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egta and its television and radio sales house members believe that the provision of energy consumption information of energy-related products to consumers is a commendable political objective which deserves a proper policy response. 
egta members believe in the added value of advertising to society. Building brand awareness and value, advertising plays a key role in ensuring effective free competition and in facilitating innovation to the benefit of industry, employers and consumers alike. However, as advertising professionals, egta members wish to highlight that advertising is not the appropriate channel through which to provide consumers with detailed technical information regarding the energy consumption of products. There are in fact more appropriate and efficient communication channels available to reach consumers with the specific information they need at the time of making their purchase decision.
For this reason, in the framework of the recast of the Energy Labelling directive, egta is seriously concerned about amendment 32 of Mrs. Podimata’s draft Report which calls for necessary information regarding energy consumption or a reference to the energy class of the product to be included in any advertisement of energy-related products where technical specifications are disclosed;
In that regard, egta members wish to highlight the following considerations:

· Findings illustrate that consumers, when searching for detailed information on their purchase, do not seek such information in advertising. This applies especially to television and radio advertising. For this reason, information requirements on CO2 emissions only apply to promotional literature, but not to television and radio advertising. When specific information requirements apply to audiovisual advertising, as it is the case only for financial services, studies demonstrate that viewers and listeners find them not only useless, but also annoying
. 
· Each medium has its own specificities that need to be taken into account. The short duration, the linear nature of media and the need for highly creative content mean that television and radio advertising are not well suited to carry detailed technical information in a legible way. This is particularly true for radio, the only existing non-visual medium. The application of the above-mentioned requirements to radio would increase the duration of advertising spots and thus render these media less attractive to advertisers, with serious consequences on broadcasters’ main source of refinancing for quality content.

· Any requirement on environmental information applied to advertising would have a particularly significant economic impact on TV ads and an even stronger one on radio. At the time of the debate on the revision of Television Without Frontiers directive, the European Commission agreed that further restrictions on TV advertising were not to be favoured considering that such restrictions would have wide‐ranging negative impacts on incomes of broadcast media, which are already strongly affected by the increasing competition coming from new media platforms.

· The recently adopted Audiovisual Media Service directive already establishes a provision ensuring that advertising does not “encourage behaviour grossly prejudicial to the protection of the environment” (art.3e) and applies it to all commercial communications. In addition, self-regulatory mechanisms at national level ensure that broadcasters and sales houses are already committed to preventing advertising from making unsubstantiated claims about environmental impacts (specific advertising codes of conducts on environmental claims are already in place in 10 European countries and are in the process of being developed in many others). 
· For all these reasons, egta opposes the amendment 32 which could have a significant impact on the media industry in Europe. Conversely, Amendment 33 of the draft Report, calling for information regarding energy consumption of the product to be included in technical promotional literature which describes the specific technical parameters of a product, seems to egta to be a good compromise in view of the legitimate need of consumers to be well informed of the energy consumption of energy-related products. That being said, egta members are willing to discuss more positive means for advertising and broadcasters to contribute to the increase of energy efficiency in Europe.

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

· 34 Radio members

· 28 European countries including 20 EU Member States

· More than 70% of the European TV advertising market

· 50% of radio advertising market in countries represented by the egta members 
egta provides a network for its members based on relationships with more than 1000 high-level advertising executives. egta fulfils different functions for its members in fields of activities as diversified as regulatory issues, audience measurement, sales methods, interactivity, cross-media, etc.
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