
Commercial Communications 
 
There should be more flexibility in advertising regulations in view of the fact that 
broadcasters have to compete with new media and the latter tend to be more or 
less unregulated. Moreover, new opportunities for advertisers are cropping up 
(such as on buses, billboards, sms, etc.) which in the past did not exist and thus, as 
advertising is the lifeblood of all commercial stations, one needs to retain only 
those regulations which are of vital importance to society in order not to loose on 
the competitiveness of broadcasting. 
 
It is however important to ensure that a balance is maintained between the needs 
and rights of consumers and the needs and rights of media organizations. The 
regulation of the three media mentioned above should go some way in providing a 
kind of level playing field between them in the field of advertising.  Obviously 
there is competition from other media e.g. the non-linear media which have to be 
addressed. 
 
There is room for flexibility but this should be done in total respect of the rights of 
consumers. Flexibility can take different forms. Flexibility can imply a de facto 
increase in the time allotted for advertising or it can mean the acceptance of 
product placement as a legitimate way of advertising.  In this circumstance it is 
best to opt for the former since the former implies the legitimate loss of 
programming time for the consumer but in a way that the consumer is conscious 
of what is happening and that what s/he is seeing is in fact advertising. The 
second, i.e. product placement is an advert which is not clearly and manifestly 
seen as such by all; and as a result can have an element of deceit. 
 
Common Labeling Systems 
 
There is the need of uniformity in rating not only cross medium but also at an EU 
level.  As things stand today, a theatrical play represented at the theatre might 
have a rating which may be a different one if the play is shown on TV.  The issue 
of uniformity is not a straightforward case particularly when considering that such 
systems are usually culture bound and media bound. 
 
Each medium has a particular language and a particular social and psychological 
“viewing” setting which give rise to different epistemological scenarios. The 
“same” text reproduced in different media will be read differently. Nudism on the 
stage makes up a different text from nudism on TV or in the cinema. Same can be 
said about violence. As a result it is to be expected that a play in the theatre will 
be differently labeled than a film treating the same subject. It is also reasonable to 
have a different label for the television version of the film. 
 
Different cultures have different worldviews which help their members read a 
particular media text in a different way from members of a different culture. Some 
countries might have a tendency to treat scenes showing violence more seriously 
than they treat scenes depicting sex. 
 

 


