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In Italy TV Licence Feelsatax.

For thisreason, It is paid to the
Financial Administration
of the State




But 92% of licence fee' s revenues are
given to RAI, because

It IS the compensation for the public

television service carried out by RAI.

Licence fee represents 53% of total
Income of RA




So RAI assists the Financial
Administration in collecting the

licence fee (agreement 2001-2014),
both from late payers and from
evaders




Evaders represent the biggest problem

1IN our work




Amount of licence fee 2010:
(only) euro 109,50

Y early Increase decided by
Minister of Communication




Households in [taly: 24 ml

TV penetration: 97%

Subscribers:(only) 17 ml, so....

.....Evasion: about 26%




How to fight against evasion?

1) names from register of residence

2) perhaps in the future names from
TV dealers again




Activities against evasion:
1) letters

2) field Inspectors

3) other (telemarketing, TV spot)




SANCTIONS
FOR EVADERS

from 103 to 516 euro (but It IS

necessary the inspection notice of a
specific Military Corp of the State)


































General Agreement for public TV
service 2010-2012:

searching for new legal rules against
evasion




1) €lectric presumption
2) NO privacy restrictions
3) TV-dealers obliged

4) Pay-tv obliged

5) Income tax statement

6) Official questionnaires




THANK YOU
FOR YOURATTENTION










METHODS FOR CUSTOMER
RECRUITMENT

1) Registry Offices’ databases (from Municipalities)

2) Telephone or eectricity subscription databases
3) Inspectors

4) Television manufacturers and dealers

5) Telemarketing

6) Public authorities




MUNICIPAL REGISTERS

1) 1000 Municipalities and 12 millions of

families (60% of total)
2) return: 12%




[ELEPHONE OR ELECTRIC
SUBSCRIPTIONS

1) 2 millions of nominativesin 2001

2) return: 8%




INSPECTORS

1) 72 Inspectorsin service

2) average productivity: 450
subscriptions every year




SHOPK EEPERS

1) Collaboration of 250 shopkeepers (on a
total of 20.000 ones)

2) average productivity: 20 subscriptions
every year




CALLMARKETING

1) 84.000 telephone numbers
2) 57.000 useful contacts

3) return: 5%




CONTROLLING BODIES

1) 27.000 nominativesin 2001

2) return: 1,6%




ADVERTISING AND TV SPOT

1) TV Spot
2) Billsin 8500 post offices

3) Booklets in popular magazines

4) Advertisements on principa newspapers and opinion-
|eaders magazines

5) Advertising compaign on main Internet sites
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