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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.

Y 70 TV members

Y 33 Radio members

Y& 34 European countries including 22 EU Member States
Y More than 70% of the European TV aavertising market

Y 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 3
EU law across the European industry =
to ensure consistent implementation
Foster innovative thinking among
professionals to develop creative
solutions within regulatory
limits
Promote responsibility in advertising

thanks to a better understanding of
issues and debates

Key drivers behind the practical guide

RELEVANCE

. Advertising-related provisions only

Simple terms — No legal vocabulary

:?ﬁ?:’?/j! ACCESSIBILITY

CONSISTENCY

Interpretations that allow new possibilities & push & _
back boundaries




The structure of the guide
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The content

Commercial communications on on-
demand platforms

Product placement
Sponsorship

Advertising spots
Insertion of breaks
Hourly limit to advertising
Isolated spots
Teleshopping

Advertising to children
Public health limitations:
tobacco, medicines,
alcohol.

Advertising of food T

products to children o s g e
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=

Iealated spats / slright spots




Navigating the practical guide

Because many provisions apply to single advertising formats:

Table of most common advertising formats

Index

Cross-references

A few elements of this definition deserve sttention:

Product piacement is a form of audiovisual commercial communication fsge_

such, it covers placements both in television broadcasts and in

on-demand services with identical rules applying.

A5 opposed to sponsorship where products can only be shown by way of spon-

sorship reminders (zee poge 1), products, servicss or wads mark must appesr
(visusl or verbal representation) within the programme s part of the plot or

the story-line, 5o that such repressntation qualifies as product placement.

The verbal or visusl repressntation of the product within the programme has

‘to be done against payment or similar_consideration. This feature raises
difficuities when it comes to product placement:

*  The concept of = similar consideration » should be understood in the

widest sense to cover any form of return (see pase 10).
It makes no difference with rezards to the product placement qualifica- Text Box

tion whether the payment comes from the advertiser, a media agency
or a placement agency.

Addressing industry-specific issues

Because EU law and industry realities
do not necessarily match: General qualtative standards

Different terminology used
EU directive cannot detail all advertising formats

Practices vary a lot across Europe

‘ Frames provide additional

information and clarifications




Making things clear and concise

Push or pull content: two types of services

Because explanations and interpretations
sometimes necessitate legal reasoning
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The Publication in short

A5 format - 50 pages

egtE practical guide

Published by egta .
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French & ltalian translations under e ey B oy e e
preparation i i chnges s lprovements sompared with

the =TV Witheut Frontiers™ directive

Thae regulation of new cuchovisuol media sendees.
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