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IMC 2013/03
Pursuant to Article 3.2.6 of the Law on the Independent Media Commission (IMC), no. 04/L-44, IMC issues:
REGULATION ON 
AUDIO-VISUAL COMMERCIAL COMMUNICATIONS
ARTICLE 1
OBJECTIVES
Commercial communications shall be in compliance with the law, correct and true in order that the public have complete confidence in them, so as not to influence the editorial policy of media service provider.

Objective of this Regulation is to provide guidelines for audio-visual media services regarding standards they must meet and follow during broadcast of commercial audio-visual communication.

ARTICLE 2
GENERAL PRINCIPLES OF THE AUDIO-VISUAL COMMERCIAL COMMUNICATIONS
1. This Regulation sets out the basic principles for broadcasting of audio-visual commercial communications by the audio-visual media service providers.
2. Political audio-visual commercial communication is allowed only during electoral campaigns, in accordance with relevant applicable laws and regulations.

3. This regulation regulates content, ethics issues and duration of audio-visual commercial communications during broadcasting.

ARTICLE 3
DEFINITIONS 
Audio-visual media service means a service which is under the editorial responsibility of a program service provider (natural or legal person) and the principal purpose of which is the provision of programmes in order to inform, entertain or educate, to the general public by electronic communications networks. Such provider of audio-visual media service is either a television broadcaster or an video on-demand;
On-demand audio-visual media service means a non-linear audio-visual media service provided by a media service provider for the viewing of programmes at the moment chosen by the user and at his individual request on the basis of a catalogue of programmes selected by the audio-visual media service provider;
Audio-visual programme means a set of moving images with or without sound constituting an individual item within a programme schedule established by an audio-visual media service provider and whose form and content is comparable to the form and content of television broadcasting;

Television broadcasting means a linear audio-visual media service provided by media service provider for the simultaneous viewing of programmes on the basis of a programme schedule;
Radio media service means a service which is under the editorial responsibility of a radio media service provider and the principal purpose of which is the provision of programmes in order to inform, entertain or educate, to the general public by electronic communications networks. Radio media service is either a radio broadcast or an on-demand radio media service, and/or commercial communication in radio media services;
On-demand radio media service means a non-linear radio media service provided by a radio media service provider for the listening of programmes at the moment chosen by the user at his individual request on the basis of a catalogue of programmes selected by the radio media service provider;

Radio broadcasting means a linear radio media service provided for the listening of programmes on the basis of a programme schedule;
Editorial responsibility means the exercise of effective control over the selection,  and presentation of audiovisual or radio content either in a chronological programme schedule, in the case of television or radio broadcasts, or in a catalogue, in the case of on-demand audio-visual media services;
Media service provider means the natural or legal person who has editorial responsibility for the choice of the audiovisual or radio content and determines the manner in which it is organised and presented; 

Television broadcaster means a media service provider of television broadcasts;

Radio broadcaster means a media service provider of radio broadcasts;
Commercial communications means audio-visual commercial communications and commercial communications in radio media services;
Audio-visual commercial communication means images with or without sound which are designed to promote, directly or indirectly, the goods, services or image of a natural or legal entity pursuing an economic activity. Such images accompany or are included in a programme in return for payment or for similar consideration or for self-promotional purposes. Forms of audio-visual commercial communications include, inter alia, television advertising, sponsorship, teleshopping and product placement;
Commercial communication in radio media services means audio or voice information which are designed to promote, directly or indirectly, the goods, services or image of a natural or legal entity pursuing an economic activity. Such information accompanies or is included in a programme in return for payment or for similar consideration or for self-promotional purposes. Forms of commercial communications in radio media services include, inter alia, radio advertising, sponsorship, and teleshopping.;
Advertising means any form of public announcement broadcast in return for payment or for similar consideration or for self-promotional purposes, which is designed to promote sale, purchase or leasing of a product or service, push forward an idea or issue, or to cause some other effects desired by advertiser or by broadcaster itself;

Advertiser means the public or private undertaking or natural person who orders the broadcast of an announcement with a view to promote their products, services, immovable property, rights and obligations and improve their legal transaction, i.e. promote their name, personality, ideas and activities and thereby attract business partners, gain reputation or good name;    

Surreptitious audio-visual commercial communication means the representation in words, sounds or pictures of goods, services, the name, the trade mark or the activities of a producer of goods or a provider of services in programmes when such representation is intended by the media service provider to serve as advertising and might mislead the public as to its nature, regardless of whether or not it is done in return for payment or for similar consideration. Such representation shall, in particular, be considered as intentional if it is done in return for payment or for similar consideration;

Misleading commercial communication means any commercial communication which in any way, including its presentation, deceives or is likely to deceive the person to whom it is addressed or whom it reaches and which, by reason of its deceptive nature, is likely to affect their economic behaviour or which, for those reasons, injures or is likely to injure a competitor;

Subliminal audio-visual commercial communication – means audio-visual commercial communication which includes any service or product through photography with very short duration, using the possibility of conveying a message, and influencing the audience without their being they aware of what message carries audio-visual commercial communication.
Comparative commercial communication means any commercial communication which explicitly or by implication identifies a competitor or goods or services offered by a competitor;

Virtual advertising means the advertising technique whereby an existing advertising message in the broadcast programme (placed on advertising boards etc.) is replaced or a new advertisement is inserted in places where it does not materially exist, in such a manner that the virtual advertising appears as part of the original transmission of the programme in question;

Split screen advertising means simultaneous or parallel transmission of editorial and advertising content;
Telepromotion / radio promotion means a form of advertising during the transmission of a programme based on the interruption of the editorial content, whereby the programme presenter temporarily assumes the role of a promoter of the goods or services presented;  

Sponsorship means any contribution made by a public or private undertaking or natural person not engaged in providing audio-visual or radio media services or in the production of audio or audiovisual works, to the financing of audiovisual or radio media services or programmes with a view to promoting its name, its trade mark,  image,  activities or  products;

Sponsor means any public or private undertaking or natural person from the above paragraph;

Sponsored programme means any programme whose production and/or broadcasting costs are, whether partly or wholly, covered by a sponsor with a view to promoting their own or somebody else’s name, trade mark, image, activities, products or other direct or indirect commercial interests; 

Teleshopping means direct offers broadcast to the public with a view to the supply of goods or services, including immovable property, rights and obligations, in return for payment;
Product placement means any form of audiovisual commercial communication or commercial communication in radio media services consisting of the inclusion of or reference to a product, a service or the trade mark thereof so that it is featured within a programme, in return for payment or for similar consideration;

Commercial communication aimed at minors means a communication recommending a product or service which by its nature, form, quality or other considerations, aims to be used exclusively or principally by minors regardless of whether they can use it on their own or with the assistance of others; 

Child/Children – this term refers to any person younger than 14 years of age.
Minors means any person between 14 and 18 years.
Current affairs programmes means programmes that seek to explain and analyse current events, topics and issues, including programmes dealing with political or economic controversies, as well as current public affairs or public policy issues;

Religious programme means a programme entirely or principally dealing with matters of religion;
Public radio and television broadcasters means radio and television broadcasters within the meaning of the Law on Radio Television of Kosovo;

Public Service Broadcasters means the Public Broadcasting Service of the Republic of Kosovo;

Immediately, for the purposes of this Code, means a period of 15 minutes (before and after);

Decency means standards in behaviour and speech which are considered acceptable in the context of an average viewer or listener;
Medicines and medical devices mean those medicines and medical devices that are appropriately registered with the responsible State Agency. 

Paranormal phenomena means phenomena outside the range of normal experiences that can be scientifically verified; 
Parapsychology means a pseudoscience which deals with scientifically inexplicable phenomena such as telepathy, clairvoyance, and psycho kinesis and covers an area beyond medical or psychological reality which cannot be scientifically verified;
Occultism – means the study of the supernatural and belief in occult powers and the possibility of bringing them under human control.
Exorcism – is the practice of evicting demons or other evil spiritual entities from a person or place which they are believed to have possessed.
Alternative medicine means those complementary and alternative diagnostic, healing and rehabilitation methods and practices that are appropriately regulated under relevant laws and regulations on health protection;
Quackery means the practice of healing or offering any other kind of medical treatment without possessing the necessary professional qualifications.

ARTICLE 4 
ANNOUNCEMENTS THAT ARE NOT COMMERCIAL COMMUNICATION
1. Informational announcements about upcoming programs including the date and time of broadcasting of program in question and including brief appearances fragments or a brief description of the program contents, since such announcements do not contain advertising advertisement.

2. Public service announcements that are not paid, including warnings about safety and public health.

ARTICLE 5 
GENERAL RULES OF CONDUCT IN AUDIO-VISUAL COMMERCIAL COMMUNICATIONS
1. All commercial communications shall be broadcast with responsibility both to the individual and to society and shall not prejudice the interests of either. All commercial communications shall be legal, honest, and truthful. 

2. All commercial communications shall comply with this Regulation, IMC Law as well as in compliance with secondary legislation applicable in this scope. 
3. Commercial communications shall not contain any element of spoken or visual presentation which misleads, either directly or by implication, by act or omission, with regard to the merits of the product or service being promoted. 

4. Commercial communications shall not omit relevant information in a manner that, in the result, is misleading or is likely to mislead. This means that all pertinent details of an offer shall be stated in a clear and understandable manner. 
5. Commercial communications shall be truthful, and avoid distorting facts which mislead the public by false statements and claims regarding:

5.1 The characteristics of the goods, its utility, materials, ingredients, origin;
5.2 The price of the goods, its value and suitability or terms of purchase;
5.3 The services accompanying purchase, including delivery, exchange, return, repair and upkeep;  

5.4 Personal recommendations of the article or service;
5.5 The quality or the value of competing goods or trustworthiness of statement made by others.
ARTICLE 6
BROADCAST OF COMMERCIAL COMMUNICATION 
1. Audio-visual media service providers shall ensure that audio-visual commercial communications provided by them comply with the following requirements: 
  1.1 Audiovisual commercial communications shall be readily recognisable as such.

1.2 Surreptitious audiovisual commercial communications shall be prohibited.

1.3 Audiovisual commercial communications shall not use subliminal techniques.

1.4 Audiovisual commercial communications shall not:

· prejudice respect for human dignity,

· demean or intimidate anyone or incite to violence or discrimination against a person or a group based on sex, race, ethnicity, nationality, religion or belief, disability, special needs, age, sexual orientation, social background or any other circumstance which has the purpose or effect to nullify or to impair the recognition, enjoyment or exercise, on an equal footing, of any person’s rights and freedoms in all fields of public life;
· be offensive or transgress general standards of decency;
· encourage behaviour prejudicial to health or safety,
· encourage behaviour grossly prejudicial to the protection of the environment.
2. Commercial communications that include gratuitous violence or the threat of violence shall be prohibited.
3. Advertisement which describes women and men in an abusive or humiliating manner related to gender and sexual orientation is prohibited. 

4. Neither television advertising and teleshopping nor advertising and teleshopping in radio programmes shall feature, visually or orally, persons regularly presenting audiovisual news and current affairs programmes.

5. Commercial communications shall respect the principles of fair competition generally accepted in business and shall not prejudice the interests of consumers. Media service providers shall not discriminate against or in favour of any particular advertiser and/or sponsor.

6. Audiovisual commercial communications promoting products or services that can be obtained by dialling certain telephone numbers must contain a clearly visible indication of call charges, including VAT etc. The size of the indicated call rate may not be smaller than 2/3 of the size of the telephone number appearing on the screen. 

7. Commercial communications that directly or indirectly refer to pornography (hot-lines, advertising and teleshopping for pornographic magazines and films), as well as those of an erotic nature, may be shown only between 24:00 and 6:00. This does not apply to on-demand audiovisual media services and on-demand radio media services. 

8. Commercial communications that in any way promote paranormal phenomena and parapsychology or any other related service may be shown only between 24:00 and 6:00. This does not apply to on-demand audiovisual media services and on-demand radio media services.
ARTICLE 7
COMMERCIAL COMMUNICATIONS FOR PARTICULAR PRODUCTS AND SERVICES
1. All forms of commercial communications for cigarettes and other tobacco products, weapons and ammunition, pyrotechnic devices and drugs shall be prohibited.

2. All forms of commercial communications for alcohol and alcoholic beverages shall be prohibited, unless the Food Act, and the subordinate legislation passed by virtue thereof, provide otherwise. 

3. Commercial communications for alcohol and alcoholic beverages referred to in paragraph 2 of this Article shall comply with the following criteria:

3.1 it may not be aimed specifically at minors or, in particular, depict minors consuming these beverages,

3.2 it shall not link the consumption of alcohol to enhanced physical performance or to driving,

3.3  it shall not create the impression that the consumption of alcohol contributes towards social or sexual success,

4. it shall not claim that alcohol has therapeutic qualities or that it is a stimulant, a sedative or a means of resolving personal conflicts,

5. it shall not encourage immoderate consumption of alcohol or present abstinence or moderation in a negative light,

6. it shall not place emphasis on high alcoholic content as being a positive quality of the beverages.
7. Advertising for medicines and medicinal products shall comply with the conditions stipulated in the Medicines Act and the Medicinal Products Act, and the subordinate legislation passed by virtue thereof and the provisions of this Act.

8. Audiovisual commercial communication for medicines, medical devices and medical treatments available only on prescription shall be prohibited.
9. Commercial communications for all other medicines, medical devices, medical treatments and dietary supplements shall be readily recognizable as such, honest, truthful and subject to verification, and shall comply with the requirement of protection of individuals from harm.

10. Commercial communications for medical institutions and private practices, including those providing alternative medicine services, may contain only the name and address of a medical institution or private practice, the activities listed in the relevant proof of registration for performing medical practice, and operating hours. 

11. Teleshopping for medicines, medical devices and medical treatments shall be prohibited.

ARTICLE 8
COMMERCIAL COMMUNICATIONS, CHILDREN AND MINORS
1 Commercial communications shall not encourage behaviour that might impair health, mental and moral development of children and minors. 

2 Commercial communications aimed at or featuring children and minors shall avoid anything likely to harm their interests and shall have regard to their special susceptibilities.
3. Commercial communications aimed at minors shall not:

1. contain false information about the product or service, particularly in relation to its actual size, value, nature, durability, speed, colour and other qualities;

2. in addition to information on the price, contain value judgements such as "only", "for a mere“, "trifle", "bargain" etc;

3. recommend products or services that are not suitable for them; 

4. recommend medicines, medical treatments, aids and devices, including medical institutions, weight loss treatments, sources of ignition, flammable substances and other dangerous devices, convey religious messages, or include erotic content;

5. contain scenes of violence, including violence between cartoon characters, puppets etc.;

6. suggest that certain products or services will bring them enhanced physical, intellectual or other social skills;

7. directly encourage minors to buy or hire a product or service by exploiting their inexperience or credulity,

8. directly encourage minors to persuade their parents or others to purchase the goods or services being advertised,

9. exploit the special trust minors place in parents, teachers or other persons, 
10. uphold social discrimination based on physical appearance or other aesthetic categories, or imply success based on weight loss.
11. unreasonably show minors in dangerous situations such as: climbing onto unsecured objects, entering unfamiliar spaces, having conversation with unknown people, using matches, lighters, petrol, medicines, electrical household appliances etc., unless such an audiovisual commercial communication indicates a hazard to a minor’s health and security. 
12. Media service providers may develop codes of conduct regarding inappropriate audiovisual commercial communication, included in or accompanying children's programmes, of foods and beverages containing nutrients and substances with a nutritional or physiological effect, in particular those such as fat, trans-fatty acids, salt/sodium and sugars, excessive intakes of which in the overall diet are not recommended.
ARTICLE 9
SCHEDULING OF TELEVISION ADVERTISING AND TELESHOPPING
1. Television advertising and teleshopping shall be readily recognisable and distinguishable from editorial content. Without prejudice to the use of new advertising techniques, television advertising and teleshopping shall be kept quite distinct from other parts of the programme by optical and/or acoustic and/or spatial means.
2. Television advertising and teleshopping shall be broadcast in blocks, except in instances defined by this Code. Television advertising or teleshopping may be inserted between or during programmes in such a way that the integrity of the programmes, taking into account natural breaks in the programme as well as the duration and the nature of the programme, and the rights of the right holders are not prejudiced.
3. Isolated advertising and teleshopping spots shall remain the exception. This limitation shall not apply to isolated advertising and teleshopping spots during the transmission of sports and other live events. 
4. The transmission of films made for television (excluding series, serials and documentary programmes) and cinematographic works may be interrupted by television advertising and/or teleshopping once for each scheduled period of 30 minutes.
5. News and children’s programmes shall not be interrupted by television advertising and/or teleshopping if their scheduled duration is 30 minutes or less. If the scheduled duration of such programmes is greater than 30 minutes, the provisions of the previous paragraph shall apply. No television advertising or teleshopping shall be inserted during religious services.

6. Alcoholic drinks, beer, medicines, medical treatments, aids and devices, including food supplements, medical institutions, weight loss treatments, sources of ignition, flammable substances and other dangerous goods, as well as religious messages, shall not be advertised immediately before, during or after children’s programmes. 

ARTICLE 10 
DURATION OF TELEVISION ADVERTISING AND TELESHOPPING
1. Duration of television advertising and teleshopping (including split-screen advertising and telepromotion) for commercial television broadcasters shall not exceed twelve (12) minutes per hour, with the exception of teleshopping windows. Duration of television advertising and teleshopping (including split-screen advertising and telepromotion) for public television broadcasters shall not exceed four (4) minutes per hour, with the exception of teleshopping windows. 
2. 
Paragraph (1) shall not apply to:

2.1 announcements made by the media service provider in connection with its own programmes and ancillary products directly derived from those programmes, sponsorship announcements and product placements;

2.2 public service announcements and charity appeals broadcast free of charge. 

2.3Teleshopping windows shall be clearly identified as such by optical and acoustic means at the beginning and the end of the window and shall be of a minimum uninterrupted duration of 15 minutes. The maximum number of windows per day shall be 6. Their overall duration shall not exceed 90 minutes within 24 hours.  

ARTICLE 11
SPLIT SCREEN ADVERTISING, TELEPROMOTION AND VIRTUAL ADVERTISING
1. Split screen advertising shall not be excessive in a way that would disable the viewers to continue to watch the editorial content and shall not be used in children’s, religious, news and current affairs programmes. Provisions of this Regulation in relation to scheduling and duration of television advertising and teleshopping shall apply to split screen advertising.
2. Telepromotion shall not be featured in children’s, religious, news and current affairs programmes. Provisions of this Regulation in relation to scheduling and duration of television advertising and teleshopping shall apply to telepromotion.
3. Virtual advertising shall be permitted only during the transmission of sports events, provided that the event organiser has given its prior consent and that the viewers are informed of the presence of virtual advertising. Virtual advertising may be inserted only on surfaces at the venue which are customarily used for advertising, however it shall not be more conspicuous than those that are displayed at the venue, it shall not appear on persons, their clothes or equipment, and it shall not prejudice the integrity of the programme or the interests of the rights holders.

ARTICLE 12
SPONSORSHIP
1. Audiovisual media services and programmes that are sponsored shall meet the

following requirements:

1.1 their content and, in the case of television broadcasting, their scheduling shall in no circumstances be influenced in such a way as to affect the responsibility and editorial independence of the media service provider,

1.2 they shall not directly encourage the purchase or rental of goods or services, in particular by making special promotional references to those goods or services,

1.3 viewers shall be clearly informed of the existence of a sponsorship agreement,

1.4 sponsored programmes shall be clearly identified as such by the name, logo and/or any other symbol of the sponsor such as, for example, a reference to its product(s) or service(s) or a distinctive sign thereof in appropriate way for programmes at the beginning, during and/or the end of the programmes media service provider shall retain full editorial control over the sponsored programme. 
ARTICLE 13
PROHIBITED SPONSORSHIP
1. Audiovisual media services or programmes shall not be sponsored by legal or natural persons whose principal activity is the manufacture or sale of cigarettes and other tobacco products.

2. The sponsorship of audiovisual media services or programmes by legal or natural persons whose activities include the manufacture or sale of medicinal products and medical treatments may promote the name or the image of the legal or natural persons, but shall not promote specific medicinal products or medical treatments available only on prescription.
3. News and current affairs programmes shall not be sponsored.

4. The showing of a sponsorship logo during children's programmes and religious programmes shall be prohibited.

ARTICLE 14
PRODUCT PLACEMENT
1. Product placement shall be prohibited.

2 By way of derogation from paragraph 6 of this Article, product placement shall be admissible:

2.1 in cinematographic works, films and series made for audiovisual media services,

2.2 sports programmes and light entertainment programmes, with the exception of children's programmes, or

2.3 where there is no payment to the media services provider, but certain goods or services are provided free of charge, such as production props and prizes, with a view to their inclusion in an audiovisual programme.

3. It is assumed that the product and services placement in the sense of paragraph

2 of this Article exists if the goods or services involved in the

Audio-visual programme are of significant value. The Independent Media Commission shall determine by an ordinance the manner of determining the significant value of the goods and services placed taking into account that the significant value is assessed in relation to the budget of the production or the costs paid for the product placement of the product or service in this programme.

4.  Audio-visual programmes that contain product placement shall meet all of the following requirements:

4.1 their content and, in the case of television broadcasting, their scheduling shall in no circumstances be influenced in such a way as to affect the responsibility and editorial independence of the media service provider,

4.2 they shall not directly encourage the purchase or rental of goods or services, in particular by making special promotional references to those goods or services,

4.3 they shall not give undue prominence to the product in question,

4.4 viewers shall be clearly informed of the existence of product placement, they shall be appropriately identified at the start and the end of the audiovisual programme and when a audiovisual programme resumes after an advertising break, in order to avoid any confusion on the part of the viewer.

5.  By way of exception, the provisions of the paragraph 4 subparagraphs 4 of this Article are not applicable when the audiovisual programme containing product placement has neither been produced nor commissioned by the media service provider itself or a company affiliated to the media service provider.

6.  In any event audiovisual programmes shall not contain product placement of tobacco products or cigarettes or product placement of natural and legal persons whose principal activity is the manufacture or sale of cigarettes and other tobacco products.
ARTICLE 15
EROTIC AND PORNOGRAPHIC CONTENTS 
Audio-Visual Commercial Communications shall not feature products or services with pornographic contents.

ARTICLE 16
PRICES AND COMPARISONS
1. Comparative commercial communications shall be permitted for the sake of healthy competition and with the aim of informing the public, provided that they observe the principles of fair competition, that they compare goods or services that meet the same needs or are intended for the same purpose, and that such comparison does not mislead the public.   

2. Commercial communications shall not discredit and/or denigrate the competitor, its product or service, trademark or other distinguishing marks, nor shall they present competitor’s products or services as imitations or replicas.  

3. Actual and comparative prices must be accurate at the time of broadcast and must not mislead the opinion. Claims of “lowest prices”, “unbeatable prices” or “you can’t buy cheaper”, or similar, must be supported by evidence from retailers that these prices are really such as advertised. 

ARTICLE 17
AUDIOVISUAL COMMERCIAL COMMUNICATIONS WITH RELIGIOUS CONTENT
1. Any media service provider who does not wish to carry religious audio-visual commercial communications advertising of any kind is entitled not to do so. 
2. Media service providers must not unfairly discriminate against or in favour of any particular advertiser or religious organization.

3. All audio-visual commercial communications must clearly identify the advertiser or the religious organization/community on whose behalf the audio-visual commercial communications are being broadcast.

ARTICLE 18
SUPERSTITION AND FEARS
Audio-visual Commercial Communications must not exploit superstitions or use fears to their interests.
ARTICLE 19
PARANORMAL ABILITIES AND SIMILAR ACTIVITIES
Audio-visual commercial communication which in any way promotes paranormal abilities, such as parapsychology, exorcism, occultism or similar activities and all services which is thought to be offered by them are prohibited.   
ARTICLE 20 
SCHEDULING OF AUDIO-VISUAL COMMERCIAL COMMUNICATIONS
1. Television audio-visual commercial communications shall be readily recognizable and distinguishable from editorial content of media service provider. Without prejudice to the use of new audio-visual commercial communication techniques, audio-visual commercial communication in television and teleshopping shall be kept quite distinct from other parts of the program service by optical, acoustic or spatial means.

2. All commercial communications must respect the principles of fair competition.
3. Indecent, vulgar, suggestive, repulsive or offensive themes or treatment shall be avoided in all audio-visual commercial communications.

4. Isolated advertising and teleshopping spots, other than in transmissions of sports events, shall remain the exception.
5. The broadcasting of films/movies made for television (excluding series, serials and documentaries), cinematographic works and news programmes may be interrupted by audio-visual commercial communications or teleshopping once after at least every 30 minutes, if the duration of the program is longer than 30 minutes. 
6. No advertising or teleshopping shall be inserted during the transmission of religious services.
7. Children’s programmes, when their duration is less than 30 minutes, shall not be interrupted by advertising spots and/or by teleshopping spots. The broadcasting of children’s programmes may be interrupted by audio-visual commercial communications or teleshopping once after at least 30 minutes, if the duration of the program is longer than 30 minutes. 
ARTICLE 21 
RULES ON TELESHOPPING
1. All rules that apply to commercial audio-visual communication described in the above articles are accordingly apply also to teleshopping.
2. Teleshopping must be clearly distinguished from editorial content by optical, acoustic and spatial means. 
3. On public and private audio-visual service channels, the time used for teleshopping shall not be counted as part of the time allowed for audio-visual commercial communications spots. 
4. On public and private audio-visual service, time used for teleshopping shall not exceed 90 minutes of the daily broadcasting time.
ARTICLE 22
SPONSORSHIP
1. Political parties and coalitions shall not be sponsors of the audiovisual programme except during the time of electoral promotion in compliance with a special act.
2. Advertisement of political parties, coalitions and independent members of the representing bodies will be prohibited, except during the time of electoral promotion in compliance with a special act.

ARTICLE 23
RULES PERTAINING TO SPECIFIC AUDIO-VISUAL COMMERCIAL COMMUNICATION TECHNIQUES 
1. All general principles and regulations applying and related to any audio-visual commercial communications shall apply also to split-screen audio-visual commercial communications. 

2. Split-screen audio-visual commercial communication is permitted during natural breaks and during end credits. Split-screen audio-visual commercial communication may also be inserted during long-form sports programs which do not have a natural break.
3. Split-screen audio-visual commercial communication shall not exceed 50% of screen space and only one split-screen audio-visual commercial communication shall appear at any given time. 

4. Split-screen audio-visual commercial communication is not permitted in news or current affairs programs, feature films/movies or broadcasts of religious services. 

RADIO MEDIA SERVICES

ARTICLE 24
APPLICATION
All provisions of this Regulation shall apply to radio media services, with the exception of Part Three – Television Advertising, Teleshopping and Product Placement. 

ARTICLE 25
SCHEDULING OF ADVERTISING AND TELESHOPPING IN RADIO PROGRAMMES
1. Advertising and teleshopping in radio programmes shall be readily recognisable and distinguishable from editorial content. Advertising and teleshopping in radio programmes shall be kept quite distinct from other parts of the programme by acoustic means.
2. Advertising and teleshopping in radio programmes shall be transmitted in blocks, except in instances defined by this Regulation. Advertising and teleshopping in radio programmes may be inserted between or during programmes in such a way that the integrity of the programmes, taking into account natural breaks in the programme as well as the duration and the nature of the programme, and the rights of the right holders are not prejudiced.
3. No advertising and teleshopping shall be inserted during news programmes.  
4. Advertising and teleshopping for alcoholic drinks, beers, medicines, medical treatments, aids and devices, including food supplements, medical institutions, weight loss treatments, sources of ignition, flammable substances and other dangerous devices, as well as religious messages, shall not be broadcast immediately before, during or after children’s programmes.
ARTICLE 26
SANCTIONS
Non compliance with this Regulation shall result with the application of sanctions as foreseen in the Law on Independent Media Commission. 

ARTICLE 27
TRANSITIONAL PROVISIONS
This Regulation supersedes Regulation KKPM 2009/04.

ARTICLE 28
ENTRY INTO FORCE
This regulation shall enter into force within three months after its endorsement. 
__________________

Shefki Ukaj






Date: 28 May 2013
Chairperson of the IMC  
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