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egta is the trade association of television and radio sales 
houses that commercialise the advertising space of both 
private and public TV/radio channels all over Europe.

70 TV members
33 Radio members
34 European countries including 22 EU Member States
More than 70% of the European TV advertising market 
50% of radio advertising market in countries represented by 

the egta members 

Presentation of the egta practical guide on the EU 
directive on Audiovisual Media Services

egta practical guide on the AMS directive
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The purpose of the publication

Empower advertising professionals with an understanding of the new EU 
directive on audiovisual media

Develop a common interpretation of 
EU law across the European industry 
to ensure consistent implementation

Foster innovative thinking among
professionals to develop creative 
solutions within regulatory

3

limits

Promote responsibility in advertising
thanks to a better understanding of
issues and debates

Key drivers behind the practical guide

RELEVANCERELEVANCE

Advertising-related provisions only

ACCESSIBILITYACCESSIBILITY

Simple terms – No legal vocabulary
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CONSISTENCYCONSISTENCY

Interpretations that allow new possibilities & push 
back boundaries
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The structure of the guide

User’s guide

Three parts similar to the structure of 
the directive & identified by colour

One chapter per provision

Index to quickly access main advertising
formats and legislative concepts
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formats and legislative concepts

Articles of the directive contained in 
the appendix

The content
Commercial communications on on-
demand platforms
Product placement
Sponsorshipp p
Advertising spots
Insertion of breaks
Hourly limit to advertising
Isolated spots
Teleshopping
Advertising to children
Public health limitations:
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tobacco, medicines,
alcohol.
Advertising of food
products to children
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Navigating the practical guide

Because many provisions apply to single advertising formats:

Table of most common advertising formats

Index

Cross-references
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Addressing industry-specific issues

Because EU law and industry realities
do not necessarily match:

Diff t t i l dDifferent terminology used

EU directive cannot detail all advertising formats

Practices vary a lot across Europe
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Frames provide additional
information and clarifications
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Making things clear and concise

Because explanations and interpretations 
sometimes necessitate legal reasoning
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“IN SHORT” summaries at the end 
of each chapter

The Publication in short

A5 format - 50 pages

Published by egta 
All rights reserved

Prior distribution to egta members 
in December 2007

Official release in June 2008
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French & Italian translations under 
preparation

Contact egta for more information

info@egta.com  +32 2 290 31 31


