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Whereas commercial communications form an integral part of a modern market economy and play a key role 

in ensuring effective free competition and in facilitating innovation; 
 
Whereas the free movement of commercial communications in Europe is an essential prerequisite for 

achieving the Internal Market, as highlighted by the Commission's Green Paper on Commercial 

Communications; 
 
Whereas the problem of alcohol abuse concerns public health and therefore, according to the subsidiarity 

principle, falls under the authority of the Member States under the existing Treaties; 
 
Whereas, so far, national provisions aiming to prohibit all advertising for alcoholic beverages have failed 

until now to prove their effectiveness in combating alcohol abuse; 
 
Whereas the effects of such legal measures are not measurable in a satisfactory way, it is to be feared that 

they could spread from country to country, whilst the reasons leading individuals into alcohol abuse are 

numerous and complex (psychological and social adjustment problems, financial difficulties, family 

problems, etc.); 
 
Whereas any restrictions on TV advertising for alcoholic beverages have a significant economic impact on 

the audiovisual industry, given that among egta members revenues from this sector represent an average of 

7% of their turnover, and therefore any restriction on this source of income would have considerable 

economic repercussions, particularly in terms of funding for broadcasters, which could have a primary 

impact on the financing of European productions. This would be in clear contradiction with the voluntarist 

European audio-visual policy; 
 
Whereas beverages in general, and hence alcoholic beverages, form part of the gastronomic and cultural 

traditions of Member States, and therefore of Europe's cultural diversity and wealth; 
 
Whereas advertising plays an essential role in disseminating information on existing products, any 

prohibition of advertising for alcoholic beverages would deprive citizens of an important aspect of Europe's 

cultural diversity, and would hamper the launching and development of new products; this could lead the 

industry to a tendency to minimise costs rather than to increase quality and choice for the consumer; 
 



 
 
Whereas setting up barriers to a genuine Internal Market for the alcoholic beverages sector, and particularly 

for the latter's commercial communications, causes a loss of competitiveness for European products vis-à-vis 

foreign products; 
 
Whereas the development of the new technologies (satellite, Internet and interactive services) and the 

attendant new economic activities, such as electronic commerce, will further deepen this inequality, since 

non European products will not be subject to the same restrictions on these supports; 
 
Whereas the new means of communication will increasingly enable consumers to access information and 

commercial communications from all over the world, thus rendering national prohibitions aiming at 

protecting them inefficient; 
 
Whereas the industry is willing to work with the European and national authorities to limit the consequences 

of alcohol abuse; 
 
Having regard to the importance of TV advertising and its major impact on society, egta members are well 

aware of the problem presented by the excessive consumption of alcoholic beverages, and propose to deal 

with the root causes of this problem by focusing on the individual’s behaviour in relation to the product 

rather than on the product itself; 
 
Egta members claim the right to act as responsible citizens in this regard by using the power of 

communication and persuasiveness of TV advertising to encourage and promote responsible consumer 

behaviour, particularly among young people, to which end the broadcasting of preventive television 

campaigns is a primary means. 

The best example of this is the success achieved by the Belgian preventive campaign which launched the 

character "BOB".  This highly successful campaign, whose effectiveness was largely due to the contribution 

made by television, aims to highlight the worth of the person (Bob) who does not drink any alcohol on social 

occasions in order to be able to drive his friends home safely. 
 
However, egta wished to go further than this, and therefore carried out a study among its members in order to 

accurately assess the degree of protection already enjoyed by consumers against advertising messages 

that could intend to directly or indirectly encourage them to adopt behaviours involving alcohol abuse.  It is 

apparent from this study that, all in all, the egta members in the European Union apply a large number of 

rules (29) aimed at promoting responsible consumer behaviour and avoiding possible 'slip-ups' in advertised 

messages. From these 29 rules listed, it was possible to define a common core of rules applied by all egta 

members. 

 



 
This common set of 15 rules concerns a wide range of areas including health, the protection of minors, the 

world, sport and safety issues ; furthermore, six of them aim specifically to protect minors against alcohol 

abuse (see list enclosed). This common set of rules forms a good complement to the European common 

standards already established by the “Television Without Frontiers” Directive. 
 
Moreover, for each of all provisions applied, egta members were asked to specify the origin ("TV Without 

Frontiers" Directive, national legislation, self-regulatory code, restrictions established by individual channels 

themselves).  It was found that 40% of the 29 protective measures applied by egta members originated 

from self-regulatory initiatives, national codes of conduct or rules established by broadcasters themselves 

(complete study available upon request).  It should be stressed that if these provisions are complied with 

today, this is due precisely to the fact that broadcasters were involved in the process of setting them up and 

have implemented them of their own accord.  Furthermore, self-regulation enables cultural differences – for 

example, between north and south – to be translated into specific provisions, which is something no 

European-level regulation could possibly achieve. 
 
As regards the situation arising from the advent of the new interactive communication means, egta is 

advocating, also in this respect, the development of self-regulation, both on the part of its members and on 

the part of the alcoholic beverages industry, so as to provide the consumer with a similar level of protection 

whatever the technology used. This is why egta members are committed to ensuring that the existing 

protective rules established for advertising alcoholic beverages on TV are also applied to all their advertising 

activities on interactive services. Furthermore, this self-regulatory approach would make it possible to adapt 

quickly, on an ongoing basis, to the constant development of the Internet. 
 
It is in this context of effective self-regulation by both sectors concerned that egta members claim the 

right to make a responsible use of commercial communications for alcoholic beverages throughout 

Europe. 
 
 
 
 
 
 
 
 

    
egta is the association of television and radio sales houses 

 
The egta membership is composed of:  
• 51 TV members (30 independent and/or private sales houses) based across 26 European countries + Canada, Korea, Morocco, 

New-Zealand and South-Africa. All together, the egta TV members collect € 19.1 billion (consolidated turnover) through more 
than 100 mainstream TV channels almost equally public and private. That amount of money represents 65% of the TV 
advertising investments in Europe. 

 

• 25 Radio members based in 16 European countries. In 2003, these members collected over € 2 billion (consolidated turnover) 
through over 150 radio stations. That amount represents 50 % of the Radio advertising investments in the countries 
represented within egta’s radio department. 

 

Egta provides a network for its members based on relationships with more than 1000 high-level executives from 32 countries. Over 
the years, egta has clearly becomes the reference centre for television and radio advertising in Europe. 

 



 
Set of common rules applied by egta members 

 

 
 

I.  Minors: a commercial for an alcoholic beverage may not… 
 

Ä Target specifically at minors; 
Ä Show people who are, or appear to be minors and encourage the consumption of alcoholic beverages; 
Ä Use symbols (music, characters, languages, etc.) likely to catch a child’s attention; 
Ä Make a connection between the consumption of alcohol and maturity, or non-consumption and 

immaturity; 
Ä Exploit a child’s immaturity; 
Ä Exploit the credulity of those who are mentally or socially vulnerable. 
 

II.  Health: a commercial for an alcoholic beverage may not… 
 

Ä Establish a link between the consumption of alcoholic beverages and an improvement in one’s state of 
health; 

Ä Suggest that consumption of alcoholic beverages has therapeutic effects and is likely to combat or 
prevent certain illnesses. 

 

III.  Safety and sport: a commercial for an alcoholic beverage may not… 
 

Ä Link drinking with driving (except in warning messages); 
Ä Give the impression that physical performance can be improved by drinking alcohol. 
 

IV.  Society: a commercial for an alcoholic beverage may not… 
 

Ä Create the impression that alcohol consumption contributes towards social or sexual success; 
Ä Suggest that the refusal of alcohol consumption is a sign of weakness; 
Ä Suggest that alcohol is a stimulant, a sedative or a means of resolving personal problems. 
 

V.  Alcohol consumption: a commercial for an alcoholic beverage may not… 
 

Ä Encourage immoderate consumption of alcohol or present abstinence or moderation in a negative light; 
Ä Place emphasis on high alcoholic content as being a positive quality of the beverage. 
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