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Member State: Germany 

Baden- Württemberg 

 

Thirteenth Inter-State Treaty for the amendment of the Inter-State 

Treaties on Broadcasting (Thirteenth Inter-State Broadcasting 

Amendment Treaty) 

 

Official Journal: Gesetzblatt Baden- Württemberg 

 

 

The State Parliament passed the following law on 10 March 2010: 

 

Article 1 

Law on the Thirteenth Inter-State Broadcasting Amendment Treaty  

 

The Thirteenth Inter-State Broadcasting Amendment Treaty, signed between 30 October 

2009 and 20 November 2009 by the State of Baden-Württemberg, the Free State of Bavaria, 

the State of Berlin, the State of Brandenburg, the Free and Hanseatic City-State of Bremen, 

the Free and Hanseatic City-State of Hamburg, the State of Hesse, the State of 

Mecklenburg-Western Pomerania, the State of Lower Saxony, the State of North Rhine-

Westphalia, the State of Rhineland-Palatinate, the State of Saarland, the Free State of 

Saxony, the State of Saxony-Anhalt, the State of Schleswig-Holstein and the Free State of 

Thuringia, has been approved. The Inter-State Treaty was published as follows. 

 

 

 

Article 2 

Amendment of the States' Media Act 

 

The State Media Act of 19 July 1999 (State Law Gazette -hereinafter GBl. - p. 273, corr. p. 

387), recently amended by Article 1 of the Act of 30 July 2009 (GBl. 357), is amended as 

follows: 

 

1. § 2 No. 1 is amended as follows: 

a) In d, the comma at the end is replaced by the word "or". 

b) In e, the word "or" at the end is replaced by a full stop. 
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c) The letter f is deleted. 

 

2. § 11 is amended as follows: 

a) Section 1 is to read as follows: 

"(1) The provisions of the Inter-State Broadcasting Treaty are to be applied in their current 

version on funding, advertising, product placement, sponsorship and teleshopping by private 

operators. 

„b) Section 3 is to read as follows: 

"(3) § 7 sec. 4 sentence 2, § 7(a) sec. 3 and § 45 sec. 1 of the Inter-State Broadcasting 

Treaty do not apply to regional and local television programmes." 

 

3. § 51 sec. 1 is to read as follows: 

"(1) Illegal actions; any person who breaches, as a broadcaster or responsible editor, 

intentionally or negligently any one of the mentioned provisions under § 49 sec. 1 sentence 

1(1 to 14, and 16), and 18 to 28 of the Interstate Broadcasting Treaty in conjunction with § 4 

sec. 1, § 11 sec. 1 and 3 as well as § 49 sec. 1 of this law regarding illegal programmes, the 

protection of minors, advertising, the content of advertisements, product placement, 

sponsorship, the duty to give certain information and data protection.  
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Law on the Thirteenth Inter-State Broadcasting Amendment Treaty 

and on the Public Media Regulations Amendment 
 

The State of Baden-Württemberg, 

the Free State of Bavaria, 

the State of Berlin, 

the State of Brandenburg, 

the Free Hanseatic State of Bremen, 

the Free Hanseatic State of Hamburg, 

the State of Hesse, 

the State of Mecklenburg-Western Pomerania, 

the State of Lower Saxony, 

the State of North Rhine-Westphalia, 

the State of Rhineland-Palatinate, 

the State of Saarland, 

the Free State of Saxony, 

the State of Saxony-Anhalt, 

the State of Schleswig-Holstein and 

the Free State of Thuringia 

 

 

 

Article 1 

Amendment to the Inter-State Broadcasting Treaty 

 

The Inter-State Broadcasting Treaty of 31 August 1991, as amended by the Twelfth Inter-

State Broadcasting Amendment Treaty of 18 December 2008 is amended as follows: 

 

1. The table of contents is amended as follows: 

a) § 7 is newly phrased as follows: 

"§ 7 Advertising principles, labelling rules 

". b) the following new § 7a is inserted: 

"§ 7 a insertion of advertising and teleshopping 

". c) § 15 is newly phrased as follows: 

"§ 15 permitted product placement." 



 
   

Project AVMS-Directive  www.medialaw.lu 
Member State: Germany - 5 - University of Luxembourg 

d) § 44 is newly phrased as follows: 

"§ 44 permitted product placement." 

e) § 45 is newly phrased as follows: 

"§ 45 duration of television advertising." 

f) § 45(a) is newly phrased as follows: 

"§ 45(a) teleshopping windows and self-promotional channels." 

g) § 45(b) is deleted. 

h) § 58 is newly phrased as follows: 

"§ 58 advertising, sponsorship, TV-like telemedia services, sweepstakes." 

i) § 63 is newly phrased as follows: 

"§ 63 Transitional provisions for product placement 

". j) A new § 64 is inserted: 

"§ 64 Regulation for Bavaria". 

 

 

2. § 1 is amended as follows: 

a) a new section 3 is added: 

„(3) Television broadcasters, if they are not already subject to German jurisdiction due to 

their establishment, are subject to this treaty, as well as the legal regulations of the State, 

when they use a satellite up-link that is situated on German soil. Without a satellite up-link in 

a State, within the scope of Directive 89/552/EEC of the Council of 3 October 1989 to 

coordinate certain legal and administrative regulations of the members states concerning the 

provision of audiovisual media services (OJ L 332 of 18 December 2007, p. 27) - as last 

amended by Directive 2007/65/EC of the European Parliament and the Council of 11 

December 2007 in Directive 89/552/EEC of the Council on the coordination of certain legal 

and administrative regulations of the Member States in the performing of television 

broadcasting activities Audiovisual Media Services Directive -, German law shall also apply if 

a satellite capacity appertaining to Germany is used. This provision does not apply to offers 

which are 

1. intended exclusively for reception in third countries, and 

2. not received by the public with standard consumer equipment directly or indirectly in a 

state situated within the scope of Directive 89/552/EEC. 

b) The previous Section 3 becomes the new Section 4. 

 

 

3. § 2 is amended as follows: 

a) Section 2 is amended as follows: 

aa) Point 7 is newly phrased as follows: 
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»7. Advertising on the radio in any form, in the exercise of a trade, business, craft or 

profession, by a public or a private broadcaster or person, either in return for payment or for 

a similar return of service or for self-promotion, these intend to promote goods or the 

provision of services, including immovable things, rights and obligations, in return for 

payment. § 7 Sec. 9 remains as it is”. 

bb) Point 8 has been newly phrased as follows: 

»8. Surreptitious advertising The reference or presentation of goods, services, names, 

brands or activities of a producer of goods or a provider of services in programmes where it 

is deliberately intended by the broadcaster for advertising purposes, but due to a lack of 

labelling causes the general public to be mislead in terms of the actual purpose of the 

reference or representation. Such references or representations are considered to be 

intended for promotional purposes, when it takes place in return for payment or for a similar 

return of service."  

cc) The following new point 11 is added: 

"11. Product placement The labelled representation or presentation of goods, services, 

names, brands, activities of a manufacturer of goods or a provider of services in programmes 

in return for payment or a similar return of service with sales promotion as aim. The free of 

charge provision of merchandise or services is considered to be product placement when the 

goods in question and service are of significant value." 

dd) The previous points 11 to 19 now become the new points 12 to 20. 

b) Section 3 is amended as follows: 

aa) In point 4 the comma is replaced by the word "or". 

bb) In point 5, the word "or" is replaced by a dot. 

cc) Point 6 is deleted. 

 

 

4. § 7 is amended as follows: 

a) The heading is newly phrased as follows: 

"§ 7 Advertising principles, labelling rules" 

b) Paragraph 1 is newly phrased as follows: 

„(1) Advertising and teleshopping may not 

1. violate human dignity, 

2. Discrimination based on gender, race or ethnic origin, nationality, religion or belief, 

disability, age or sexual orientation are not to appear or promoted, 

3. to mislead or harm the interests of consumers or 

4. to promote behaviour, which grossly jeopardises the health or safety of others, as well as 

the protection of the environment." 

c) Section 3 is newly phrased as follows: 
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„(3) advertising and teleshopping must as such be easily recognizable and be distinguishable 

from the editorial content. Advertising and teleshopping may use no subliminal techniques of 

influencing. 

Also when new advertising techniques are used in advertising and teleshopping, it must 

remain within the appropriate framework of the medium and shall be kept quite distinct from 

other parts of the programme through optical and/or acoustic and/or spatial means." 

d) Section 4 (3) is newly phrased as follows: 

"§ 7(a) (1) applies accordingly". 

e) Section 6 is amended as follows: 

aa) Sentence 1 is deleted. 

bb) The previous sentences 2 and 3 now become the new sentences 1 and 2. 

cc) The previous sentence 4 now becomes the new sentence 3 and reads as follows: 

"Sentence 1 also applies to teleshopping." 

f) The following new section 7 is inserted: 

„(7) surreptitious advertising, product and topic placement, as well as corresponding 

practices, are not permitted. As far as exceptions are allowed in §§ 15 and 44, product 

placement must fulfil the following prerequisites: 

1. the editorial responsibility and independence with respect to contents and place of 

broadcast must remain unaffected, 

2. product placement shall not directly encourage the purchase or rental or leasing of goods 

or services, in particular, by making special selling-promotional references to those goods or 

services and 

3. they shall not give undue prominence to the product in question; this also applies to 

inferior goods placed free of charge. A product placement is to receive unambiguous 

reference. It is to be marked appropriately at the start and the end of the programme, also 

when it resumes after an advertising break, as well as in the radio, it is to receive an 

equivalent reference of adequate identification. The labelling rules do not apply to 

programmes, which were not produced by the broadcaster himself or by a company affiliated 

to the broadcaster nor commissioned by him, when it is not possible to be determined after a 

reasonable effort, whether a case of product placement was at hand; this must be referred 

to. The broadcasting corporations of the various states, which are incorporated under the 

ARD, the ZDF and the media corporations of the states are to produce a uniform label of 

identification." 

g) The previous paragraphs 7 and 8 now become the new paragraphs 8 and 9. 

h) The following new section 10 is added: 

„(10) advertising and teleshopping for alcoholic beverages may not encourage excessive 

enjoyment of such drinks." 

i) The following new section 11 is added: 

„(11) paragraphs 1 to 10 apply also to teleshopping channels. 
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5. The following new § 7(a) is inserted: 

"§ 7(a) Addition of advertising and teleshopping 

(1) The transmission of religious services, as well as children's programmes, may not be 

interrupted by advertising or teleshopping spots. 

(2) Isolated advertising and teleshopping spots shall remain the exception; 

This does not apply to the transmission of sports events. The insertion of advertising or 

teleshopping spots on television may not interfere with the integrity of the programmes, 

taking into account natural breaks in and the duration and the nature of the programmes 

concerned, and may not violate the rights of the right holders. 

(3) Films, with the exception of series, serials and documentaries, as well as 

cinematographic works and news programmes, may be interrupted by television advertising 

or teleshopping once for each scheduled period of at least 30 minutes. 

(4) In a case, where advertising or teleshopping spots in a television programme expressly 

and frequently focus on viewers from another country, which adopted the European 

Convention on Trans-frontier Television, but, which is not a member of the European Union, 

the provisions applicable to television advertising or teleshopping may not be bypassed. 

Sentence 1 does not apply, if the provisions of this treaty on advertising or teleshopping are 

stricter than the rules that apply in the country concerned, also not, if agreements have been 

reached with the mentioned country on the addressed issue." 

 

 

6. § 8 is amended as follows: 

a) Section 1 is amended as follows: 

aa) In sentence 1, after the words "in short", the words "and in an appropriate manner" are 

inserted. 

bb) In sentence 2, after the word "brand" a comma and the words "another symbol of the 

sponsor, a reference to his products or services or a correspondingly powerful sign of 

distinction" are inserted. 

b) In section 2 before the word "responsibility" the word "editorial" is added and the words 

"the editorial" before the word "independence" are deleted. 

c) In section 4, after the word "manufacture", the words "or the sale" are inserted. 

d) Section 6 is amended as follows: 

aa) in sentence 1 the words "current political affairs" are replaced by the words "political 

information". 

bb) The following new sentence 2 is added: 

"The showing of sponsorship logos is prohibited in children's programmes and programmes 

with a religious content." 

e) The following new section 8 is added: 

„(8) § 7 sec. 1, 3 and sec. 8 to 10 apply accordingly. 
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7. § 9(b) is amended as follows: 

a) the previous text becomes section 1 and the words "previously changed by the" are to be 

replaced by the words "in the wording of". 

b) The following new section 2 is inserted: 

„(2) Broadcasters must make the following information, as part of their overall service, easily, 

directly and permanently accessible: 

1. name and geographical address, 

2. the details, which enable a rapid and direct way of contact and an efficient communication 

and 

3. responsible supervision." 

 

 

8. § 11(c) (2) is amended as follows: 

a) the following new sentence 2 is inserted: 

"The State Law can permit that the particular State Radio Broadcasting Corporation can 

organize, in addition, as many digital terrestrial radio programmes as there are States being 

provided for." 

b) The previous sentences 2 to 5 now become the new sentences 3 to 6. 

 

 

9. § 15 is newly phrased as follows: 

"§ 15 Permitted Product Placement 

Deviating from § 7 (7) (1), product placement is permitted on the radio 

1. in cinematographic works, films and series, sports programmes and light entertainment 

programmes, which are not produced by the broadcaster himself or by a company affiliated 

to the broadcaster nor commissioned by him, as far as it does not deal with children's 

programmes, or 

2. where there is no payment involved, but only certain goods or services, such as 

production props and prizes and their inclusion in a programme, free of charge, as long as it 

does not involve news programmes, programmes of current political events, adviser and 

consumer programmes, children's programmes or the transmission of religious services.  

No light entertainment programmes; they are in particular programmes, which, apart from 

their entertaining elements, contain an essentially informative character, consumer 

programmes and adviser programmes with entertaining elements." 

 

 

10. § 16 is amended as follows: 

a) Section 1 is amended as follows: 

aa) The following new sentence 2 is added: 



 
   

Project AVMS-Directive  www.medialaw.lu 
Member State: Germany - 10 - University of Luxembourg 

"Not to be calculated towards permitted advertising times are broadcasting times with 

product placements and sponsorship references." 

bb) The previous sentences 2 to 4 now become the new sentences 3 to 5. 

b) In paragraph 4, after the word "programme" the words "and programmes", as well as after 

the word "programmes", the words "and programmes" are inserted. 

 

 

11. § 16(f) is newly phrased as follows: 

" § 16(f) Directives 

The broadcasting corporations of the various States incorporated under the ARD, together 

with the ZDF, issued directives for the implementation of §§ 7, 7(a), 8, 8(a), 15 and 16. In the 

directive to § 8 a, particularly the conditions for the participation of minors, are to be specified 

more closely. The broadcasting corporations of the states, which are incorporated under the 

ARD, and the ZDF, stipulate the conduct of the media corporations of the various States with 

each other and perform a joint exchange-of-experience in the application of these directives. 

In the Directive to § 7(7) and § 15 it is determined more closely, under which prerequisites, in 

which formats and to what extent free-of-charge product placement can take place, how the 

independence of the producers and editors can be secured and how an improper display of 

the product can be avoided. Sentences 1 to 4 are applicable to the directives of 

Deutschlandradio for the execution of §§ 7, 8(a) and 15, correspondingly. 

 

 

12. § 25(4) is amended as follows: 

a) Sentence 4 is amended as follows: "unless the existing laws of the state are still valid on 

31 December 2009 to ensure the independence in another manner." 

b) The following new sentences 5 and 6 are inserted: 

"Approved admissions up to 31 December 2009 remain unaffected. An extension is allowed. 

"c) The previous sentences 5 and 6 now become the new sentences 7 and 8. 

 

 

13. In § 40(1) sentence 2 the year "2020" is replaced by the year "2010". 

 

 

14. § 44 is newly phrased as follows: 

"§ 44 Permitted Product Placement 

Deviating from § 7 (7) (1), product placement is permitted on the radio 

1.in cinematographic works, films and series, sports programmes and light entertainment 

programmes, as far as they do not interfere with children's programmes, or  
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2. where there is no payment involved, but only specific goods or services, "such as 

production props and prizes, with regard to their inclusion in a programme free of charge, as 

far as it does not concern news programmes, programmes of current political affairs, adviser 

and consumer programmes, children’s programmes or the transmission of religious services. 

Light entertainment programmes are not particularly programmes, which contain, besides its 

entertaining elements, an essentially informative character, consumer programmes and 

adviser programmes with entertaining elements, as well as programmes in time-limited 

regional window programmes and restricted window programmes, as in § 31." 

 

 

15. § 45 is amended as follows: 

a) The heading is newly phrased as follows: 

"§ 45 Duration of television advertising." 

b) Section 1 is newly phrased as follows: 

„(1) The share in broadcasting time for television advertising spots and teleshopping spots 

within a given clock hour shall not exceed 20 %. Sentence 1 does not apply to product 

placements and sponsorship references. " 

c) Section 2 is deleted. 

d) The previous section 3 becomes the new section 2 and after the word "programme" the 

words "and programmes", as well as after the word "programmes", the words "and 

programmes" are added. 

e) The previous section 4 becomes the new section 3 and now reads as follows: 

„(3) The sections 1 and 2, as well as § 7(a) do not apply to pure advertising channels." 

 

 

16. § 45(a) is newly phrased as follows: 

"§ 45(a) Teleshopping Windows and Self-Promotional Channels 

(1) Teleshopping windows that are transmitted in a programme, which is not exclusively 

intended for teleshopping must have a minimum duration of at least 15 minutes without 

interruption. They must be clearly identifiable as a teleshopping window, optically and 

acoustically." 

(2) In the case of self-promotion channels, §§ 7 and 8 apply correspondingly. §§ 7(a) and 45 

do not apply to self-promotion channels. 

 

 

17. § 45(b) is deleted. 
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18. In § 46 the reference to "§§ 7, 8, 8(a), 44, 45, 45(a) and 45(b)" is replaced by the 

reference to "§§ 7, 7(a), 8, 8(a), 44, 45 and 45(a)". 

 

19. In § 46, the reference to "§ 7 (4) (2), § 44 (3 to 5) and §§ 45, 45 (a) " is replaced by the 

reference to "§ 7(4) (2), § 7 (a) (3) and § 45(1)." 

 

 

20. § 49 is amended as follows: 

a) Section 1 (1) is newly phrased as follows: 

"(1) any person who, as a broadcaster of a private federation-wide radio broadcasting, who 

acts irregularly intentionally or negligently 

1. to encrypt large events, contrary to § 4 (1) or (3), and to transmit them in exchange for a 

special remuneration, 

2. contrary to § 7 (3) sentence 2, to engage in subliminal influencing techniques in 

advertising or teleshopping, 

3. contrary to § 7 (3) sentence 3, to engage in advertising or teleshopping programmes, 

which are not up to standard to the medium, and which lack a clear distinction from the other 

programme sections through optical or acoustic means or a spatially unequivocally 

separation, 

4. contrary to § 7 (4), to engage in a part-allocation of a broadcasted picture with advertising 

content, without properly separating, with unambiguously optical means, the advertising 

content from the rest of the programme, or to characterize it as such,  

5. contrary to § 7 (5)(2), to not identify a continuous advertising programme as such, 

6. contrary to § 7 (6)(1), to insert virtual advertising in programmes or teleshopping, 

7. contrary to § 7 (7)(1), to engage in surreptitious advertising, topic placement or 

corresponding practices,  

8. contrary to § 7 (7)(1), to engage in product placement, unless allowed in § 44, 

9. contrary to § 7(7)(3) or (4), to not indicate a product placement unambiguously, 

10. contrary to § 7 (9), the distribution of advertising or teleshopping of a political, ideological 

or religious nature, 

11. contrary to § 7(a) (1), the transmission of religious services or children's programmes, 

which are interrupted by advertising or teleshopping spots, 

12. contrary to the mentioned prerequisites in § 7 (a) (3), to interrupt programmes with 

advertising or teleshopping, 

13. contrary to § 8 (1) (1), to fail to refer to the sponsor at the start or end of a sponsored 

programme,  

14. in accordance with § 8 (3 to 6) distributing inadmissible sponsorship programmes, 

15. contrary to § 9(1)(2) non-compliance with the information obligation duty  
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16. contrary to § 9(b)(2) not making the information contained therein, against the 

background of the entire package, easily, directly and permanently accessible, 

17. contrary to § 20(1)(1) or (2)(1) performing radio programmes, which were not admitted, 

18. contrary to § 20(b)(1) and (2) distributing radio programmes exclusively in the internet, 

which were not, or only partially, reported to the responsible state media corporation, 

19. contrary to § 23(2) not submitting on time the compilation of the programme supply 

sources to the responsible state media corporation, 

20. contrary to § 34(2) not disclosing, on the request of the CEC, the data available to him 

regarding viewer shares, 

21. contrary to § 45(1) exceeding the permitted duration of advertising, 

22. contrary to § 45(a)(1) sentence 1 expanding the teleshopping window, which has no 

minimum duration of 15 minutes without interruption, or contrary to § 45(a)(1) sentence 2, 

expanding of the teleshopping window, which is not clearly marked optically and acoustically 

as such, 

23. contrary to § 47(1) in conjunction with § 12(3) of the Telemedia Act, making the utilization 

of broadcasting dependent on the consent of the user and for the processing of his data for 

other purposes, 

24. contrary to § 47(1) in conjunction with § 13(1) Sentence 1 or 2 of the Telemedia Act to 

not, not properly, not completely or to not inform the user in time, 

25. contrary to § 47(1) in conjunction with § 13(2) or (4) sentences 1 (1 to 5) of the 

Telemedia Act, to not perform a securing duty, mentioned therein, or to not properly perform 

it, 

26. contrary to § 47(1) in conjunction with § 14 (1) or § 15 (1) or (8) sentences 1 or 2 of the 

Telemedia Act, the processing of personal data, 

27. contrary to § 47(1) in conjunction with § 15 (3)(3) of the Telemedia Act, compiling a 

utilization profile with data on the physical person behind the pseudonym, 

28. contrary to § 47 (3)(4), the blocking of offers against retrieval or page view by the 

responsible regulatory authority ." 

b) Section 1, sentence 2 is amended as follows: 

aa) The following new points 15 to 27 are added: " 

15. contrary to § 58 (3) in conjunction with § 7 (3)(2) to engage in advertising or in 

teleshopping techniques for subliminal influencing,  

16. contrary to § 58 (3) in conjunction with § 7 (3) (3) advertising or teleshopping not up to 

standard to the medium, not separated by way of optical or acoustical means, or, spatially 

not unequivocally separated from other advertising sections and its offers,  

17.  contrary to § 58 sec. 3 in conjunction with § 7 (6) (1) to insert virtual advertising to his 

offers, 

18. contrary to § 58 (3), in conjunction with § 7 (4), the common moving image offer by 

making the effect greater by way of inserting the advertising, without separating the 

advertising unambiguously optically and to mark them as such,  
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19. contrary to § 58(3), in conjunction with § 7(5) (2), a moving image offer not labelled as 

continuous advertising, 

20. contrary to § 58(3), in conjunction with § 7(7) (1), surreptitious advertising, topic 

placement or to engage in corresponding practices, 

21. contrary to § 58 (3), in conjunction with 

§ 7 (7)(1) to engage in product placement, although this is prohibited under § 15 or 44, 

22. contrary to § 58 (3), in conjunction with § 7 (7) (3) or (4), not indicating a product 

placement unambiguously, 

23. contrary to § 58 (3), in conjunction with § 7(9), to engage in the advertising or 

teleshopping with a political, ideological or religious nature.  

24. Contrary to § 58 (3) in conjunction with § 7(a) (1), to integrate advertising or teleshopping 

spots into the moving image communication of a religious service or into the moving image 

communication of a children's programme,  

25. Contrary to the prescriptions mentioned under § 58 (3), in conjunction with § 7 (a) (3), to 

integrate them in a moving image communication in advertising or teleshopping, 

26. Contrary to §58 (3), in conjunction with  

27. pursuant to § 58 (3) in conjunction with § 8 (3 to 6), the distribution of inadmissible 

sponsored moving image offers,". 

bb) The previous sentences 15 and 16 now become the new sentences 28 and 29. 

c) In paragraph 3 (1), the reference "18 to 23" is replaced by the reference "23 to 28" and the 

reference "13-16" by the reference "13-29". 

 

 

21. § 58 is amended as follows: 

a) The heading is newly phrased as follows: 

"§ 58 Advertising, Sponsorship, TV-like Telemedia Services, Sweepstakes". 

b) The following new paragraph 3 is inserted: 

"(3) For telemedia services with contents, which are television-like in form and content, and is 

on offer by a provider for the individual retrieval by a user at a selected point in time, and, 

which is made available from a classified catalogue by the provider (audiovisual media 

services on-demand), the following rules as in § (1) (3), as well as §§ 7 and 8, apply 

correspondingly. For on-offer propositions, as in § 2 (3) (5), the §§ 4 to 6, 7 (a) and 45 apply 

additionally and correspondingly. 

" c) The previous section 3 becomes the new section 4. 

 

 

22. The following new § 63 is inserted: 

"§ 63 Transitional provisions for product placement 
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§ 7 (7) and §§ 15 and 44 no longer apply to programmes, which were produced before 19 

December 2009." 

 

 

23. The previous § 63 is the new § 64 and the reference to "§ 7 (8) (1) Variants" is replaced 

by the reference "§ 7 (9) (11) Variants ".  

Article 2 

Amendment to the Inter-State Treaty on the Protection of Minors in the 

Media  

 

 

§ 6 of the Inter-State Treaty on the Protection of Minors in the Media of 10 to 27 September 

2002, previously amended by the Eleventh Inter-State Broadcasting Amendment Treaty of 

12 June 2008, is now amended as follows: 

 

1. Section 2 is amended as follows: 

a) The first half sentence is newly phrased as follows: "Advertising may not harm children 

and adolescents either physically or mentally,". 

b) In point 1, the words "purchase appeal to children and adolescents" are to be replaced by 

the words "exhort minors to buy or hire goods or services." 

 

 

2. Section 5, sentence 2 is deleted. 

§ 8 (1) (1), to not mention the sponsor in a sponsored moving image communication, For the 

State of Rhineland-Palatinate: 
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Protocol declaration of all States involved in the Thirteenth Inter-State 

Broadcasting Amendment Treaty 

 

 

"The States intend to promptly review the existing regulations contained in the Inter-State 

Broadcasting Treaty to secure the diversity of opinion in television broadcasting, as well as 

the right of media pluralism. In the review process, attention shall also be given to the 

involvement of regulations, particularly in those States with no regional window, towards 

contributing to the variety of the local and regional broadcasting services on offer." 

 

 

 

 

 

Protocol declaration of all States to § 7 (7) of the Inter-State Broadcasting 

Treaty 

 

 

"The States expect that the broadcasting corporations, together with the associations of the 

advertising industry and the manufacturers, will agree on a binding code of conduct on 

product placement." 

 

 

 

 


