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EASA response  
to the European Commission’s Issues Papers  

on the revision of the TVWF directive 
 
 
The European Advertising Standards Alliance (EASA) is the single authoritative voice 
of advertising self-regulation. Its mission is to promote responsible advertising through 
best practice in self-regulation across the Single Market for the benefit of consumers 
and business. EASA comprises 27 national advertising Self-Regulatory Organisations 
(SROs), including those of 19 Member States of the European Union, and 14 industry 
organisations representing advertisers, agencies and the different parts of the media 
(see appendix 1). 
 
This submission by EASA relates particularly to Issues Papers 1 and 4. We look 
forward to further developing these points at the Liverpool conference. 

Our submission raises four fundamental points: 

1. Advertising self-regulation works and has been identified by EU studies and reports 
for its effectiveness 

2. Self-regulation is the best way to deliver effective consumer protection in the ‘new 
media’ 

3. We urge strong recognition in the directive of self-regulation as an established and 
complementary means of consumer protection 

4. We urge the maintaining of the country of origin principle 
 

1. Advertising self-regulation and the application of the rules 
We are pleased that Issue Paper 4 on commercial communications refers to the 
‘important work carried out in the field of audiovisual commercial communications in the 
form of codes and co-regulation’, and that it considers the option to ask Member States 
to take fuller account of developments in self-regulation when transposing the directive.  
 
European Commission studies1 as well as a recent report by the Economic and Social 
Committee2 highlight the effectiveness of advertising self-regulation in relation to the 
traditional media. As evidenced in our briefing paper Advertising Standards in Europe 
which was sent to the Commission services, EASA and its constituent members have 
undertaken considerable efforts in the last few years to further develop a coordinated 
network of effective self-regulation across the EU-25. In 2004, EASA’s members agreed 

                                                 
1 The Study to identify best practice in the use of soft law and to analyse how this best practice can be made 
to work for consumers in the European Union, by Lex Fori for the European Commission DG SANCO 
(October 2002); and the Study on the impact of advertising and teleshopping on minors, INRA/Bird & Bird 
(2001) 
2 The Information report on the current state of co-regulation and self-regulation in the Single Market, 
published the by European Economic and Social Committee (February 2005) 



 
 

and signed the Advertising Self-Regulation Charter, which we are currently in the 
process of implementing. To do so, we have made ten commitments on effective self-
regulation to be achieved by EASA’s EU self-regulatory systems by the end of 2006, 
leading to accreditation by EASA in 2007.  
 
We would thus urge that the revision of the TVWF directive be made in such a way as to 
deliver the strongest encouragement to Member States with regard to the official 
recognition of effective self-regulation as an established means to provide a 
complementary and additional means of consumer protection. This is crucial where the 
transposition of this directive occurs in those markets which have little or no tradition of 
self-regulation and where a general legal reference is necessary in order to allow the 
activity of self-regulation scope for development. We believe a strong reference is also 
important to encourage and allow scope for the advertising business to maintain its 
efforts.  
 
EASA has submitted comments separately into the consultation on the DG InfSo study 
with regard to co-regulation. We trust that that this study will provide for the 
consideration of both de-jure and de-facto situations in those Member States where 
self-regulation is fulfilling a complementary role to that of the state in ensuring 
consumer protection. It is essential that this study should take account of the 
economic, social and cultural diversity across the EU-25 in respect of the 
complementary relationship between self-regulation and legislation. 
 
EASA is currently engaged in discussions with other Commission services, notably DG 
Sanco, with regard to the consideration of effective self-regulation and addressing issues 
such as the inclusion of stakeholders. We hope that DG InfSo will be closely associated 
with this work and other Commission initiatives on self and co-regulation being 
undertaken, for example by DG Enterprise and the Secretariat General. 
 
We believe self-regulation is the best way to solve the questions arising from new media, 
as suggested by the EU in its Better Regulation initiative, and advertising is the best field 
for its implementation, as has shown to be the case for the "traditional" media. EASA has 
developed a best practice guidance note for the application of self-regulation to 
electronic media based on the ICC code on marketing and advertising in electronic 
media and the guidelines of egta3 and FEDMA4.  
 
Self-regulation puts a special responsibility on advertisers with regard to the protection of 
minors and the safeguarding of human dignity. EASA believes that existing 
arrangements together with its measures to strengthen the self-regulatory network 
across Europe mentioned above have been shown by EU Commission studies as 
adequate and therefore are sufficient to ensure that this responsibility is respected.  
 
We therefore call on the Commission to ensure: 
• The strong recognition and support of effective advertising self-regulation as an 

established means of consumer protection, complementary to an appropriate 
legislative framework 

                                                 
3 egta – the Association of Television and Radio Sales Houses 
4 FEDMA – the Federation of European Direct and Interactive Marketing 



 
 

• The strong encouragement of national public authorities to actively support and 
promote effective self-regulatory systems in their respective countries 

• The proper consideration of self-regulation as an alternative and complementary 
form of regulation within the context of the Better Regulation initiative 

 
 

2. Territorial competence 
EASA believes that maintaining an effective country of origin principle is crucial to the 
directive. We do not think however that the proposed specific registration procedure 
would be practical or efficient in relation to interactive services that use the internet 
which is global by nature. 
 
 
 

OG 2 September 2005 
 



 
 

Appendix 1 – EASA’s members 
 

EASA’s European SRO members operate in: 

Austria 
Belgium  
Czech Rep. 
Denmark 
Finland 
France 

Germany 
Greece 
Hungary 
Ireland 
Italy 
Luxembourg 

Netherlands  
Portugal 
Romania 
Slovak Rep. 
Slovenia  
Spain 

Sweden 
Switzerland 
Turkey 
United Kingdom 

 
EASA has corresponding (non-European) members in Canada, New Zealand and South 
Africa. 
 
EASA’s advertising industry members are: 

The Association of Commercial Television (ACT) 
The Association of European Radios (AER) 
The Advertising Information Group (AIG) 
The European Association of Communications Agencies (EACA) 
The European Association of Directory and Database Publishers (EADP) 
The Association of Television and Radio Sales Houses (egta) 
The European Newspaper Publishers’ Association (ENPA) 
The European Publishers’ Council (EPC) 
The European Federation of Magazine Publishers (FAEP) 
The Federation of European Direct and Interactive Marketing (FEDMA) 
The International Advertising Association (IAA) 
The Interactive Advertising Bureau (IAB) 
JCDecaux (outdoor media) 
The World Federation of Advertisers (WFA) 
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