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2018 objectives of the WG

▪ To know more about new advertising techniques 
and the future of commercial communications

▪ To see how stakeholders cope with (and react to) 
the changes brought by new technologies and 
changing consumption patterns

▪ To hear about their expectations from regulators

▪ (in Bratislava) To address the role of regulators and 
self-regulators, especially regarding the new 
AVMSD
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Market context

▪ In other sectors, market players have the 

opportunity (or the obligation) to continuously (or 

rapidly) make their business model shift from ad 

revenues towards sub revenues.

▪ This is not (or less) true for AVMS providers: 
commercial communications remain the main 

source of funding for most of the players that EPRA  

members regulate

▪ Yet, these funds are collected in a highly 

competitive environment in which the main 

driver is not television anymore.
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On the other hand…
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Social context

▪ AVMS providers are under pressure in terms of 

business models :

▪ Difficulty to shift business model

▪ Highly competitive environment

▪ And at the same time they are also “under 

pressure”  in terms of consumer 

expectations:

▪ High level of expectations from the consumers

▪ Low level of advertising literacy (users believe 

they are literate but…)

▪ Growing concerns in terms of brand safety???
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General context

▪ All this context puts AVMS providers in an 

uncomfortable regulatory position: 

▪ They cannot avoid falling under the 

material/territorial scope dealt with by a media 

regulatory authority

▪ They have to compete against less regulated (or 

unregulated) players

▪ They know that regulators will continue to take 

viewers’ expectations into account (and even 

sometimes make soft regulatory incursions in 

territories which do not necessarily fall under the 

material scope of media regulation)



General context

▪ All this context puts AVMS providers in an 

uncomfortable regulatory position: 

▪ They have to cope with an incredibly complex and 

fragmented regulatory framework:

▪ AVMS D

▪ E-Commerce D

▪ Unfair Commercial Practices D

▪ Misleading and Comparative Advertising D

▪ Tobacco Advertising D

▪ Medicinal Products D

▪ Data protection D and GDPR



Debate

▪ Conor Murray, Director of Regulatory

and Public Affairs 

▪ Heiko Zysk, Vice President Governmental 

Relations and Head of European Affairs 

▪ Bruno Martins, lawyer - Union 

luxembourgeoise des consommateurs


