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CONTEXT

Why quidelines?

* to explain the terms, language and categories used in the
Law;

* to explain the manner of identifying product placement in
programming;

* to make transparent the way in which the Agency will
evaluate compliance with the product placement rules within
various types of programming;

* to encourage audiovisual media service providers to apply
product placement rules in the best way possible, protecting
the audience’s interests.

EVERY STAKEHOLDER HAS AN INTEREST IN
MAKING THIS WORK



CONDITIONS

General rules on commercial communication
Specific identification
Two major principles

1. Editorial responsibility and programme integrity

2. No direct incitement and no undue prominence

Product placement is not advertising



EDITORIAL INDEPENDENCE

 Advertisers should not influence the script,

content, structure, production or scheduling of the
programme.

* Contractual quarantees
 Reasonable expectations, PP is not advertising

WHERE DOES EDITORIAL INTEGRITY ENDS ?
HOW DO WE PROVE IT 7?

HOW DIFFERENT WOULD THE STORY BE
WITHOUT PRODUCT PLACEMENT?



NO UNDUE PROMINENCE

[TporpaMmmTE KOM COAPRXKAT MACCUPAHE NMPOU3BOAM
HE CMEQT, NPEKY HAOrAQCEHO MPOMOBUPAHE MAM
NEEnoOpPAYYBAHE, AMPEKTHO AQ MM MOTTMKHYBOQT
NOTPOLUYBAYUTE AQ TM KYMYBAAT MAM UM3HAJMYBAAT
NPOOU3BOAMTE UAU YCAYTUTE.

MOKO HEKOj MPOU3BOA, MAPKA, MME UMAM 3ALLITUTEH
3HOK C€ MPUKAXXAHM BO MPOrPAMATA, CEenak
HMBHOTO MU3AOXKYBAHE MAM CMTIOMEHYBAOHE HE CMEE
AQ C€ MPABM HO HEMPUPOAEH, MPEKYMEPEH, UAM
HOMOAEH HOYMH CO LLITO BUAAMBO CE MPOMOBUPA
NMOOM3BOAOT, YCAYTATA MAM MAPKATA.



NO UNDUE PROMINENCE

LHOW MUCH PROMINENCE IS « DUE »?
HOW DO WE ASSESS IT?

HOW DIFFERENT WOULD THE PROGRAM
LOOK WITHOUT PRODUCT PLACEMENT?

v'placement features, e.qg.: the space allocated on-screen or in
the studio;

v'duration and frequency of the reference or the exposure;

v'suitability and justification of the reference viewed from the
aspect of the editorial concept;

v'the language used in the reference or the visual means of
representation: no promotional lanquage! PP >< Ad



[NNACUPAKE NMPON3BOAN

[NNACUPAHKE PEKBUSUTA




[IOUMHUK

- [lnacupawse npou3eod - NpeTCTaByBa: NPOM3BOM, YCNyra Un 3alUTUTEH 3HAK

- 332 MapuyeH Unu 3a apyr BUA HagoOMeCT BrpafeHn BO AejCTBME Ha nporpama
(ayanoBmsyenHa LenuHa);

- 3a nnacupare npoussog, cropes 3akoHOT 1 crnopes YnaTCTBOTO, Ce CMEeTa U CeKoe YCHO,
NMUCMEHO MM BU3YeSTHO NPeTCTaByBae Mapka, MMe Ha Npou3Bos 1 ycrnyra of oapefeHa
KOMMNaHwja;

- [lnacupat-€e pekeusum — npeTcTaByBa: NPoOU3BOA UNK ycryra, 6ecnnaTHo BrpaeHn BO
[iejcTBME Ha nporpama, 3a Aa ce NOMOrHe HejaMHaTa npoayKuyja;

- 3a peKBU3NTY Ce cMeTaaT W HarpaauTe 3a rmeJaduuTe Unu 3a y4eCHULMTE BO OfpeeHN BII0BK
nporpama;



[lporpamu BO KOU € AO3BOJIEHO Nnacupate Npous3Boau U
nnacnpambe PeKBU3IUTHU

Cnopeq 4yneHoT 55 o 3aKOHOT, NacMpaweTo NPON3BOAMN €
[03BOJIEHO CaMO BO CleaHMBe BUAOBW Nporpamu (Lmrar):

- KUHeMamogzpaghcku dena, punmosu, cepuu, ChopmeKU npozpamu U
JIeCHU 3abasHu npoapamu:

- 80 C/ly4aume Koea 3a hiiacuparemo npousgoou He ce nnaka, 00HOCHO
- kKo2a becniiamHo ce obezbedygsaam cmoKuU Unu ycryau, Kako Wmo ce
NPOOYKUUCKU peKsu3umu unu Hazpadu, co Ues 3a HUBHO 8KITy4y8are 80
npozpamama;




3abpaHa 3a nnacuvpase NpPou3Boau U yCInyru

* L|rapy 1 Npoun3BOaM of1 TYTYH;

* (DU3NYKM M NPaABHM LA CO rNaBHa AejHOCT — NPOU3BOACTBO U/nnu npogaxba Ha

Lrapy u/unm Ha npou3Boau o TYTYH;
* MEOMLIMHCKI NPOU3BOAM 1 TPETMaHW AOCTaNHK Camo CO NEKAPCKM PeLienT;
* HAPKOTWLIM, aNKOXOM, anKOXOMHW Nujanaum (0C8eH BUHO U NUBO);

* OpYXj€e, CTPENHN 1 NMMPOTEXHNYKN CPEACTBA;



OOroBOPHOCT HA YPEOHWK W HA BOOWUTEN

-OaroBOPHMOT YPEAHMK 11 HOBUHAPOT BOAUTEN, AOMKHM Ce [1a ja 3aliTUTaT CoapKMHaTa u 0BrmMKoT Ha
nporpamara, BO LiefHa LUTO HeMa Aa rv 3aBeayBa ImegauumTe - nporpamara He CMee Aa ce CBefe Ha
CPEACTBO MCKITYYMBO 3@ MHTEPECUTE Ha OrnacyBauMTe Unn Ha COH30PUTE;

- Kputepnymu 3a npoueHka aanv nporpamarta npekyMepHO NpoMOBMpa U npenopayysa Npou3soa
Unn yenyra:

* rofieMuHaTa v nosuumjata Ha NPOMOTUBHUOT CTYAUCKU UIM APYT NPOCTOP — jaCHO BMAMMB Ha
TB ekpaHor;

* 3a4eCTeHOCTa Ha NpUKaXyBareTO NPOWU3BOA UMK YCNyra;

* LIENMUCXOHOCTA Ha NPUKaXyBaETO NPOWU3BOL, UMK YCnyra, OA acnekT Ha ypeayBaykuoT -
CLIEHaPVCTUYKM | PEXMCEPCKY - KOHLIENT Ha nporpamara;

* EMUTETUTE LUTO CE KOPUCTAT Npu NpukaxyBawbeTo NMPON3BO UK yCiyra,



O3HAYYBAKE - [T/IACUPAKE TPOXU3BOAN

- [NnacupareTo nponssoan Tpeba fa buae jacHO 03HAYEeHO, Ha NOYETOKOT W Ha KPajoT OA
ayaMoBK3yenHaTa LenuHa, 1 npea cekoe NpoaosiKeHne ako LenuHata buna npekmHaTa co naysm 3a
peknamu;

- I'Inacmpal-beTo npon3eoan ce o3Ha4vyBa CO JI0ro 1 CO TEKCT.

- oroTo Tpeba Aa e NecHo BUANMBO 3a rneJadnTe;
- NTOTOTO CeKorall Mopa Aa e NPOCNeAeHo Co 0BjacHyBaYKMOT TEKCT;
- LlenuHara of noroTo 1 0f TEKCTOT - Mopa Aa e Buanmea Hajmanky 10 cekyHau;

- Tlo cBoja BoMja, MeaMyMOT MOXe Ha OfjaBHaTa LUNMLUA UNK Ha cBojaTa BeO — CTpaHuua Aa ja
HaBefe Lienarta ficTa - NPOU3BOAW, YCNyri UK Mapku, NiiacupaHn BO ogpeneHa nporpama
(ayavoswuayernHa LenuHa);

- Bo npurior Ha rnegayunte, MEAUYMOT € JOIHKEH Aia ro 03Hauu niacupareTo NpousBoaM U BO
CTpaHCKa nporpama, 6e3 ornes WTo Hema HenocpeaeH PUHAHCUCKI MHTEPEC Of EMUTYBAHETO;

- Bo cTpaHcka nporpama co Beke BrpafieHo Tyro Noro 3a nnacuparke NpousBoay, Noroto Moxe Ja ce
3aJPXU, HO - CeKorall Mopa Jja ce BMETHe 1 00jacHyBaYKMOT TEKCT 0] MaKeOHCKOTO ynaTCTBO;



1. BEP3WUJA 3A TEMHA 3AOHUHA

[porpama BO Koja ce nnacupaHu npoussoau!

2. BEP3UJA 3A CBETJIA 3AJHUHA

[porpama BO Koja ce nnacupaHu nponssoau!



QUESTIONS



CNOH3O0OPCTBO




NTOUMHUK

- CnoH30pCcmeo - NpuaoHecC of MPaBHO U 0, PrU3nYKo NuLe BO
NpOoAyKUWMja Ha ayano Ui ayavnoBKU3YESTHN MeaUYMCKU YTyt Un
nporpamu, co Lien Npeky H1B a ro NpoMOoBMpa CBOETO UMe, 3aLUTUTHUOT
3HaK, NPUCYTHOCTA Ha CBOUTE aKTUBHOCTMW W MPOM3BOAN BO jAaBHUOT
NpoCTOp;




OArosOPHOCT HA YPEAHWUK W HA HOBUHAP-BOOAWUTE

- OIroBOPHMOT YPEOHUK U HOBUHAPOT - BOAWTEN, AOSTKHM Ce Aa ja
3alUTMTaT CoApXMHaTa N 00NMKOT Ha EMUTYBaHaTa Nporpama, BO
ayaVoBK3YerHa LieniHa WTO HEMa Aa M 3aBe/lyBa rneaadunTe, OAHOCHO -
nporpamara He CMee [1a ce CBeJle Ha CPeCTBO UCKMYYMBO 33
NHTEPECUTE Ha OrnacyBaynUTe UK Ha CNIOH30PUTE;



OepaHuqyeaHbe CNOH30pCMe0 80 0dpedeHu npo2pamu

YneHot 54, ctaB 5 oa 3akoHOT, onwTo 3abpaHyBa CMOH30PCTBO BO - ,,(...) 86CMU U aKmyenHO-UHGhOpMamueHU
npozpamu 3a MeKogHU HacmaHu U 3a 8epCKU hpoepamu;”

geTaHHO, MO XXaHPOBCKU KaTeropmun, CnoH30pnpareTo € 3a6paHeTo BO CrieiHnBeE BUOOBU NpPorpamMun.

lMpozpamu co uHhopmMamueHa hyHKUUja:

- Bectvt / TB unu pagno AHEBHUUMK;

- aKTYeIHO - MH(hopMaTHBHA Nporpama;

- aKTyerHo - MH(hopMaTUBHA Nporpama co AOKYMEHTapUCTUYKK NpucTarn;

- aKTyernHo - MH(hopMaTMBHA FOBOPHA LUOY Nporpama;

- Nporpama co MHOopMaTUBHA (PYHKLMjA CO PENUIMO3HA/TEONOLLKA TEMATHKA;

Mpoepamu co 0bpa3zoeHa pyHKUUja:

- IOKYMEHTapHM Nporpamm co penurMo3Ha/TeonoLKka TeMaTmka;
- PENUTUCKN CRYX0U 1 NponoBeau;

Omcmanku (4neH 54, cmas 9):

- CNOH30pOT Ha [IpyruTe 0BNuLyM JOKyMeHTapHa nporpama 1 Ha nporpaMuTe 3a JeLa, MOXe Aa ce NpuKkaxe camo Ha
HajaBHaTa UNW Ha ofjjaBHaTa LNKLA, HO HE 1 3a BPEMETpaeH-e Ha TakoB Bia NPorpama;



386QaHU 3a CNOH30PpCMEo0

YneH 54, ctaBoBn 6 n 7

CnoH30p Ha nporpama (Ha ayanoBu3yenHa LenunHa) Ha cMee aa buae
NPaBHO MM U3NYKO NULLE YuMja rMaBHa AejHOCT e MPOU3BOACTBO UK
npoaaBame Ha:

- yurapmv n Npon3BOAN Of TYTYH;
- OpYXje, CTPESTHU 1 MUPOTEXHUYKM CPEaCTBa;
- HAPKOTULW, aIkoXon 1 ankoxosHW nijanawm (0ceeH 8UHO U NUBO);



NdeHmudbukayuja Ha cnoH3opom

* 3a aa ce usberHe kakea buno 3abyHa kaj nybnmkaTa, CoH30POT Ha nporpamaTa Mopa
cekorall, BepbanHo unu B13yenHo, ekCnnuuuTHoO aa buae o3HaueH TokMy co 300poT —
,CNOH30P" - HAa NMOYETOKOT, 3@ BPpEME U/WMNW Ha KPajoT 04 CNOH30pupaHaTa ayamMoBnayesHa
TENER

 BusyenHara n/unu sepbanHaTa naeHTudmKaLmja Ha CnoH30pOT, MOXe Aa o KOPUCTY
(PaKTUYKOTO MME Ha CMOH30POT, HErOBOTO J1I0r0 UM HEroB NPENO3HATIIMB NPOM3BOA UNI
ycryra, HO cekorall Npuapy»eHu co 36opoT - ,cNoH30p";

 BusyenHata un/unu BepbanHata ngeHTudukaLmja Ha CnoH30pOT, HE CMee NPEKYMEPHO Aa
NPOMOBUpa UK Aa npenopayysa NPOU3BOAW W YCNyrit 0 CNOH30POT — TaKBUTE
nHOopMaLIMK ce CMeTaaT 3a NPUKPUEHO PEKNAMUPALLE,;

* loeHTnuKaLmmTe Ha CNOH30POT He Ce CMeTaaT 3a peknamupare - He ce npecMeTysaat
BO 103BOMIEHOTO BPEME 3a pekiammparbe Ha efeH pearieH yac;

* CnoH3opupaHuTe nporpamu (ayanoBn3yenHn LenuHm) WTO coapxaT v nnacupare
Npoun3eoau, NoAnexart Ha ABETe rpynu npaeuna - 1 o4 YnaTcTBOTO 3a nnacupare npoussoau
n o lNpaBuITHMKOT 3a CMOH30PCTBO;



3a menesusuja

- \oeHTnMKaLUmjaTa Ha CNOH30POT MOXe [a ce COCTOM Of:

- Hajasu Ha eodumest. MHOPMaLMK 33 UMETO Ha CMOH30POT, HEroBaTa
agpeca, paboTHOTO BpeMe, BED - CTpaHuLaTa 1 akTUBHOCTUTE -
NPOM3BOACTBO, NPOJaBake NPOVU3BOAMN UNN daBaHe YCnyri;

- N008UXEH KajpOH: (co ucmume uHgopmayuu);

- N00deJIeH eKpaH: WHCEPTUPaHE Noro Ui Me Ha CrnoH30pOoT, OAHOCHO -
UMe, CIikKa Ui 3allTUTeH 3Hak o4 HEroB NPEno3HaTI1INB npom3Bon/ycnyra;

- UHhopMaUuu Ha HajagHama u/unu Ha odjagHama wnuua of
CMOH30pMpaHaTa ayanoBu3yenHa LenuHa;




3a paduo

- Hajasu Ha sodumen (co ucmume UHopmayuu);
- {UH2/1 3@ CNOH30pOM;

- UHhopMaUyuUu Ha HajaeHama u/unu Ha odjagHama wnuya o

CMOH30PUpPaHaTa ayanoBmdyernHa LuernHa,



Bpemempaere, nbocmopHoOCM U 3a4eCmeHOCMm Ha
udeHmucbukauuume

- Hajasu Ha eodumen - HajMHory 10 30 CekyHau;
- ,,NOGBUXEH KajpoH" unu ,nodeseH ekpaH” - HajmHory 10 cekyHau;
- ,nodesieHUom ekpaH“ He cmee fa buae noronem og 1/8 oa expaHoT;

- YUH2/1 3@ CNOH30POM Ha paauno nporpamuTe - HajmHory 10 cekyHaw;



NMPABWUIA 3A AYOUOBU3YENHUTE MEOWYMCKWU YCIYI'U MO BAPAKE

HayuHu 3a udeHmucghukauuja Ha cnoH30pom

Bo kaTanoaute Ha aaBaTenuTe Ha ayanoBW3yEemnH MeaNYMCKN YCIyrv No
baparbe, CNOH30pUTE MOXAT [1a Ce MAEHTUMMKYBAAT Ha CNeHUBE HAYNHMW:

- 0bjaByBatbe MH(OPMaLMM 3a CIOH30POT Ha COOABETHO MECTO BO KaTanoroT Co
NporpamMu: foroTo Ha CIOH30POT, HErOBOTO UMe, UMK, MaK - UMETO, CI1KaTa Unu
3aLLUTUTHUOT 3HaK Ha HEroB NPeno3HaTNMB NPOU3BOL;

- MHCEpPTUPaHE Ha Te MHPOPMALMM 3a COH30POT, BO BPEMETpaeHe 04 5
CeKyHOM npen noYeTokoT Ha ayanoBu3yenHaTa LenuHa;



Product
placement

Sponsorship




Article 3
DEFINITIONS

5. Audio or audiovisual commercial communication shall mean content or images with or without
sound which are created:

- to promote, directly or indirectly, the goods, services or image of a natural or legal persons
pursuing an economic activity, or

- to promote an idea or activity or to achieve a different effect.

Such images accompany or are included in a programme in return for payment or for similar
consideration.

14. Surreptitious audio or audiovisual commercial communication shall mean the representation in

words, sounds or pictures of goods, services, name, trademark or activities of a producer of goods or
a provider of services in programmes when such representation is intended by the provider of the
audio/audiovisual media service to serve as advertising and might mislead the public as to its
nature. Such representation shall, in particular, be considered as intentional if it is done in return
for payment or for similar consideration

Article 53
GENERAL PROVISIONS

Audiovisual commercial communication shall be immediately recognized as such.
No concealed audiovisual commercial communication shall be permitted.




Art. 3 and 53

Commercial communication is promotion, in agreement with service provider.
Audiovisual commercial communication shall be immediately recognized as such.

No concealed audiovisual commercial communication shall be permitted.
NO MISLEADING.

PRODUCT PLACEMENT

Special identification
Editorial integrity
No undue prominence
No promotion language




Art. 3 and 53
Commercial communication is promotion, in agreement with service provider.
Audiovisual commercial communication shall be immediately recognized as such.

No concealed audiovisual commercial communication shall be permitted.
NO MISLEADING.

PRODUCT PLACEMENT

SPONSORSHIP Specflal !deptlflca.tlon
Editorial integrity
Special identification NNO undute: prolrrlllnence
Editorial integrity 0 promotionalianguage










programme | |sponsorship || prod. placement teleshopping

ke i

Editorial integrity
No undue prominence

Special identification Minimum 15 mins
Content rules No promotion language No ad break

Ethics Clear identification
No in EW quotas

Editorial inte
Special identifi




DO’'S AND DON'TS

ESPECT



DO'S AND DON'TS

© 2003 Michae| Shaw



equilibrium

Brand memorization

Brand image

VISIBILITY/PROMINENCE






MAKE THE INTEGRATION AS NATURAL
AS POSSIBLE

AVOID GLOSE-UPS
CHOOSE PRODUCT INDEPENDENTLY

YOU CAN MENTION THE PRODUCT, BUT
YOU CANNOT DISCUSS THE PRODUCT



‘ "_‘\i’t o
!

(=~
)

¥ NATURAL

4

2 INTEGRATION |

e

A\
i ' AMOUR 4
! est dans le pré Al A




CHOICE OF THE PRODUCT

Define and list what you need, then
make open call for candidates:
accessories, decor, location, etc

Avoid direct sollicitation from
advertisers



Beauty tips? Ok to use PP, focus is on the tip
and technique, not on the product.

Objects review? No PP, because the selection of
objects has to be objective. Prop placement can
be OK.



Art. 3 and 53
Commercial communication is promotion, in agreement with service provider.
Audiovisual commercial communication shall be immediately recognized as such.

No concealed audiovisual commercial communication shall be permitted.
NO MISLEADING.

PRODUCT PLACEMENT

SPONSORSHIP Special identification

Editorial integrity

_r e g No undue prominence
Special identification No encouragement to bu
Editorial integrity urag y

SPLIT-SCREEN ADS

No excessive disruption
Editorial integrity




Products should not influence the subject nor
the outcome of a show or segment

MAKE GOOD TELEVISION

Your public, your advertisers, the requlator



= Can the name of the spa be repeatedly mentioned?
= Can the logo of the spa be frequently seen?

= Can the man complain about some of the services?
= Can the man praise some of the services?

= What can the woman say as summary of her day?

= Can they be asked if they'll come again to this spa?



A COOKING SHOW WHERE A

GRANDMOTHER AND A GRANDSON

> BIMR= PREPARE TOGETHER EVERYDAY
Mk RECIPES..

Can we see their grocery bags as they empty them?
Can we see the brands of the ingredients?

Can they mention the brands of the ingredients?
Can they discuss the quality of the ingredients?
What about brands of cooking utensils?

Can the young man say whatever he likes?

Can the grandmother say whatever she likes?

What do the brands get out of the PP deal?



If you have a good concept, a good
show, don't Kill it !

© 2003 Michae| Shaw



equilibrium

Brand memorization

Brand image

VISIBILITY/PROMINENCE



= A SHOW CALLED « I NEED A NEW HOME! »
GOES EVERY WEEK WITH COUPLES TO A
DIFFERENT BUILDING/ARCHITECT

| COMPANY WHIGH PRESENTS ITS

“ E CREATIONS AND ITS PRICES.

= Does it make a difference how the companies are selected?
= Can the companies be sponsor of the show?

= |s the PP identification needed?
= Can there be commercial breaks?

= Can the couple discuss the quality of what they see?

= What do the companies get out of the deals?



