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Comments to the TVWF Issues Papers of the European 
Commission - September 2005 
 
The association of television and radio sales houses, egta (presentation on the last page), is pleased that 
the Commission is now moving toward an in-depth revision of the television without frontiers directive.  
 
Egta has participated to all consultations and focus groups organised by the European Commission and 
has always advocated the need for greater flexibility in advertising rules.  
 
 

Preliminary comments 
 
In the context of the revision of the television without frontiers directive, egta wishes to emphasize 
the importance of fostering television advertising revenues to safeguard the quality of 
programmes European viewers expect. 
 
Advertising and sponsorship represent 90% of private channels’ incomes in Europe and an 
average 29% for public channels1. This source of financing is thus crucial for the free-to-air 
television model. The alternative “pay-TV model” is either partially or wholly financed by viewers’ 
subscriptions. Egta is of the opinion that Europe cannot rely solely on the pay-TV model. It would 
inevitably lead to a two-speed audiovisual landscape to the detriment of good-quality programmes 
offered for free by both public and private broadcasters. Media pluralism and citizens’ free 
access to a wide variety of television channels will consequently remain largely dependant 
on advertising. 
 
In the meantime, egta wants to make it clear that it shares the  objective of quality programmes 
that meet viewers’ expectations. It is within this context that egta calls for a modernization of EU 
rules on advertising. Sales houses need flexibility to plan advertising breaks in a way that does not 
affect the quality of programmes: they need better and creative means to advertise, not more 
advertising. The American style of television advertising is not where Europe’s future lies. 

 
 
At a time of profound changes to the television landscape and enhanced competition between 
broadcasters and new forms of commercial content delivery, egta is supportive of the Commission’s 
approach to modernizing rules on commercial communications and particularly on television advertising. 
 
Egta welcomes most policy orientations presented in issues papers 1, “Rules applicable to 
Audiovisual Content Services” , and 4, “Commercial Communications” , read in conjunction with 
the clarifications provided by the 2004 Interpretative Communication on television advertising. In 
preparation for the legislative proposal, egta would like to make the following comments: 
 
 

• Country of origin principle 
 

Egta would like to recall that the country of origin principle is key to the good functioning of a 
revised directive on audiovisual content services. Such a directive can only find a justification in the 
implementation of this principle, which offers the legal stability that operators need in the constantly 
evolving audiovisual landscape. 
 
 
• Scope of the future directive 

 
Egta takes note of the Commission’s intention to put forward a proposal establishing a 
comprehensive framework covering all forms of audiovisual content. Whilst recognising the 

                                                 
1 The situation for public channels is more contrasted. Advertising and sponsorship represent nearly no income for certain 
broadcasters, e.g. the BBC, and up to 97% of revenues for RTVE (Spain) with 35% for France2 in 2002. 
Sources: European Audiovisual Observatory. 



 

 
limitations and problems in application, egta shares the conclusions of the focus group meetings that 
there seems to be no alternative to the suggested distinction between linear and non-linear 
services. The definitions must however remain flexible enough since it is difficult to predict how 
these services will evolve in the future. For that same reason, they should only be subject to a basic 
tier of regulation. 
 
Egta also wishes to stress that it sees no added-value to the inclusion of radio in the scope of this 
directive. National regulatory frameworks apply efficiently for this medium, which remains purely 
national or local in its scope. Furthermore, there is no clear evidence in support of a potential 
internationalization of radio.  

 
 

• Qualitative rules 
 

Egta shares the rationale and agrees with all qualitative rules. Provisions on human dignity, 
protection of minors, tobacco, alcohol and medicines are already efficiently applied. To secure their 
proper implementation and define common standards, egta and its members have long engaged in 
self-regulation.  
 
In this context, egta supports the Commission’s view that reinforcements of these qualitative rules, 
for instance on protection of minors or alcoholic beverages, are not necessary and in any case 
should first pass proportionality and efficiency tests and, second, should not discriminate between 
media, to the detriment of television. 
 
At last, egta supports the Commission’s reflection on authorizing branded information on 
prescription-only medicines for non-linear services. This should not be assimilated to advertising 
which is already prohibited under Directive 2001/83/EC, as amended by directive 2004/27/EC, 
relating to medicinal products for human use. 

 
 

• Identification of advertising 
 

Egta welcomes the Commission’s option on the issue of identification of advertising. Considering 
technological evolutions in the field of commercial communications, identification of advertising 
has become the only technologically neutral principle that can apply efficiently to all forms of 
advertising. Separation should be considered as one mean of identifying commercial content, among 
many others.  

 
 

• Product placement 
 

Egta welcomes the option of authorizing product placement. It is important that a Community 
legal base be provided as some Member States interpret the current directive as forbidding product 
placement. Product placement illustrates how, in 2010 and beyond, identification should be the core 
principle applying to all forms of advertising. 

 
Egta also wishes to highlight that the Commission’s cautious approach in legalizing current practices 
should provide adequate safeguards, notably for protecting editorial independence.  

 
 

• Quantitative rules on TV advertising 
 

Egta is aware of people’s fears that broadcast time be flooded with more advertising breaks. 
However, it must highlight that this apprehension is to a great extent ill-founded. Broadcasters 
and egta members strongly believe in enhancing the viewer’s enjoyment of programming and thus 
do not intend to air more advertising. Furthermore, sales houses have no economic incentive to 
offering more advertising time since there is no demand for it.  
 
Nevertheless, sales houses / channels need more freedom in the programming of advertising 
breaks. To that end, egta urges the Commission to introduce  more flexibility in the system. For 



 

 
instance, it could take the form of an average 12-minute hourly limit – it could be calculated daily – 
with a 15-minute hourly ceiling. 
 
 
• Teleshopping 

 
Egta is supportive of the Commission’s approach on teleshopping and notably with regards to 
quantitative rules. However, egta stresses that there is no valid reason to maintain the requirement 
that a teleshopping window last at least 15 minutes. Considering regulatory constraints and the costs 
of teleshopping spots, these rarely exceed 2 minutes. Egta is of the opinion that the minimum length 
of teleshopping windows could then be reduced to 3 minutes. 

 
 

• Insertion rules 
 

Egta is pleased that the Commission acknowledges the need to relax insertion rules on advertising 
breaks while maintaining provisions for religious services, news programmes and programmes for 
children. 
 
However, egta calls on the Commission to lift not only the 20-minute rule but also the 
provision on cinematographic works. Both have the same disruptive effects: advertising breaks 
are slotted according to pure regulatory considerations rather than natural breaks in programmes. 
Both rules should be removed to the benefit of viewers. 

 
 

• Isolated advertising 
 

The issue of “isolated advertising” is particularly important in the context of modernized provisions on 
advertising and egta is disappointed by the absence of any thoughts on this issue within the issues 
papers. Egta recalls that once the principle of identification of advertising applies, there is no added-
value in maintaining isolated adverting as an exception: viewers are fully able to make the 
distinction between advertising and programmes. A removal of this provision would also offer more 
flexibility to sales houses in order to avoid long advertising tunnels that most disturb viewers. 

 
 

• Implementation of rules 
 

Egta would like to recall that self regulation has proved successful over the years and that it should 
be recognized as the primary way of handling advertising concerns, in the future directive. We 
believe that such a recognition is necessary in the framework of a directive covering all audiovisual 
content services and new media, if one is to avoid burdens of excessive regulation. 

 
 
 
 

egta is the association of television and radio sales houses 
 
The egta membership is composed of:  
 
• 51 TV members (30 independent and/or private sales houses) based across 26 European countries + Canada, 

Korea, Iran, Morocco, New-Zealand and South-Africa. All together, the egta TV members collect € 19.1 billion 
(consolidated turnover) through more than 100 mainstream  TV channels almost equally public and private. That 
amount of money represents 65% of the TV advertising investments in Europe. 

 
• 25 Radio members based in 16 European countries. In 2003, these members collected over € 2 billion 

(consolidated turnover) through over 150 radio stations. That amount represents 50 % of the Radio 
advertising investments in the countries represented within egta’s radio department. 

 
Egta provides a network for its members based on relationships with more than 1000 high-level executives from 
32 countries specialised in all the different aspects of the profession. Over the years and thanks to its network, egta 
has clearly becomes the reference centre for television and radio advertising in Europe. 
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