
Raising 
the bar:
 T o w a r d s  a  f u l ly  t r a n s p a r e n t , 
 m e a s u r a b l e  a n d 
 a c c o u n ta b l e  T V / v i d e o  e c o s y s t e m 

An egta in i t iat ive  with 
the support  of  the 

Global  TV Group

An egta TV Charter  on 
TV companies’  commitment towards 
the responsible  and transparent  measurement 
of  advert is ing in  the Total  Video ecosystem.
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The world  of  T V is  inc re asingly 

c ol lab orat ing a nd c o op e rat ing t o 

offe r  more  t o  adve r t ise rs ,  a nd this 

g l ob al  char te r  is  the  lates t  s tep. 

eg ta  sh ould b e  applauded for  i t .  I t 

l e ts  adve r t ise rs  k now the  minimum 

the y ca n exp e c t  f rom T V,  f rom 

data p rove na nc e t o  bra nd s afe t y 

s ta ndards.  T V is  a  t r us ted,  high-

qual i t y  medium,  a  c lass  ap ar t ,  a nd 

i t  is  v i tal  that  i t  c ont inues  t o  h old 

i tse lf  t o  the  highes t  s ta ndards  – 

esp e cial ly  at  a  t ime whe n some 

adve r t is ing e nv ironme nts  are 

fal l ing  b el ow what  sh ould b e 

ac c ep tabl e .

---
Lindsey Clay, President of the Global TV 

Group and CEO of Thinkbox

I n  a  fas t-evolv ing media  la ndscap e 

charac te r ised b y cha nging v ie w ing 

b ehav iour  ac ross  sc re e ns  a nd 

platforms,  audie nc e  me asureme nt 

t o o mus t  evolve.  As a  g row ing 

amount  of  c omp a nies  devel op 

p rop r ie tar y solut ions  in  a n 

at temp t  t o  solve  p ar t  of  the 

e quat ion,  i t  se ems inc re asingly 

c l e ar  that  the  adop t ion of 

c ommon indus t r y g uidel ines  is 

a  much b e t te r  op t ion a nd that 

se t t ing s ta ndards  for  v ie wab i l i t y, 

t ra nsp are nc y,  ac c ountab i l i t y  a nd 

data c omp arab i l i t y  is  imp e rat ive 

t o  c re at ing a  l evel  play ing f ie ld . 

This  is  what  this  Char te r  is  a l l 

ab out;  i t  out l ines  T V c omp a nies ’ 

c ommit me nt  t o  rais ing the  b ar 

for  the  wh ol e  indus t r y.   I t  i s  a 

reminde r  t o  adve r t ise rs  that  T V’s 

p remium c onte nt  a nd e nv ironme nt 

–  b o th on air  a nd on l ine  -  a lre ady 

me e t  their  g row ing dema nds for 

bra nd s afe t y,  t ra nsp are nc y a nd 

ac c ess  t o  re l iabl e  a nd ve r if ied  data.

---
Malin Häger, President of egta and Sales 
Manager & Chief Commercial Officer at 

TV4 Sales
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C R A C K I N G  T H E  C O D E
Cracking the code to the perfect measurement of 
advertising and content across all screens seems to 
be the holy grail.  For TV companies and monetisers 
of content - on air and online as well as across 
screens - it certainly is a priority, which is why 
many capable bodies and vendors across various 
countries are hard at work and contributing to the 
evolution of hybrid measurement, the adoption 
of new cross-platform measurement standards 
and the enrichment as well as validation of new 
datasets.  

As industry partners all work towards that goal, 
questions of standards and definitions arise and 
must be solved in an attempt to achieve greater 
clarity in our endeavours. 

In the maze of the plentiful digital communication 
opportunities currently on offer, advertisers - in 
addition to a safe environment for their brands - 
increasingly seek transparency as well as reliable 
data and information to help refine their media 
investments decisions, improve their campaign 
planning and assess results.  

In a Global Media Charter published in 2018 by the 
World Federation of Advertisers (WFA), marketers 
clearly voiced their desire to operate in a digital 
environment characterised by the highest levels of 
transparency. We believe that today’s TV is fully up 
for this challenge, and that TV companies through 
their Total Video offers, on air and online, already 
widely meet advertisers’ high standards outlined 
in the eight criteria below! 

• Zero tolerance to ad fraud – a problem so far 
associated only with digital advertising.

• Strict brand safety protection – something so 
obvious in TV that we have forgotten as an industry 
to turn it into a selling point.

• Minimum viewability thresholds – standards in 
television are unmatched: always full screen and 
currently with a minimum completion rate of at 
least 50% already across the globe.

• Transparency throughout the supply-chain – 
something TV is particularly known for.

• Third party verification and measurement –  
a feature that has characterised the measurement 
of TV from the start.

• Action with regards to the walled-garden issue 
– never an issue until the emergence of online 
platforms.

• Data transparency – all TV companies know 
the origin and methodology behind the data they 
provide and consider data privacy as a top priority.

• Better user experience – television is known 
to provide the most qualitative experience as 
it combines image, sound and emotions on 
increasingly large and high-quality screens. 

Hence this charter adopted in Prague on the 
occasion of egta’s CEOs and Top Executives’ 
Summit in June 2019, which through a set of very 
simple principles – basic and yet fundamental to 
sound business relationships, aims to raise the bar 
in the measurement and accountability industry 
and show that TV companies are willing and able to 
take full responsibility for their side of the business.   
As we at egta continue to work hand in hand with 
the rest of the industry, relentless in our efforts 
to set up the ideal cross-platform measurement 
solution, we believe it is fundamental to remind 
advertisers of the unmatched quality of the 
“views” they associate their brands with, when 
they buy into the premium world of TV companies’ 
linear and online properties.

https://www.wfanet.org/mediacharter/
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 W h at  i s  a  v i e w  t o 
 a d v e r t i s i n g ? 
A v ie w  -  whether on l inear TV and on TV c ompanies ’  online prop erties 

-  is  a  v iew.   TV c ompanies ,  in their  dealings (negotiations,  planning, 

rep orting and bil l ing)  with advertis ers  and their  agency,  wil l  only apply 

the notion of  a  view  to :

Premium c ontent s e en in a  brand-safe env ironment over 

which TV c ompanies  have full  control  and for  which 

they take full  responsibil ity  as  publishers

Content that  is  s e en at  normal spe e d

With the s ound on

Full  s cre en  or  fully viewable

To a minimum completion rat e of  75%  

-  with the obje ctive of  quickly reaching 100%  

(onc e the  p rac t ical  a nd te chnol ogical  chal l e nges  of  such a 

p re cise  me asureme nt  are  solved )
%
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 c o n s i s t e n t  a p p r o a c h 
 t 0  m e a s u r e m e n t 
TV c ompanies  c ommit  to  a  continue d  and consist ent appro ach t o 

me asurement:

They wil l  apply the quality and transparency  of  TV 

measurement to  their  online prop erties

They are and wil l  always b e cle ar and transparent ab out 

the origin of  the data  us e d  (panel ,  c ensus,  s et-top b ox at 

hous ehold level ,  etc . )

They are wil l ing to  b e independently me asure d

They are wil l ing to  b e audit e d

They wil l  strive for  s olutions that  al low for  

cross-platform me asurement and comparis ons
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 T V  c o m p a n i e s  c o m m i t  t o  o f f e r 
 g r e at e r  c o m p a r a b i l i t y  a m o n g 
 p a r t n e r s  a n d  m a r k e t s  a n d  p r o p o s e : 
A s et  of  standard target  groups to  b e us e d for  REPORTING (not 

TRADING)  purp os es  as  globally as  p ossible .   This  wil l  al low advertis ers 

to  c ompare data across  thes e demographics ,  regardless  of  the sp e cif ic 

definit ions adopte d by each national  industry b o dy (JICs ,  MOCs or 

others) .

Whereas TV c ompanies  may prop os e other target  groups in their  rate 

card,  they c ommit  to  prov iding the data relate d to  the b elow target 

groups at  advertis ers ’  re quest  to  the b est  of  their  abil ity s o as  to  eas e 

c omparabil ity.

The proposed target groups are:
• All individuals 
• Children 
• Young people
• Adults (men and/or women)
• Main Shopper / Person responsible for 

purchases (PRP)
• Grey (older) targets

Should advertisers agree on a list of specific 
target groups which they would like to see 
measured homogeneously across media and 
markets, TV companies commit to provide 
demographic information that is in line with 
clients’ demands as, in most market, JICs do 
have the flexibility to slice and dice data to meet 
specific demands.

TV companies also commit to the use of a 
limited set of simple attributes that go beyond 
age and gender to progressively be pushed 
internationally 

The proposed attributes are:

• A geographical criteria: postcodes or regions
• Affluence or social-economic groups
• Life style
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To c omp e te  in  this  e ra  of 

t ra nsformat ion a nd inc re asing 

dig i tal  c omp e t i t ion,  T V mus t  evolve 

a nd adap t  t o  the  chal l e nges  of  a 

mult isc re e n a nd c ross-platform 

e nv ironme nt  a nd in  doing so,  se t 

the  b ar  high whe n i t  c omes t o  the 

me asurab i l i t y,  t ra nsp are nc y a nd 

ac c ountab i l i t y  that  marke te rs 

dema nd a nd dese r ve.  If  T V –  w ith 

the  p remium c onte nt  a nd bra nd-

s afe  e nv ironme nt  i t  p rov ides  -  is  t o 

c ont inue t o  dese r ve the  re c og nit ion 

a nd l o yalt y  of  adve r t ise rs  a nd 

marke te rs ,  i t  i s  v i tal  that  a l l 

p laye rs  ac ross  Europ e a nd ac ross 

the  g l ob e adop t  c ommon p r inci pl es . 

I  suppor t  this  T V Char te r  as  i t 

es tabl ishes  s impl e  s ta ndards  that 

a l l ow for  c omp arab i l i t y  on a  g l ob al 

l evel  a nd c re ates  a  foundat ion 

for  our  indus t r y t o  move for ward 

t oge the r.

---
Jamie West, Deputy Managing Director 
at Sky Media UK and Group Director of 

Advanced Advertising at Sky PLC

O ddly,  we have unde rplayed the 

r ig idi t y  of  our  T V cur re nc y far 

t o o l ong.  I t  has  always fe l t  nat ural 

t o  us .  Yes ,  the re  is  ro om for 

imp roveme nt  t oday.  B ut  i t ’s  a lso 

t ime t o  s ta nd up a gains t  g l i tz y, 

se lf-repor ted a nd unaudited data 

a nd t o  c omp are  v ide o c onsump t ion 

on a  fair  a nd t ra nsp are nt  l ike-for-

l ike  b asis .

---
Jan Isenbart, Chief Research Officer at 

ARD Werbung AS&S
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egta is  a  Bruss els-bas e d trade b o dy repres enting TV/v ide o and radio/

audio c ompanies  resp onsible  for  the monetisation of  c ontent and the 

sale  of  advertising and brand integrations across  the on air  and online 

p ortfol io  of  more than 150 major broadcasters  active in 42 c ountries ,  in 

Europ e and b eyond.

egta’s numerous missions 
consist of:

• Maintaining an efficient 
legislative and regulatory 
watch of all initiatives 
adopted at both a European 
and national level.

• Following up all initiatives 
that affect the industry and 
engaging constructively 
with industry partners.

• Boosting the international 
networking amongst 
senior executives from all 
departments of member ad 
sales companies.

• Benchmarking all facets of 
the ad sales and content 
monetisation industry’s 
activities to facilitate the 
circulation of the best case 
studies.

• Promoting TV/video and 
radio/audio as profoundly 
digitally transformed media 
that meet the needs of 
advertisers and users.

info@egta.c om

www.egta.c om
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www.theglobaltvgroup.c om

The Global  TV Group is  an informal  grouping of  broadcasters ’  and sales 

hous es ’  trade b o dies  in Europ e,  the USA,  C anada,  Australia  and Latin 

America,  whos e joint  obje ctive is  to  promote telev ision and remind 

advertis ers ,  journalists ,  te ch gurus,  agencies  and industry p e ers  ab out 

the strength,  effe ctiveness  and p opularity of  TV,  regardless  of  the 

dev ic e or  platform it  is  watche d on.

Austria Finland Germany The Netherlands Switzerland

http://www.theglobaltvgroup.com
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B roadcas te rs  s t r ive  c ont inuously 

t o  b e t te r  me e t  marke te rs  a nd 

adve r t ise rs ’  exp e c tat ions  in 

ma ny asp e c ts  of  our  b usiness 

re lat ionshi p.  None more  so  tha n in 

audie nc e  me asureme nt  of  our  To tal 

Vide o (T V)  offe r ing.  I n  a n e ra  of 

g row ing a nd l egi t imate  c onc e r ns 

around bra nd s afe t y,  t ra nsp are nc y 

a nd ac c ountab i l i t y  in  media, 

this  char te r  a ims t o  re aff irm 

a nd re inforc e  broadcas te rs ’ 

l ongs ta nding c ommit me nt  t o  sound 

b usiness  p rac t ic es .  We applaud a nd 

f ul ly  suppor t  E G TA’s  ini t iat ive .

---
Jean Mongeau, General Manager & Chief 
Revenue Officer Media Solutions at CBC/

Radio-Canada

With more  ways tha n eve r  t o 

re ach c onsume rs,  the  impor ta nc e 

of  evolv ing v ide o me asureme nt 

a nd adva ncing indus t r y 

s ta ndardizat ion has  neve r  b e e n 

more  c r ucial .  We l o ok for ward t o 

work ing w ith eg ta  t o  de te rmine a 

se t  of  p r inci pl es  that  c onsis te nt ly 

me asures  qual i t y  v ide o v ie ws 

ac ross  platforms t o  b e t te r  se r ve 

our  adve r t is ing p ar t ne rs .

---
Colleen Fahey Rush, EVP, Chief Research 

Officer, Viacom Media Networks

NB C Unive rs al  is  se t t ing a  ne w 

gl ob al  s ta ndard for  adve r t is ing 

w ith CF l ight  a nd o the r  indus t r y-

l e ading ini t iat ives .  We suppor t 

the  p r inci pl es  of  this  T V Char te r 

b e cause  the y w il l  dr ive  indus t r y 

me asureme nt  c l ose r  t o  unif y ing 

imp ressions  ac ross  a l l  sc re e ns, 

p latforms,  a nd marke ts .  I n  the  l ong 

r un,  this  w i l l  help  marke te rs  t o 

pla n v ide o h ol is t ical ly  t o  fo cus on 

b usiness  outc omes.

---
Kavita Vazirani, EVP, Insights & 
Measurement at NBC Universal

As memb e rs  of  the  eg ta  ne t work, 

we f ul ly  e ndorse  a nd suppor t 

this  Char te r  in  favour of  a  f ul ly 

t ra nsp are nt ,  me asurabl e  a nd 

ac c ountabl e  To tal  Vide o e c osys tem. 

As the  rep rese ntat ive  of  the  RTL 

Group’s  To tal  Vide o Por tfol io  at 

inte r nat ional  l evel ,  RTL AdConne c t 

s t rongly b el ieves  in  a  c onsume r-

c e nt r ic  app roach that  re aches 

c onsume rs  whe reve r  the y are .  

We g uara nte e  p remium,  t r us tf ul 

a nd s impl if ied  ac c ess  t o  bra nds.  

B ui lding a  s afe  a nd s ta ndard c ross-

platform me asureme nt  is  a  ke y 

p r ior i t y  in  our  indus t r y if  we are 

t o  dai ly  me e t  bra nds’  ne ed for  more 

t ra nsp are nc y a nd c lar i t y  in  media 

de cis ions.

---
Stéphane Coruble, Managing Director at 

RTL AdConnect (RTL Group)
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As a  memb e r  of  the  eg ta  ne t work, 

we welc ome the  e nde avor 

t owards c lar i t y  a nd s ta nd f ul ly 

b ehind the  eg ta  T V Char te r  a nd 

i ts  a im t o  def ine  c omp arabl e 

marke t  s ta ndards,  t ra nsp are nt 

me asureme nt  a nd re l iabl e 

p ar t ne rshi p s .  T V c omp a nies 

have always offe red adve r t ise rs 

t ra nsp are nt  me t r ics ,  bra nd-

s afe  e nv ironme nts ,  maximum 

v ie wab i l i t y  a nd high ROI 

camp aig ns.  I n  t imes  whe n digi tal 

c omp a nies  l e ave impor ta nt 

me asureme nt  tac t ics  unvei l ed 

a nd s ta ndards  forgo t te n,  i t  i s 

our  fo cus t o  e nha nc e a nd e nsure 

qual i t y,  esp e cial ly  whe n i t  c omes 

t o  se t t ing the  highes t  s ta ndards  t o 

def ine  whe n indiv iduals  exposed 

t o  adve r t is ing are  c ounted.  I n 

G e rma ny,  we work t oge the r  w ith 

AGF t o  suc c essf ul ly  launch a 

c onve rge nt  ove ral l  re ach for  T V 

a nd digi tal ,  b ased on dai ly  data 

for  c onte nt  as  wel l  as  adve r t is ing. 

We are  thr i l l ed  t o  c ol lab orate  on 

a  Europ e a n a nd inte r nat ional 

l evel  a nd suppor t  eg ta’s  effor ts  t o 

a lways ke ep on rais ing the  b ar !

---
Guido Modenbach, Managing Director 

Market Intelligence at SevenOne Media
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