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Social responsibility of broadcasters

Fight against Obesity and support of a healthy 
lifestyle is part of the social responsibility of 
broadcasters 

Codes of conduct are only one instrument to 
achieve this aim



| Europabüro| Dr. Renate Dörr 3

Structure 

1. Specific national advertising rules for PSB in 
Europe 

2. Advertising rules for ARD and ZDF in 
Germany

3. Advertising accompanying children’s 
programme in ZDF

4. German Codes of conduct 
5. Other instruments
6. Conclusion
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1. PSB Specific national advertising rules

No advertising in: UK (BBC), B Flemish (VRT), SE 
(SVT), DK (DR), FI (YLE), Lithuania (LTV 2) Estonia 
(Eesti Televisioon)

Restrictive rules:
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2. Advertising Rules for ARD/ZDF (1)

Advertising only in the main national generalist 
channel of ARD and ZDF
No advertising in the digital channels and 
regional channels of ARD
No online advertising 

…
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ZDF channels or co-operations

No advertising Advertising 

http://www.arte.tv/fr/70.html
http://www.phoenix.de/
http://www.zdf.de/
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2. Advertising Rules in Germany for ARD/ZDF (2)

… However

Advertising is prohibited on Sundays and 
national holidays
Advertising is prohibited after 8 pm
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3. Advertising accompanying children’s programmes – 
ZDF- Schedule of children’s programmes
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3. Advertising accompanying children’s programmes – 
ZDF-Advertising Scheme
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4. German Codes of conduct 
ZDF commitments 

ZDF Member of ZAW (German Advertising 
Federation)
ZDF took part in developing Codes of conduct
ZDF commitment: respect of CoC
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Not limited to children's programmes
Not only so called ‘unhealthy food’
Not limited to audiovisual commercial 
communication
‘Interpretation’ of inappropriate commercial 
communication

4. German Codes of conduct
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General rules

No abuse of consumers’ confidence
Not undermine healthy and active lifestyle
Not undermine a balanced and healthy diet
Not encourage excessive or one sided 
consumption
Avoidance of ‘unhealthy’ food should not be 
presented in a negative manner
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Children

No direct demand for purchase
No direct demand for children to induce their parents 
to purchase
Not exploit the specific confidence 
No inducements, no attraction with excessive 
advantages
Not suggest that consumption of particular product is 
irreplaceable in a complete and balanced meal
Not against healthy and active lifestyle
Not deter children form acquiring balanced and 
healthy dietary habits



| Europabüro| Dr. Renate Dörr 14

5. Other instruments

Integration in editorial content - different 
genres - Specific thematic weeks 
Additional/further information in the online 
services
Other activities
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http://www.kika.de/spielspass/mitmachen/spot_fit/gewinner2007/film/filme_10_13/index.shtml
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6. Discussion

PSB social responsibility 
PSB and Codes of conduct 
Variety of instruments 
Broad evaluation of the implementation of 
this provision
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http://mainzelmaennchen.zdf.de/ZDF/download/0,5587,2000035,00.wav
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