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The IAA -International Advertising Association - is a global partnership of advertisers, agencies, 

media and marketing communications professionals. Created in 1949, it comprises over 5,000 

members in 92 countries and 60 local chapters. As a Non-Governmental Association (NGO), it 

works with Governments on issues directly affecting the marketing communications industry. The 

IAA operates at three levels: global, regional and national/local. It is active in Europe, both in 

most EU member states, with local Chapters and at EU level, where it has actively participated in 

most debates on Commercial Communications in the past 15 years. 

 

The IAA welcomes the consultation process led by the Commission on the revision of TVWF 

Directive and is happy to bring the views of a worldwide community of professionals dedicated to 

demonstrating the value of advertising and defending freedom of commercial speech and 

consumer choice as key to market economies and an open society.  

The IAA wishes to make the following comments on future EU regulation. 

1- On common rules to all audiovisual commercial communications 

- We approve the wider approach of “commercial communications” that would include most 

advertising and marketing disciplines, as described in the report. However, we think that 

systematically including all teleshopping activities might create some confusion. Teleshopping 

can cover many different realities, from a short commercial spot to a lengthy programme, 

where products are presented and offered to the public. The objectives and contents can vary 

with such magnitude that it is difficult to encapsulate all possibilities in one sole category. 

This means that the rules cannot be exactly the same. The proposed formula of the “basic 

tier”, completed with specific rules is to be applied in this precise case. 

- We also approve the “technology neutral” approach and we have been opposed to any 

discrimination which could appear between “old” and “new” services. In the mean time, this 

“neutrality” should not lead to impose unnecessary rules to all services, regardless of their 

nature and implications to the consumer. Non-linear audiovisual services require much less 



regulation since the consumer/viewer has a completely different posture and protection, in 

these cases, is of a totally different nature, for obvious reasons. This will be illustrated further 

on in this paper by sectoral bans or regulations for instance. However, it is clear that on issue 2 

(Human dignity and protection of minors) linear and non linear audiovisual services and 

commercial communications must abide to common rules, with no difference and no 

“escape”. We do support a coherent legal framework on issues of such social importance.   

2- On rules related to public health considerations, we believe that non linear services, carrying 

commercial communications on demand require lighter protection for the consumer, who, 

obviously is in a different situation. Regarding tobacco and alcoholic beverages, the current 

rules should be kept as they are and applied to non linear as they are to linear services. As 

regards pharmaceuticals, we support the objective information authorisation proposal, within 

the current limitation, when it comes to prescription drugs. 

3- Product placement is clearly to be accepted as a legitimate means of commercial 

communication. On the other hand, it is not to be used to bypass the current rules on restricted 

products or programmes and it must comply with the existing framework. Identification at the 

beginning of the programme is an acceptable solution. 

4- The IAA has long endorsed meaningful and effective self-regulation, consistent with the Codes 

of the International Chamber of Commerce and within a reasonable statutory framework. We 

call on the marketing communications industry to strengthen its support of the principles and 

practices of self-regulation, both in practice and in providing the necessary financial resources. 

We also encourage efforts made to improve the efficiency of self-regulatory systems. At EU 

level, IAA has signed the Advertising industry Charter on self regulation in June 20005 and 

has been instrumental in its promotion, especially in the new EU member states. 

We are satisfied that the consultations acknowledged that Codes of conducts and self 

regulation mechanisms brought “important work”. We indeed share that view: in most EU 

countries, self regulatory rules are an effective complement to the legal provisions – the 

Directive and its national transposition – which should be kept at their current level. 

 With regards to co-regulation mechanisms, the IAA, at EU level, is open to dialogue with 

consumers and has helped in some member states the setting up of specific structures where 

this dialogue is to be held. This can imply discussion and consultation on new codes. But, to 

be effective, self regulation governance must remain within responsibility of the industry.   

5- On quantitative rules, IAA is in favour of lifting the unnecessary limits – such as daily amount 

– and stick to the current hourly limit which is acceptable by all parties.  It is also clear that for 

non linear on-demand services, quantitative limits have no real sense and should be kept away. 



 As to the rules on insertion, the IAA believes that the technological evolution of television 

will deeply change the relation between advertising and the environment in which it is 

inserted. Therefore it would be unwise to keep provisions which would be inapplicable in a 

number of situations. However, advertising must be intrusive in several cases and IAA accepts 

that religious services are, as mentioned in the consultations, one typical example, in EU 

countries, where insertion in the programme should not be allowed. For all others, the general 

principle should be open and if national sensitivities require some restrictions on information, 

cinema works or children programmes, then self regulation should be the way to define how 

best organise the limitation of interruptions. 
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