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Working group 1: Teleshopping
Introduction
At the last meeting in Vevey, most participants felt that it was becoming increasingly difficult to have informal and interesting discussions in a group of almost 70 people. That's why it was suggested

to create working groups. Working group 1 deals with teleshopping and is organised by the Dutch Commissariaat voor de Media. The Commissariaat has sent a brief questionnaire on the topic of teleshopping to all the members in order to compile a background document. The following background paper compiles information of the Commissariaat voor de Media and the 14 regulatory authorities that have answered the questionnaire: the Broadcasting Council of the Republic of Slovenia, the National Council for Radio and Television (Greece), the ITC (United Kingdom), the National Radio and Television Commission (Hungary), the Swedish Broadcasting Commission, the CSA of the French Speaking Community of Belgium, the DLM (Germany), the Flemish Commissariaat voor de Media, the AGC (Italy), the Mass Media Authority (Norway), the Malta Broadcasting Authority, the OFCOM (Switzerland), the Radio and TV Supreme Council (Turkey) and the Council of the Slovak Republic for Radio and TV Broadcasting. The BSC (United Kingdom) reported that it was not competent in the field of teleshopping. 

Why dedicate a working group to the topic of teleshopping? 

Soon after the revision of the Directive the Commissariaat received many new plans of private persons and companies to develop programmes in the field of teleshopping. Broadcasting organisations, cable operators and other companies asked the Commissariaat what is possible and not under the system of the revised Directive. When these plans were presented to the Commissariaat many interpretation difficulties raised. Not that much in the field of the rules for duration but with regards to the specific character of teleshopping. What is exactly a direct offer to the public? Is one direct offer in a programme sufficient to consider the whole programme as a teleshopping window? Or should that one individual direct offer be classified as a teleshopping spot? How should advertising be separated from teleshopping? Should commercials in advertisement blocks, that contain the telephone number or Web address of the company, also be considered as a direct offer and therefore as teleshopping? Can a teleshopping window or spot also contain surreptitious advertising? What are exactly broadcasters exclusively devoted to broadcast teleshopping? The Commissariaat didn't have an immediately answer to all these questions.

Due to the lack of case law and the quite brief description in the Directive the Commissariaat thought it would be helpful to share our mutual experiences in an EPRA-context. Furthermore it would be interesting to find out whether the teleshopping programmes in the different European countries have the same format. Are the same American fitness training equipment and cleaning products sold on television in every European country? Or is there something like a European trend? 

The nature of teleshopping; just advertisement or a new phenomenon?

As already mentioned in the questionnaire the revision of the European Directive Television without Frontiers has opened up important new possibilities for teleshopping. The revised Directive introduces the term teleshopping and describes it as: "direct offers to the public with a view to the supply of good or services, including immovable property, rights and obligations, in return for payment". The old (1989) Directive only spoke of "forms of advertising such as direct offers to the public for the sale, purchase, or rental of products or for the provision of services". When the advertising included these direct offers the advertising maximum of 15% of the daily transmission time could be lifted up to 20%, provided the amount of spot advertising did not exceed 15% (article 18, paragraph 1 of the 1989 Directive). According to article 18 of the old Directive advertisements like direct offers were not allowed to exceed one hour per day.

The one-hour limit for teleshopping imposed by the 1989 Directive has now been abolished. Next to the new definition of teleshopping the revised Directive introduces the terms teleshopping spots and teleshopping windows. The windows must last at least, uninterrupted, 15 minutes, and the maximum number of windows per day is 8. The total duration of the windows shall not exceed 3 hours a day. In addition, teleshopping spots can now be broadcast for a maximum 20% of the daily transmission time. There is no minimum duration for the teleshopping spots. Meanwhile the advertising spots shall not exceed 15% of the daily transmission time. Broadcasters that are exclusively devoted to teleshopping are free to broadcast teleshopping programmes the whole day. The rules in the revised Directive with regard to the content of advertising and its possibilities of interrupting programmes are the same for teleshopping. So shall both use no subliminal techniques, respect human dignity and religious or political beliefs and is advertising and teleshopping for cigarettes prohibited. The 1997 Directive makes some differences between teleshopping spots and windows. Teleshopping windows, for example, are not allowed to interrupt programmes, meanwhile teleshopping spots are permitted to do so, under the same conditions as for advertising. Furthermore teleshopping windows have to be identified by both visual and acoustic means. In the case of teleshopping spots one of the two means is sufficient. About the nature and content of teleshopping the 1997 Directive gives no further details than the already mentioned definition. In the history of the European Directive there is only one decision of the Court of Justice on teleshopping (RTI a/o. against Italy 12/12/96) (1). 

In the French and Flemish Community of Belgium the definition of the revised Directive has been transposed complete (2). In a decision of 31 March 1999 the CSA of the French Community stipulated that this definition is also applicable to direct offers which are broadcast on radio. The CSA of the French Community notes that teleshopping is a rare phenomenon in the French Community of Belgium. Nevertheless there is one channel which is exclusively dedicated to teleshopping. The CSA would allow teleshopping programmes to contain non-commercial elements, although this opportunity never has been used by broadcasters. The legislation of the Flemish Community does not allow teleshopping windows to be interrupted by advertising or sponsor messages. According to the Flemish Commissariaat voor de Media the question if teleshopping programmes may contain regular advertising cannot easily be answered. This depends on if we consider the teleshopping (window) as a programme. Illustrating is that the Flemish private broadcaster VTM has classified its teleshopping transmission as a programme.

In the United Kingdom the definition of teleshopping in the Directive was transposed into the ITC rules almost complete but with some minor elaborations. According to the relevant rules of the ITC (RASA) teleshopping offers of any kind must contain the direct offer for sale to the public within the teleshopping transmission itself.  Where the offer for sale is only contained elsewhere (e.g.: in a text service) the material may not be classed as teleshopping. ITC takes the view that the advertising nature of teleshopping features will be readily apparent to the viewer if only because of the requirement that it must contain a direct offer of sale. According to the ITC teleshopping is a form of advertising and because advertising and editorial material must be kept separate, teleshopping may not contain editorial, or "non-commercial elements". On the insertion of other material, the ITC refers to article 18a.1 of the Directive that says that a teleshopping window shall be of a minimum "uninterrupted" duration of 15 minutes. If material other than the subject of the teleshopping window is introduced then by definition the window has been interrupted. Remarkable is that in the ITC rules teleshopping also is described as „home shopping“, „advertorials“ or „infomercials“.

Most countries like Germany, Italy, Slovakia, Slovenia and the Netherlands will soon transpose the definition of teleshopping of the revised Directive complete, with no further elaborations. 

In Germany teleshopping must be kept separate from other programming. Teleshopping windows should be at least 15 minutes long and must not be interrupted by any other advertising. Teleshopping windows must not contain any non-commercial elements, since they should always contain direct offers to purchase merchandise.

In Italy advertising and therefore also teleshopping cannot use the same scenography of other non advertising programs and cannot be presented by anchormen/women engaged in television news or current issue features. The use of encoded messages, subliminal techniques or the increase of 

audio levels is forbidden in advertising as well as teleshopping.

In Slovakia a proposal for the notion "teleshopping broadcast" is discussed, supposing that this type of broadcast item should involve teleshopping  windows as well as teleshopping spots. There is also the discussion if a spot should be a part of an advertising block or if it can form a part of a teleshopping window. The Council of the Slovak Republic for Radio and TV Broadcasting takes the view that with direct offer is meant the form of advertising of the supply of a product, service, et cetera, either in short form of message (now teleshopping spot) or in a longer form where an advertisement adopts a programme style (documentary, studio interview, cookery demonstration, demonstration of training with equipment/devices et cetera, now teleshopping window) offering detailed explanations and promotion of advantages. According to the Slovak Council direct offer is always bound with the possibility of direct response, identified by telephone number. Price of the product/service offered and mail address of the supplier are also introduced. If it is accepted that teleshopping is a form of advertising and if this advertising is kept from the other programming, the Slovak Council thinks there is no need to regulate the presence of advertising messages in a teleshopping programme. According to the Council it should be compared with the transmission of sports events where the venue is equipped by advertising billboards et cetera. Another question is if the teleshopping windows should be allowed to be interrupted by an advertising block. When advertising breaks in a teleshopping will be permitted this will lead to some interpretation difficulties. Should there for example be a time lapse of 20 minutes between two individual breaks? As already mentioned it will be stated in coming media legislation that a teleshopping window may consist of individual teleshopping spots. 

In Slovenia non-commercial and public service programmes will not be allowed to broadcast TV shopping at all. The bill defines teleshopping (including windows) exactly as the Directive. To the understanding of the Broadcasting Council of the Slovenia, a teleshopping window may not include other forms of advertising. As soon as it contains other advertising, it becomes an advertising block.

In the Netherlands a proposal to amend the Dutch Media Act for the implementation of the revised Directive, has very recently been approved by the Lower House of Parliament. The proposal has now been submitted to the Upper House of Parliament (Senate). The definition of teleshopping in the Dutch Media Act will be the same as the definition in the 1997 Directive. The Media Act will only give the definition of teleshopping. The Media Decree will include the rules for the duration and separation of teleshopping spots and windows. Two months ago the Ministry of Education, Culture and Science has submitted for comments to the Commissariaat voor de Media a draft proposal to amend the Media Decree. The Commissariaat has suggested to the Ministry to elaborate the nature/ content of teleshopping further in the explanation of the Media Decree. The Commissariaat takes the view that teleshopping spots and windows should exclusively or at least mainly contain direct offers to the public. This to avoid that the (commercial) purpose of the programme will not be clear to the viewers. In the Netherlands teleshopping is at present not allowed to public service broadcasters; this will be continued under the coming regulation.

In Hungary teleshopping is described as an direct offer advertisement which means an advertisement soliciting to purchase, sell or lease products or use services by means of directly contacting the commercial distributor or service provider. Hungarian media law does not have any restriction for the content of teleshopping: Advertisements may be placed into teleshopping spots.

In Sweden the definition of teleshopping in the Broadcasting Act reads as follows: Notwithstanding the provisions of the first and second paragraphs, programme services that are exclusively intended for programmes where the public is offered to order goods or services (sales programmes) may be transmitted on television. "Programme services" means a compiled range of programmes that are transmitted under a common designation.

Broadcasting legislation in Greece gives at this moment no definition of teleshopping. Teleshopping is treated the same way as regular advertising. The only specific rule for teleshopping is the obliged registration of the identity in order to have the right to project the advertisements on television. The Greek National Council for Radio and Television has taken the initial steps to regulate teleshopping. There will be rules in order to distinguish teleshopping and to set its limits. At this moment teleshopping programmes have a very mixed character: they contain window, spot elements, commercials and other advertisements.

The Greek Council emphasis that in Greece teleshopping is still in its infant state

In Turkey the Radio and Television Supreme Council stated in the Advertisement Broadcasts Regulation some specific clauses on direct sale advertisements. Article 9 of this Regulation gives a definition of direct sale advertisements: „Direct sale advertisements are the advertisements which give the message that the advertiser will make or provide the sale, purchase or rental of the products or the services it advertises on the address of the people who respond to the advertisement. In these advertisements it is obligatory to:

a)
to give message that the advertised product or service will be provided to the address of the person 
who respond to the advertisement.

b)
to describe the advertised product or service which will be provided and to announce its functions 
and its price.

c)
to inform the respondents to the advertisements that they have the right to turn back the product or 
the service the sales agent provides to their address.     

At present Malta, Norway and Switzerland don't have a definition of teleshopping in their national broadcasting legislation. According to the Swiss OFCOM a teleshopping programme may not contain non-commercial elements.

The separation of teleshopping: how to distinguish teleshopping from the other programmes?

In the United Kingdom television advertising must be readily recognisable as such and kept quite separate from other parts of the programme service.  Breaks containing advertising spots of any kind, including teleshopping spots, must be identified in vision and/or sound, e.g.: station identifications going in and out of breaks. Teleshopping windows must be identified by optical and acoustic means at both the beginning and end of the break. This reflects the different requirements for identification of teleshopping spots and windows defined by the Directive. The ITC finds the reason for this asymmetry in the Directive not clear. The ITC does not take the view that it is justified in dictating the precise means by which licensees secure separation. The most common device is a visual sting that identifies the broadcaster but other methods are acceptable provided they mark a clear transition between the programme and the advertising material. Other methods found acceptable in the past have included a sponsorship credit and a brief fade to black. This latter technique is particularly useful in cases where a quick transition is desirable in the interests of viewers, such as where there is a very brief break in the action of a long continuous sporting event and it is important to get back to the event without losing any play. Striking is that the ITC-rules oblige teleshopping windows to be separately identified in published programme listings.

In Italy teleshopping must be easily recognisable as such by optical or acoustic means. To this end, a 

specific announce must precede and end the teleshopping programme.

In Hungary the same regulation as for advertising applies to the separation of teleshopping. 

In Norway advertising, also in the form of teleshopping, is to be kept separate from the ordinary programme service by special optical and acoustic signals. As for the quality of the signals, they have to be suited for bringing the audience clearly attentive to the fact of advertisements being broadcast.

In Switzerland, complying with the general rule in the Directive and Convention, advertising and therefore also teleshopping shall be readily recognisable as such and kept quite separate from other programming by optical or acoustic means at the start and the end of the advertising/teleshopping. When advertising lasts longer than 60 seconds the Swiss legislation requires a permanent sign informing the people about the commercial character. Due to the fact that teleshopping programme normally will have a longer duration than one minute, a permanent designation like ‘publireportage’ is obliged.

In Slovenia the bill doesn’t go into details in the matter of separation. It will be probably left to advertising code.

In Germany the coming rules concerning the separation between teleshopping and other programmes will follow the wording of the Directive. German legislators have not yet entirely decided how to make teleshopping windows or spots readily recognisable. Nonetheless, it is to be expected that optical means will be used during the full length of the teleshopping windows or spots to make them recognisable as such, for example, by inserting the word "teleshopping".

In line with the revised Directive the legislation of the French Community of Belgium requires teleshopping to be readily recognisable as such and kept separate of the other programming. The distinction should take place by acoustic and visual means.

In line with the revised Directive the legislation of the Flemish Community requires teleshopping windows to be clearly identified as teleshopping windows by optical and acoustic means. Notable is that the Flemish Decree is stricter than the Directive in the field of teleshopping. In contradiction with the Directive the Flemish legislation prohibits teleshopping spots to be broadcast at all. Moreover teleshopping windows may not be broadcast immediately before or after a programme aimed at children.  

In Turkey some general rules for the identification of advertising apply also to teleshopping. Article 19 of Law No 3984 on the Establishment of Radio and Television Enterprises and their broadcasts states that: Advertisements shall be clearly and easily distinguishable as such and recognisable separate from the other items of the programme service by optical and acoustic means. Subliminal advertisements shall not be allowed. Advertisements shall not feature, visually or orally, persons regularly presenting news and current affairs programs.“  Article 17 of the Regulation of the Turkish Radio and Television Supreme Council states that: „ In the beginning and the end of the advertisements the script of <advertisements> shall be displayed on the screen together with the advertisement jingle; in the radio advertisements announcement will be made orally together with the jingle.  

The legislation in Sweden contains many detailed rules concerning the separation between 

teleshopping and other programming. In the Swedish Broadcasting Act is stated that in sales programmes

a special signature shall be displayed, continuously in pictorial form. A special designation approved by 

the Swedish Radio and Television Authority must be used by the program service providing the sales

programmes and it must be displayed at least once per broadcasting hour and at the beginning and end of 

the transmission. Teleshopping windows and spots are not permitted outside ordinary advertising breaks, 

i.e. advertising signatures, clearly distinguishing them from other broadcasts must surround them 

and they will be included in the maximum advertising time allowed. According to the Broadcasting Act a 

special signature shall be broadcast prior to and following each advertising break. This special signature 

shall clearly distinguish the advertising from other broadcasts. The Swedish Broadcasting Commission has interpreted this provision as not implying that the special signature must be the same before as after the break. Nor could it be held to mean that the programme company must use the same optic and acoustic signature in all transmissions. The provision does mean, however, that the signature must be "special" – with respect to the acoustics - and must not be identical with, or very much like, any other signature used by the broadcaster. An optical signature, on the other hand, may be a logotype or sign used by the broadcaster also in other contexts. The signature prior to the break should, however, contain something to show that advertising is going to be broadcast, for example the word "advertising" ("reklam" in Swedish).

In Slovakia teleshopping, as a form of advertising, should be kept separate of the other programming. The principle of separating programmes and advertising in all its forms is stated in the current Act as well as in the next Act. In practice teleshopping is kept quite separate from the other programmes by a visual identification like „teleshopping“, „teleshop“, „TV shop“ or the Slovak equivalent „Telenakup“ at the beginning and the end of the teleshopping transmission. During the spot or window a clear logo „TV Shop“ or „Teleshop“ is shown. The Council of the Slovak Republic for Radio and TV Broadcasting interpreters optical/visual as titles, written words, graphical and coloured images, logos, abbreviations of the notion teleshopping. The Council also regards the presence of the telephone number as a significant mark of teleshopping. Under acoustic means the Council understands spoken words, jingles or music parts. In practice a phrase like <You can only buy this on TV Shop> is often heart. According to the Slovak Council it would be helpful in future when teleshopping windows will be scheduled and as such presented in the programme guides. 

The Commissariaat thinks it would be wise, in addition to the mentioning at the beginning and end of a programme, to show permanently during a teleshopping window that teleshopping is being broadcast. Because of the long duration of teleshopping windows, people will often tune in to the programme after its start, without knowing the (commercial) status of the programme. Therefore in its comments on the draft proposal to amend the Media Decree, the Commissariaat has asked the Ministry to include in the Media Decree an obligation to show permanently a teleshopping signature during the teleshopping window. 

Teleshopping in practice: risen questions and uncertainties 

In the United Kingdom there are no current cases. However, on the broader issue of teleshopping ITC has always been puzzled by the apparently highly preferential treatment offered by the Directive to advertisers who choose, or are able, to conduct their business at a distance.  Such advertisers immediately have available to them an additional 5% of spot advertising time that is not available to other advertisers and may in addition encroach on the 15% of time available to non-teleshopping concerns (see Article 18.1).  In addition again, such advertisers have exclusive access to a massive three hours per day of advertising on any channel that chooses to avail itself of the opportunity.  It has never been clear to the ITC why one particular form of advertising should be so privileged or why such access to so much additional advertising time was not anti-competitive.  Although there is competition within the teleshopping industry for this additional time, advertisers whose businesses happen to be structured differently are debarred from this market. According to the ITC one solution might be to remove the distinction between teleshopping and other forms of advertising, including self-promotion in respect of self-promotional channels.  Advertising channels would then be permitted, and advertising windows up to whatever sensible proportion of total transmission time was thought appropriate.

In Slovenia the question of programme promos and similar programmes still remains open. To the

Broadcasting Council the exact borderline between advertising and TV shopping is still not clear: is it only the telephone number? Should for instance advertising for hotlines on television be regarded as TV shopping? These examples will be demonstrated on video. 

In Sweden there is no current case but the Swedish Broadcasting Commission came across a teleshop-problem when broadcasts on Kanal 5 were monitored last year. In accordance with its Instructions the Commission examined whether the broadcasts on Kanal 5 - which has a broadcasting licence in the UK – complied with, inter alia, Article 18 of the Directive. In conjunction with certain blocks of advertising there were teleshopping spots varying in length between 0.5 and 3.5 minutes. The aggregate broadcast time per day for these spots were approx. 8-12 minutes. Kanal 5 claimed that the spots were broadcast in accordance with a separate licence from ITC and should therefore not be included in Kanal 5's broadcasts. The Commission claimed that it would be impossible to implement the Directive if teleshopping spots of the kind in question was considered as constituting a separate programme service. In this context, the Commission referred to the then new Article 18a, which clearly states that "windows devoted to teleshopping broadcast by a channel not exclusively devoted to teleshopping shall be of a minimum uninterrupted duration of 15 minutes". The findings of the Commission were communicated with The ITC which entirely agreed with the Commission's view that the teleshopping spots in question could not be considered, "either for the purposes of the calculation of advertising time or for compliance with content regulation, to be the responsibility of some other licensee".

In Slovakia there is the tendency that commercial broadcasters in spots offer products like videotapes and CD’s to the public. Some spots can be seen as a kind of self-promotion, other products are a very far from being related to the programme or station. The Slovak Council has also noticed that some commercial radio stations offer products like software programmes and CD’s in programme items about computers or in music programmes. These products can only be ordered on the Web-site; the address of the relevant site is mentioned in the radio programme. Should the mentioning of the address of the Web-site be considered as a possibility of direct response and therefore the programme as teleshopping?

In the Netherlands the Commissariaat has noticed that teleshopping programmes become more and more regular programmes with only a few direct offers, which are all put in a separate item of the programme. Should these whole programmes be considered as teleshopping windows or as normal programmes which are interrupted by teleshopping spots. These programmes will be demonstrated on video.

NOTES

(1) Decision European Court of Justice

The Regional Administrative Court for Lazio (Italy) had made several requests to the Court of Justice, under Article 177 of the EC Treaty, for preliminary rulings interpreting the Directive, notably regarding sponsorship and "telepromotions".

Telepromotions are a common form of television advertising in Italy, based on the interruption of studio programmes (especially game shows) by slots devoted to the presentation of one or more products or services, where the programme presenters momentarily swap their role in the games in progress for one as "promoters" of the goods or services which are the object of the advertising presentation. 

According to the Decree these telepromotions were comparable with regular advertising. As a consequence of that the restrictions for advertising (15% a day) were also applicable to telepromotions. Rete Televisive Italiane (RTI) and some other Italian broadcasters didn’t agree with this view and asked the Administrative Court to abolish the Decree. The private broadcasters found teleshopping a form of advertising which is more time consuming and therefore should be compared with direct offers to the public which are allowed to make 20% of the daily transmission time

The questions put by the Lazio Regional Administrative Court with regard to telepromotion was as follows: 

Is Article 18 of the Directive, and particularly the concept of "forms of advertisements such as direct offers to the public" purely illustrative - thus potentially inclusive of telepromotions - or does it refer only to direct offers in the strict sense of the term?

The Court gave its judgement on 12 December 1996, deciding that: Articles 1(b) and 18 of the Directive must be interpreted in the sense that the expression "forms of advertisements such as direct offers to the public", used in Article 18, is used by way of example. Consequently, other forms of advertising which share with teleshopping ("direct offers") the characteristic of lasting longer than spot advertisements (such as "telepromotions"), may be considered for the purposes of extending from 15% to 20% the daily limit of time devoted to television advertising. The Court also pointed out that this increase was an option left to the Member States, which can choose not to avail themselves of it.

More interesting is probably that what the Court said about the nature of these direct offers. In lack of a definition in the 1989 Directive the Court investigated the specific marks of direct offers and why they should legitimate an increase of the advertising maximum. According to the Court these are transmissions presenting products, which the viewer can order directly by telephone, mail or electronic way and can be delivered to the viewer. The justification of an increase of the permitted transmission time lies in the longer duration of these programmes due to the way of presentation and demonstration of these products and services. The circumstance that these products and services can be ordered immediately is irrelevant. 

The Court referred in its judgement to the explanation of the European Convention on Transfrontier Television. This Convention of the Council of Europe has been prepared temporally with the 1989 Directive and the last Directive refers in its recitals to this Convention. According to the explanation of this Convention the possibility to increase the advertising maximum is justified by the need to take into account the development of new forms of advertising like teleshopping, which usually take more time.  

(2) Stage of implementation

In Sweden, Belgium (French as well as Flemish Community) the new teleshopping rules of the revised Directive have already been transposed in national legislation.

Malta has not yet incorporated the 1997 Directive in the Maltese Broadcasting Act. 

In Germany, Greece, Italy, Hungary, Slovakia and the Netherlands national broadcasting legislation, which will transpose the new teleshopping rules of the 1997 Directive, is underway.

In Norway teleshopping is regarded as advertising. Advertising is regulated in the Regulations relating to Broadcasting, comprising chapters of regulation on the issues of advertising and sponsorship, which is chiefly in correspondence with the EU Directive.

In the United Kingdom the transposition of the new rules regarding teleshopping did not require any amendment to legislation. Under UK law this kind of thing is dealt with by administrative means, specifically through the Codes and rules of the statutory regulator, the ITC. The ITC amended its rules to allow for the new teleshopping regime in July 1998, immediately after the revised text was published in the Official Journal. The relevant rules are set out in Section 8 of the ITC Rules on the Amount and Scheduling of Advertising, (RASA), Autumn 1998 edition.

The broadcasting legislation of Turkey and Switzerland is at present in line with the (old) article 12 (about the duration of advertising) of the European Convention on Transfrontier Television. The daily amount of advertising may be increased to 20% if it includes forms of advertisements such as direct offers to the public for the sale, purchase or rental of products or for the provision of services, provided the amount of advertising does not exceed 15%. In a given one-hour period the amount of advertising shall not exceed 20%. Forms of advertisements such as direct offers to the public for the sale, purchase or rental of products or for the provision of services shall not exceed one hour per day.
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