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Introduction 

Virtual advertising can be defined as the use of electronic (imaging) systems which alter the

broadcasting signal by substituting, or adding, venue advertising in the television picture. It is

being used increasingly in the transmission of sports events on television (for example,

to allow advertisers and event sponsors to target particular geographical markets with different brand names or messages within the same programme) but it may also be used in the transmission of other events.

For the moment  the European Commission’s action plan 'Principles for Regulation of the Audiovisual Sector in the Digital Age',  and the Television Without Frontiers Directive touch upon virtual advertising and the new interactive advertising techniques.

 Virtual advertising is today being tested in different formats, both in Europe and on other continents. A balanced development of this technique could be seen as offering a number of advantages. For example,

· geographically targeted communication from global events giving increased segmentation possibilities for event sponsors; 

· increased sponsorship income from events, resulting in, for instance, lower entry ticket costs for live spectators; 

· opportunities for national or regional brands to benefit from high interest, large global events, e.g. an opportunity for small and medium size corporations; 

· avoidance of adverse consumer reactions by exposure to brands not known/available, or messages in foreign languages or alphabets. 

EACA supports a position which: 

· takes into account the interests of all the parties concerned, notably sports organisers and broadcasters; 

· protects the editorial independence of the broadcasters; 

· protects viewers against intrusive advertising and guarantees the quality of the images which are presented to them. 

Definitions 

Virtual Advertising 

'Virtual advertising' is a term used for the electronic substitution of, or addition to, venue advertising in the television picture.

Broadcaster, Host Broadcaster 

The company or organization covering a given event and which transmits the original signal to the relaying broadcasters. 

Relaying Broadcaster 

Any television channel which relays images of a given event using the original signal.

Organisers 

Any company, club, or federation that organizes an event, whether sporting or cultural. 

Sponsor 

Any company which, in exchange for its financial contribution, receives exposure of its trademarks at the sponsored event. Television sponsorship is an agreement between a company and a relaying broadcaster. 

Basic Considerations 

At present no specific 'rules' deal with virtual advertising. 

The Code below is intended as a temporary measure, while the technique is being tested. 

The Code will need to be revised after more experience has been gained, and it should not be seen as a permanent blanket approval for the introduction of 'virtual advertising'.

· For on-site advertising, the rule of 'country-of-origin' shall prevail. No alternation or substitution by virtual advertising techniques may be made without the prior consent of the organizers, sponsors and the host and relaying broadcasters concerned. 

· The new technique shall not be used to increase the total amount of advertising messages in the original signal or outside surfaces used for advertising on the site. 

· Consumers/viewers need to be made aware that components of a given broadcast may have been modified for certain markets. 

· Virtual advertising shall take account of the national legislation and self-regulation codes for advertising. 

Principles Of The Code 

1. Each channel is alone responsible for the content of the signal it produces and/or transmits, and must retain ultimate control over it. 

2. No 'virtual advertising' can be inserted into the signal by the organizers without the prior agreement of the host broadcaster and relaying broadcasters concerned.. No 'virtual advertising' can be inserted into the signal by the broadcaster without the prior agreement of the organizer, and No 'virtual advertising' should break any existing contract with event sponsors. Contractual agreements must ensure that both the financial interests of the organizers regarding on-site advertising and those of the broadcasters regarding television sponsorship are protected.

3. The use of 'virtual advertising' must not change the quality of the programme, or transform or impair the perception of the venue where the event is taking place, for example by being inserted on surfaces at the venue which are not used for commercial advertising at the location. 

4. No 'virtual advertising' may appear on persons or on their equipment. 

5. No 'virtual advertising' may be specifically intended for insertion into television news bulletins. 

6. Each channel shall ensure that it is informed, and subsequently informs its viewers in an appropriate manner of the use of 'virtual advertising'. 

7. No 'virtual advertising' may be inserted between the cameras and the action.

8. 'Virtual advertising' must not be used for products or services for which television advertising is prohibited under the national implementation of European regulations or the law of the country in which the relaying channel is licensed. 9. 'Virtual advertising' shall not be accorded greater visibility (e.g. by use of colours or special effects) than advertising seen at the venue.

Note:  These principles reflect the position of EACA and do not have legal power.
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