong case for some form
of financial oversight
board with real teeth; we
have an opportunity to set
the rules for the future,
the UK economy needs
strong action that will give
the markets confidence
and the financial services
industry a firm but fair

framework for op-

erations.
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Are our children really overweight?

The mean weight re-
corded for children in
Year 6 was 40.9kg,
which was more than
twice that for a Reception
child (aged 4-5 years) of
19.8kg. Does this mean
that year 6 children are
overweight?

The weight distributions
for Year 6 were not sym-
metrical with the right tail
being longer than the left
side due to a greater pro-
portion of children at the
higher end of the weight
scale. The individual

Avoid getting

Importing pickles into
the UK, one would
think, would be a
straight forward affair.

After all, one pickle is
much the same as an-
other isn’t it? - especially
if it's coming from an
EFTA country. Well, no
actually. For the pur-
poses of import duty,
pickles come in all
shapes and sizes and
different pickles attract
different rates of duty.

weights varied from just
over 20kg to nearly 90kg.
This does indicate that
the weights of year 6 chil-
dren are biased towards
the upper end of the
scale, otherwise we would
expect to see a normal
distribution of weights
(see chart).

The results for 2007/08
indicate that 20% of year
6 boys are obese as are
16.6% of girls. Even in
reception classes, nearly
25% of children were
either overweight or

obese. We are surely sit-
ting on a health time-
bomb—-but with increasing
standards of living and an
unwillingness by parents
to let their children out on
their own, it is not an easy
challenge to solve.

Fraay

into an importing pickle...

It is not really clear how
or why different pickles
attract different rates, but
here are a few examples:

Large pickled Gherkins
(small cucumbers) in
vinegar attract a rate of
17.6%.

Small pickled Gherkins in
vinegar attract a rate of
17.6%.

However, pickled onions
in vinegar attract a rate

Outdoor advertising

The UK Out of Home
(OOH) advertising
market is worth nearly
GBP 1 billion and saw
growth of nearly 5% in
2007.

Figures from the Out-
door Advertising Asso-
ciation show that reve-
nue for the first quarter
fell by 6.7% with a
spend of GBP 221.5
million which was down
GBP 15.9 million com-

pared to the same pe-
riod in 2007, although
digital outdoor screen
revenue was up by 74%
(representing about 5%
of the total OOH sector
at present). Represen-
tatives from the industry
appeared to be positive
about prospects for the
rest of the year, promot-
ing positive moves to
highlight the benefits of
using the “six sheet”
format, whilst seeing the

of only 16%.

new digital formats as
being able to attract new
advertisers and money.
Some estimates for
growth in digital out of
doors (DOCH) are as
high as 44%.
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The rules on pharma promotions

The amount pharma-
ceutical companies
spend on promoting
their products in the
UK is notoriously diffi-
cult to determine.

There is no requirement
for the companies to
declare the amount
spent or to report it.
There is a requirement
for doctors to report any
gifts or benefits they
have received to their
Primary Care Trust
(PCT). However, there is
no requirement for the

PCT to report these num-
bers. In fact, such is the
difficulty that a recent
request by the UK Parlia-
ment for these numbers
was unable to be fulfilled.

Changes to the code of
practice concerning what
constitutes an
“acceptable gift” were
made in 2005 and set a
level of GBP 6.00 exclud-
ing Value Added Tax
(17.5%). However, a
recent article in “The
Guardian” (August 2008)
newspaper revealed that

Women and beauty

The beauty market in
the UK is a large and
growing market, al-
though the global fi-
nancial crisis has had
an impact on it.

The consumption trends
for beauty products and
treatments has been
increasing for over 10
years: Consumer trends
are of increasing demand
- the influence of fashion
and the desire to look
younger, coupled with

economic growth and the
associated increase in
real disposable income.
As the cost of many ba-
sic items now takes a
smaller proportion of
consumers’ budgets,
there is increased scope
for discretionary spend-
ing on services

In 2008, household
spending on hair and
beauty salons reached
£5.9 bn. Recent research
has indicated that on

(having examined some
of the registers used to
record “gifts” and other
payments from pharma
companies) many doc-
tors were being funded
to go on “educational”
trips to distant places.
The value of these trips
was frequently many
thousands of pounds.

™

average, a thirty year old
woman in the UK spends
approximately GBP 253
per month on cosmetics /
hair / salons.

Perhaps rather more
worrying for their male
counterparts is the fact
that just over one in four
(43%) of these women
fail to divulge exactly
how much they spend on
beauty products to their
partner.

Modelling in the UK—agency or not?

There is no legislation in
the UK that requires any
person/company wish-
ing to use models to hire
them through a model
agency.

There are strict laws gov-
erning the use of children
under the age of 16 as
models; model agencies
are treated as employ-
ment agencies under UK
law and have to subscribe
to strict legislation govern-

ing their conduct.

Because of the number of
“disreputable” agents and
agencies, particularly with
the rise of the Internet and
web sites offering to pro-
mote a model in return for
an immediate up-front
payment for their photo-
graph to be displayed,
career advice agencies
and websites advise that
anybody wanting a model-
ing career makes contact

with reputable and well-
established agencies, who
operate within the law.

A model agency, as an
employment agency, is
governed by the terms of
the Employment Agencies
and Employment Business
Regulations 2003. It must
provide a prospective em-
ployee in writing with their
terms of employment be-
fore providing any work-
finding services.

The average 30
year old woman
in the UK
spends £253 per
month on
beauty.
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SVP is a company that is a source of strategic information for its clients.
The SVP service offers companies the ability to ask for precise, value add-

SVP (UK) . . . :
ing information at a pre-determined price across a large number of areas
of expertise—from market information to regulatory information.
55 West Street
Marlow, ) SVP now operates in over 30 countries, having just added the UK and Ire-
Buckinghamshire SL7 2LS . . . . .
UK land to its expanding operations. SVP has an enviable reputation, known

Phone: +44(0)1628 471119 for its high levels of service and quality of product.

E-mail: svp@svpuk.com

Web: www.svpuk.com We make decision-making easy for executives who need to get on with

leading their company, rather than looking for information.

In brief, organisations outsource their external knowledge needs to
us.

Privacy—ECHR helps celebs fight back?

Up to 2000, when the them in their private life. The on behalf of their five year
European Convention on  UK’s acceptance of ECHR old son, seeking a ruling on
Human Rights (ECHR) was meant that it enshrined in whether unauthorized pho-

| incorporated into the UK  law, Clause 8, “the right to tographs taken of her son
legal system, there was no privacy” for its citizens as should have been published
generally accepted right to well as Clause 10, “the right by a national newspaper. An
privacy enshrined in UK to freedom of expression”. expert on privacy law, Hugh
law and hence it was not  These two clauses provide Tomlinson, QC, said of this
possible to take legal ac- potential conflict, because ruling: “In this case, an Eng-
tion for breach of a per- the photographers right to lish court has held, for the
son’s privacy. take photographs of famous first time, that the publica-

people that they can then sell tion of an inoffensive photo-

When famous individuals on conflicts with the photo- graph of an everyday activ-

such as Princess Diana felt

. graphed person’s right to ity in the street could
that there were being unac- conduct their private life in as amount to an invasion of
ceptably hounded by press “‘normal” way as possible. privacy ... This case puts

photographers (paparazzi),

they had to resort to the Pro- A very recent legal case
tection from Harassment Act which has helped to define
1997, in order to obtain a the interpretation of privacy
court injunction to restrict laws in England and Wales is
photographers pursuing one brought by J K Rowling

into place another building
block in the gradual con-
struction by the courts of a
fully developed law of pri-
vacy”.
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