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Table 4. EU mapping of SR/CR schemes in the advertising sector

Self-regulatory (SR) system Self-regulatory organisation (SRO) Codes

AT

There are several relevant SR/CR schemes in place concerning CC. 
These include the Österreichische Werberat (Austrian Advertising 
Council) that was founded in 1974 and represents the industry, 
the agencies and the media with a view to stimulate the 
advertising industry to SR. (www.werberat.at)

The Austrian Advertising Council (AAC) is the SRO responsible for 
implementing SR in the sector and handling complaints from the 
general public and competitors. The Council continuously 
monitors the code and uses “soft sanction measures” such as 

naming, shaming and blaming. Companies that adhere to quality 
criteria promoted in the Code can receive from the AAC a “Pro-
Ethics Seal”. 

The "Ethik-Kodex der Werbewirtschaft (Advertising Industry Ethics 
Code) (updated in 2012) aims at correcting abuses in CC 
(discriminations, breach of human dignity or misleading CC). 
Annexes to the Code include the Code of Conduct of the Austrian 
broadcaster regarding inappropriate audiovisual CC with 
children's programmes and food (HFSS) (2010), the 
"Communication Code of the Austrian Brewing Industry" (2007).
The Code applies to CC in TV broadcasts, ODAVMS and all other 
media. 

BE

The regulatory system in Flanders and Wallonia can be described 
as statutory regulation with some elements of SR/CR. The “Conseil 

de la Publicité - Raad voor de Reclame” (Advertising Council) was 
set up in 1967 by associations representing the advertisement 
sector. The role of the Council is to promote, valorise and defend 
CC and its role in economic development. The members cover 
95% of the advertisement market in Belgium. The Belgian 
Advertising Council Code consists of a general code (based on the 
ICC) and several specific codes, e.g. on alcoholic beverages and 
food. (www.conseildelapublicite.be)

The enforcement of all the SR/CR codes is carried out by the "Jury 

d’Ethique Publicitaire - Jury voor Eerlijke Praktijken inzake Reclame" 
(Advertising Ethics Jury, JEP). The JEP is the SRO of the advertising 
sector, set up in 1974 by the Advertising Council, whose mission 
is to verify the compliance of CC with the advertising codes and 
legislation. In 2008, the JEP set up an appeal body to deal with 
complaints. The JEP comprises representatives of various 
stakeholders such as industry and civil society and also 
collaborates with public advisory and regulatory bodies such as 
the Audiovisual Media Council, the Council of Youth, the 
Consumers’ Council and the Federal Ministry of Public Health. 

(www.jep.be.)

The general code used by the JEP is the ICC Code, as amended in 
2012. Other sectorial or inter-sectorial codes are also used, such 
as: the covenant on advertising and marketing of alcoholic 
beverages; the advertising code for foods (Fevia); the advertising 
code for motor vehicles, components and accessories (Febiac); the 
advertising code for cosmetic and hygiene products (Detic); the 
code for ethics in funds collections (AERF code); the code of ethic 
and responsible advertising of enterprises organising lottery; the 
code of ethics for telecommunications; the code of environmental 
advertising.. The Code applies to CC in TV broadcasts, ODAVMS 
and all other media. 
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BG

In Bulgaria, the practice of SR/CR is generally limited. The "Radio 

and Television Act" (RTA) requires the Bulgarian media service 

operators to comply with more detailed national (ethical) codes of 

conducts and the decisions of the National Council for Self-

Regulation (NCSR), which is the independent body for self-

regulation in the advertising sector. It was founded by advertisers, 

agencies and the media. (http://www.nss-bg.org/en/). 

Furthermore, there are also self-regulatory schemes operational 

within sectoral branches as part of the NCSR Code, the National 

Ethics Rules for Advertising and CC in Bulgaria. (www.nss-bg.org) 

The NCSR creates, revises and ensures the voluntarily application 

of ethical standards and good practices in the sector, with the aim 

to provide protection to consumers and ensure fair competition. It 

counts with an Ethical Committee, an Appeal Committee, a Post 

Monitoring Committee, an Expert Group for Code Interpretation, 

as well as other working structures, in order to achieve these 

objectives.

The National Ethics Rules for Advertising and CC (the "Code"), 

based on the ICC Code, was adopted by the NCSR in 2009. The 

Code promotes responsibility and good practices in advertising 

and CC. It enhances public confidence in CC, encourages to 

respect privacy and consumer preferences, with special 

responsibility concerning CC to children. Specific products (food 

and drink, alcoholic beverages, gambling, etc.) are also covered by 

the Code. The NCSR regularly revises the provisions of the Code 

and adopts regulations for its implementation. The Code covers 

CC in TV broadcasts, ODAVMS and all other media. 

CY

In Cyprus, the practice of SR/CR is generally limited. The Cyprus 

Advertising Regulation Organisation (CARO) is a SRO set up by 

advertisers, agencies and the media as an independent non-profit 

body with the aim to ensure that advertisement are legal, decent, 

honest and truthfully in keeping with the Cyprus Advertisement 

Code.  (www.fed.org.cy)

CARO handles complaints from consumers, competitors and other 

interested parties. It consists of two levels of audit committees: 

the Primary and the Secondary Communications Control 

Committee, composed of representatives from the industry and 

the wider social sphere. Both Committees have the possibility to 

request the withdrawing / stopping of an advertising spot or to 

modify it in order to comply with the Cyprus Code of 

Communication Ethics.

The Cyprus Code of Communication Ethics came into force in 

2012. It sets out the rules of professional ethics and ethical 

conduct that must be observed by advertisers, agencies and SMEs. 

The Code was drafted by CARO and accepted by its members. It is 

based on the ICC code and applies to all forms of advertising and 

communication for products or services. In addition to the Code, 

specialized branches have been created to focus on issues that 

concern consumers, e.g. advertising and kids; food and non-

alcoholic beverages; promotional actions; alcoholic beverage; 

beer. The Code applies to CC in TV broadcasts, ODAVMS and all 

other media. 

CZ

In the Czech Republic, SR/CR is generally widely spread. The 

“Rada pro reklamu" (Advertising Standards Council, RPR) was set 

up in 1995 as a non-governmental, non-profit organisation by 

advertising agencies, media and advertisers for the purpose of 

maintaining the ethics of promotion, particularly advertising and 

enforcing the SR of advertising. Based on membership of the RPR, 

organisations voluntarily commit to adhere to the Code of 

Advertising Practice issued by the RPR. Non-members can also 

choose to adhere to the Code on a voluntary basis. (www.rpr.cz). 

The RPR handles complaints for non-compliance with the Code of 

Ethics. It can initiate a decision-making process against a specific 

advertisement. It can also act at its own initiative if it becomes 

convinced that an advertisement may be in violation of the Code. 

In the case of non-compliance, naming, shaming and blaming is 

the general type of sanction applied. If the law has been violated, 

the case is passed on for legal sanctions to the Trade Licensing 

Office. The RPR has created a preventive system, the “Copy Advice 

system”, which offers advertisers a pre-assessment to an 

upcoming advertising campaign before it runs,

The Code of Advertising Practice (Kodex reklamy) was adopted in 

1995 by the RPR. Based on the ICC Code, it sets out the rules of 

professional ethics and ethical conduct that must be observed by 

advertisers, agencies and the media. In its latest version of 2007, 

the Code includes two main parts: one with general principles and 

the second part with specific rules. The Code applies to CC in TV 

broadcasts, ODAVMS and all other media. 
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DE

The German self-regulatory system has two advertising standards 

organisations: the German Advertising Standards Council 

(Deutscher Werberat, DW) deals with issues of taste, decency, and 

social responsibility, whereas the Competition office 

(Wettbewerbszentrale) handles issues of unfair commercial 

practices by applying unfair competition law. 

(www.wettbewerbszentrale.de and www.werberat.de)

The DW is responsible for monitoring, complaints handling and 

enforcement. However, in cases where a breach of law is 

suspected, the case is passed on to the responsible public 

authorities.The DW gathers 42 organisations of advertisers, the 

media, advertising agencies, the advertising professions and 

research establishments represented by the German Advertising 

Federation (ZAW). DW promotes responsible practices in CC and 

provides a mechanism for conflict settlement between the public 

and commercial advertisers. It also draws up voluntary codes of 

conduct for advertising, particularly to sensitive areas. 

The Code of Conduct of the DW (Verhaltensregeln des Deutschen

Werberat, VDW) consists of a general code and several codes for 

specific products or themes (e.g. CC of alcoholic beverages, 

children, gambling, etc.). The VDW focuses on advertisers taking 

the responsibility for ensuring good standards in advertising. It 

applies to all sectors of industry and all media forms  (TV 

broadcasts, ODAVMS and all other media). 

DK

In Denmark the practice of SR/CR is rather limited. Both the 

Consumer Ombudsman and the Press Council offer guidance in 

respect of laws. The Consumer Ombudsman (DCO) deals with 

matters concerning the interests of consumers, thus regulating 

advertising under the Marketing Act, and has the authority to draft 

guidelines in cooperation with industry and consumer 

organisations. The Press Council is an independent public tribunal 

dealing with complaints about mass media and press ethics 

according to the Danish Media Liability Act. 

(www.consumerombudsman.dk)

The DCO handles specific complaints and cases of a wider public 

importance on advertising. It does not handle individual disputes 

between consumers and traders, but it can negotiate settlements 

on behalf of consumers. The DCO issues guidelines on specific or 

general marketing issues on a regular basis, and traders can 

obtain an advance indication on the legality of planned 

advertising actions. It is legally entitled to bring judicial actions 

on behalf of complainants, request the police to initiate 

investigation and prosecution to bring a charge against a trader, 

issue interim injunctions and collective redress actions on behalf 

of groups of consumers.

There are different guidelines and guidances that interpret the 

legislation under DCO’s supervision, such as the Code of 

Responsible Food Marketing Communication (2008) (Forum for 

fødevarereklamer), which is a voluntary code established by the 

Forum for Food Advertising. The Code of Practice for Marketing of 

Alcoholic Beverages (2000) (Alkoholreklamenævnet), drafted by the 

industry and consumer organisations with support of the relevant 

ministries and administered by the Alcohol Commercial Council. 

The Codes apply to CC in TV broadcasts, ODAVMS and all other 

media. 

EE

Practices of SR/CR are limited in Estonia, as there are only a few 

SR/CR schemes in place. An example of  these is the Responsible 

commercial communication policy in children’s programmes. This 

policy was implemented by the Association of Estonian 

Broadcasters (AEB). They ensure that members of the AEB refrain 

from broadcasting CC that invite children to the excessive 

consumption of food or the consumption of unhealthy food, 

during and around programmes that are aimed at children. 

Additionally, there are developments in the area of advertising of 

alcoholic beverages on popular TV shows.

The Association of Estonian Broadcasters (AEB) initiated and 

developed in 2012 the "Responsible commercial communication 

policy in children’s programmes". AEB is responsible for 

monitoring the scheme. This is only carried out when needed, 

namely based on consumer complaints. When actors do not 

comply with the code naming, shaming and blaming is the type of 

enforcement used as a consequence. 

The "Responsible commercial communication policy in children’s 

programmes" (Vastutustundlik reklaamipoliitika lastesaadetes) was 

adopted in 2012 by the AEB. In accordance with the scheme, the 

members of the AEB refrain from broadcasting audiovisual 

commercial communications which invite children (younger than 

12 years) to excessive consumption of foods which are not 

suitable for children, during and around programmes meant for 

children. The objective of this scheme is that there should be 

none of these commercials between and around children 

programmes. The rules apply to CC in TV broadcasts only.

ES
The practice of SR/CR in Spain is well established. Furthermore, 

several SR codes are in place for regulating CC.

The SRO in the advertising field is the Association for Self-

regulation of Commercial Communication (Asociación para la 

Autorregulación de la Comunicación Comercial, AUTOCONTROL). 

The Advertising Code of Conduct (Código De Conducta Publicitaria 

de AUTOCONTROL) was developed in 1996 by AUTOCONTROL. Its 

main objective is to establish the ethical rules that apply to all CC 
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The monitoring process includes a voluntary prior control based 

on the issuing of Copy Advice, a complaints resolution system and 

ruling of the Advertising Jury, and a sample based monitoring 

activities where all advertisements in a given sector or during a 

given period are checked. The decisions of the Advertising Jury for 

non-compliance with the Code are binding for its members and 

include “name and shame”.

and implementing principles of honesty, fairness and truthfulness. 

The Code constitutes a general advertising code of conduct, with 

some 26 sub-agreements and 14 sectoral agreements (including 

medicinal products, beer, spirits, Prevention of Obesity and Health 

(also known as the Paos Code), videogames, toys, gambling 

activities, perfumes and cosmetics.. The Code covers CC in TV 

broadcasts, ODAVMS and all other media.

FI

Finland has two advertising standards organisations, both of 

which are run by the Finnish Chamber of Commerce. The Council 

of Ethics in Advertising (Mainonnan eettinen neuvosto, MEN) 

handles ethical issues in advertisements, and the Board of 

Business Practice (Liiketapalautakunta, LTL) deals with business-

to-business disputes about unfair commercial practices. The MEN 

issues statements on whether an advertisement or advertising 

practice is ethically acceptable and deals with issues like 

discrimination, decency and social responsibility. Issues 

concerning misleading or comparative advertising are dealt with 

by the LTL. (http://kauppakamari.fi)

The Finnish SRO for CC was set up in the 1980s and renamed as 

MEN in 2001. Its secretariat was placed in the Central Chamber of 

Commerce. The Board of MEN handles complaints, makes 

statements and remarks of its own initiative. Moreover, it 

stimulates the advertising sector to follow ethical guidelines of 

the ICC Code. In addition, LTL was set up in 1937 to promote self-

regulation and to prevent unfair competition and illicit trade 

practices. The LTL seeks to provide companies with a rapid and 

effective procedure to settle disputes about unfair trade practices. 

The LTL applies Consolidated ICC Code as such.

The Ethical Code of the Council of Ethics in Advertising (Eettinen 

Koodi neuvoston Mainonnan eettinen) was issued in the 1980s, 

based on the ICC Code. The Code covers CC in TV broadcasts, 

ODAVMS and all other media.

FR

In France, audiovisual CC are structured by SR/CR through the 

professional regulatory authority for advertising (Autorité de 

Régulation Professionelle de la Publicité, ARPP). Once a 

broadcaster has received its license from the state regulator 

(Conseil Supérieur de l'Audiovisuel, CSA), the ARPP (known as the 

BVP until 2008), is responsible for monitoring the content of 

advertisements on its SR/CR scheme. (www.arpp.org)

The mission of the ARPP is to maintain high standards in terms of 

legal, honest and truthful advertising, which is in interest of both 

the consumers and the advertisers. The rules of the ARRP are 

enforced by the ARPP itself and the Jury of Advertising Ethics (Jury 

de Déontologie Publicitaire, JDP). In the case of no changes to the 

advertisement in question, naming, shaming and blaming can be 

decided upon by the JDP and carried out by the ARPP. In practice, 

the ARPP can also enlist the cooperation of the CSA, though this 

is not formally stated in the SR scheme.

The ARPP Rules consist of five categories of codes and guidance 

documents: general recommendations on advertising (6 

supplementary codes to the ICC Code); thematic 

recommendations (9 codes, including a code on advertising aimed 

at children); sectoral recommendations (26 sectoral codes); 

recommendations for support (3 codes); and doctrine sheets (4 

sheets). In 2011, the ICC Code was taken up by the ARPP to 

harmonise and simplify the many SR rules for CC. The Rules 

covers CC in TV broadcasts, ODAVMS and all other media.
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GB

The regulation of CC in audiovisual and on-demand media in the 

UK are carried out through a system of statutory as well as SR/CR. 

The regulation of CC is under the direct responsibility of the 

Advertising Standards Authorit (ASA), which under the provisions 

of the Communications Act (2003), is given regulatory powers by 

the state regulator – the Office of Communication (Ofcom). 

The ASA for Broadcast (ASA (B)) and the Broadcast Committee of 

Advertising Practices (BCAP) are the two main bodies responsible 

for broadcast advertising regulation, which is implemented 

through the BCAP Code. On the other hand, the ASA and the 

Committee of Advertising Practice (CAP) are in charge of 

regulating CC in on-demand ‘TV-like’ media through the CAP code. 

The two Committees are responsible for writing the codes, while 

the ASA has enforcement powers. In order for Ofcom to monitor 

the system, ASA reports regularly on pre-agreed Key Performance 

Indicators. Complaints are generally handled by ASA. It has 

produced a set of procedures governing the handling and 

resolution of complaints.

The principles of the BCAP Code are that advertisements should 

not mislead or cause serious or widespread offence or harm, 

especially to children or the vulnerable.Both the CAP and the 

BCAP Codes (the Advertising Codes) contain sections specifically 

related to specific products (alcohol, food, medicine, e-cigarettes,  

gambling, etc. 

GR

CC are strongly regulated by the Greek government. The SR/CR 

scheme for CC includes two industry specific codes as part of its 

annexes. The SRO responsible for implementing them is the 

Advertising Self-Regulation Council, which works in close 

cooperation with the Secretariat General of Information and 

Communication and an independent administrative authority, the 

National Council for Radio and Television (NCRT), which includes 

among its committees an Ethics Committee that reviews the 

quality of programs and considers complaints by citizens. 

(www.see.gr)

The Council does not carry out monitoring activities regarding the 

achievement of the Code’s objectives. However, it monitors 

specific aspects such as the compliance rate with its decisions and 

rulings regarding non-compliant CC. Any complaint must be 

referred to the Council which then informs the parties involved if 

they are found to be in breach of the scheme. The complaints are 

then submitted to a First Degree Committee which takes 

decisions. A Second Degree Committee exists for appealing. 

Following the decision of the First and/or the Second Degree 

Committee, the company withdraws the advertisement. Failure to 

abide with the decision leads to the incursion of penalties 

provided by law, which are imposed by the NCRT.

The Hellenic Advertising and Communication Code (the general 

code) (2003) governs the content and presentation of 

advertisements and it applies to all industries and media forms 

(TV broadcasts, ODAVMS and all other media). The Hellenic 

Association of Brewers created its own self-regulation scheme, in 

close cooperation with the Council, and by consulting the existing 

guidelines set by Brewers of Europe. The Hellenic Association of 

Brewers’ Self-Regulation for CC represents the brewers’ industry 

code of conduct (annex to the general code) which is aimed at 

both the social responsibility of brewers, and at deterring 

imprudent alcohol consumption. 

HR

In general, the practice of SR/CR is limited in Croatia. The HURA is 

the Croatian Association of Communications Agencies. The HURA 

took the initiative to develop the Advertising Code in 2010. 

Related laws are the Electronic Media Act, the Media Act, the 

Croatian Radio Television Act, the Food Act, and the Consumer 

Protection Act.

The Assembly of the HURA is responsible for monitoring the 

implementation of the Code. In other words, the HURA is 

responsible for enforcing the scheme. The type of enforcement 

that is commonly used is naming, shaming and blaming. Other 

types of enforcement are the withdrawal of the disputed spots

and public fines. As a rule, sanctioned parties implement the 

decisions of the body imposing the sanction, namely the HURA 

Court of Honour.

HURA's Advertising Code came into force in 2010. It serves as a 

collection of standards and recommendations to the companies 

participating in CC. By accepting the Code, HURA recommends its 

members and other market operators to apply its general rules 

and practices and its minimum standards. The HURA took the 

initiative to develop the scheme and is the code owner. The Code 

applies to CC in TV broadcasts, ODAVMS and all other media. 
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HU

In general SR/CR is widely spread in Hungary.The current media 

law offers the possibility for SROs to receive a mandate for legal 

enforcement on defined areas (i.e. on-demand AVMS and products 

of on-line and printed media - traditional TV services not included 

-). In order to gain this authority they must enter into a contract 

with the Hungarian Media Council. Currently four SROs have 

signed such a contract: the Advertising Self-Regulatory Board, the 

Association of Hungarian Electronic Broadcasters, the Association 

of Hungarian Content Providers and the Association of Hungarian 

Publishers. (www.ort.hu)

The Advertising Self-Regulatory Board, together with the 

Hungarian Advertising Association, has a leading role in 

developing and modifying the Hungarian Code of Advertising 

Ethics. However, the Advertising Self-Regulatory Board can only 

regulate on-demand AVMS, printed media and other online media 

as part of the co-regulatory agreement.

The Hungarian Code of Advertising Ethics (Magyar Reklámetikai 

Kódex) was established in 1981 and regularly revised since then. 

The Code covers CC in TV broadcasts, ODAVMS and all other 

media. It is currently accepted by 22 Hungarian organisations and 

contains general regulations and special rules on advertisements 

(slimming products, healthcare products, cosmetic products, food, 

alcoholic beverages, and vehicles), as well as for advertisements 

published on digital devices. Based on the ICC Code, the main 

purpose of the Code is to provide professional and ethical norms 

for those engaged in advertising activities in Hungary. 

IE

The Advertising Standards Authority for Ireland (ASAI) is the 

independent SRO set up in 1981 and financed by the advertising 

industry to promote the highest standards of marketing 

communications (advertising, promotional marketing and direct 

marketing). The SRO "On-Demand Audiovisual Services Group" 

(ODAS) is also in charge of setting rules and principles (the ODAS 

Code) that concern CC in on-demand AVMS and of monitoring 

their implementation. (www.asai.ie and www.bai.ie)

The objective of the ASAI is to ensure that all CC are ‘legal, 

decent, honest and truthful’. The ASAI responds to and monitors 

consumer complaints regarding CC. The Complaints Committee 

reviews at least once a year the number of complaints dealt with 

by the Secretariat. A CC which is in breach of the ASAI Code must 

be withdrawn or amended. On the other hand, the ODAS is 

responsible for monitoring the implementation of its Code of 

Conduct on several aspects related to on-demand AVMS, including 

CC (but also protection of minors, promotion of works). The ODAS 

meets regularly to review developments and to review the 

complaints received.

ASAI issued the Code of Standards for Advertising and Marketing 

Communications after consultation with the industry. This general 

code covers CC in TV broadcasts, ODAVMS and all other media. It 

includes product specific sub-codes (e.g. foods and non-alcoholic 

beverages, alcohol, etc.) Alcohol is regulated further by the 

alcohol industry which set up a supplementary code to the ASAI 

Code. This voluntary, supplementary scheme, the Alcohol 

Marketing, Communications and Sponsorship Code of Practice, is 

monitored by the industry as well. In relation to ODAVMS, the 

ODAS Code of Conduct also contains high level principles that 

member organisations are obliged to adopt. ODAS also handles 

the complaints.
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IT

The SR/CR schemes in CC have been in place for a long period of 

time and were established prior to the AVMSD. The Consumer 

Code has a standard that formally recognizes the existence of 

voluntary, autonomous SROs. Furthermore, this norm allows for 

the possibility to ask to suspend proceedings before authorities 

pending the ruling of the SRO. In the field of CC, the Institute for 

Advertising Self-Regulation (Istituto dell’Autodisciplina 

Pubblicitaria - IAP) is just one of the possible means for SR. 

Because of its history and representativeness, it has become a 

“natural” interlocutor for Italy’s Antitrust Authority.(www.iap.it)

The IAP handles complaints received against CC for non-

compliance with the Code. A review board of the IAP investigates 

the complaint and takes a final decision except for in more 

complex cases. The more complex cases are forwarded to the Jury. 

The IAP review board uses naming, shaming and blaming as a 

sanction for companies in breach of the Code. The IAP can ask for 

a change of the content or the removal of the advertising 

material.

The Code of Marketing Communication (Codice di Autodisciplina 

della Comunicazione Commerciale) is the SR scheme which was 

put in place in 1966 following the initiative by the industry. The 

Code aims at ensuring that CC is conducted as a service to the 

public with due consideration to the potential influence it may 

have on consumers. It is binding for all its members. The Code 

covers CC in TV broadcasts, ODAVMS and all other media. Some 

product categories are highlighted in the Code, including 

alcoholic beverages, cosmetics and hygiene products, food 

supplements and health foods, physical and aesthetic treatments, 

as well as medicinal products. 

LT

The regulatory culture regarding CC is generally quite legislation-

oriented in Lithuania. However, there is one main relevant SR/CR 

scheme in place, which is related to the AVMS Directive. The 

Lithuanian Code of Ethics Advertising was set up by the 

Lithuanian Advertising Bureau (SRO) and it aims to promote 

ethical advertising in Lithuania. (www.lrb.lt)

The Lithuanian Advertising Bureau (Lietuvos reklamos biuras) was 

set up by advertising agencies, media and advertisers in 2006. The 

Advertising Bureau conducts monitoring and publishes reports on 

its activities and handles complaints. The main sanctions are 

naming and shaming, and where this is not sufficient, formal 

warnings or the removal of the offending advertisement from the 

media platform in question.

The Lithuanian Ethics Code of Advertising (Lietuvos reklamos 

etikos kodeksas) is based on the ICC Code. It was established in 

2011 by the Lithuanian Advertising Bureau, with the aim to 

develop the advertising sector and to improve the institutional 

basis for ethical SR in advertising management, fair competition, 

ensuring consumer protection and the general public interest 

against the negative impact of advertising. It covers CC in 

television broadcasts, on-demand AVMSD and all other media.

LU

In Luxembourg, many sectors are directly regulated by the 

government. The Council for advertising (Conseil de la Publicité, 

CPL) established a Deontological Code in 2009, regulating 

advertising in all types of services (e.g. audiovisual, radio, other 

media), with specific sections on children, alcohol and health 

products, etc. CPL counts between 70 and 80 members, from 

broadcasters, industry associations and advertising agencies. The 

Code’s application is carried out by the Commission for ethical 

advertising (Commission pour l’Ethique en Publicité, CLEP), which 

holds nine members elected by the CPL.

The CPL and CLEP are SROs. They do not have the power to 

enforce the Code, and the CLEP cannot sanction breaches. The 

CLEP receives complaints from the general public as well as from 

NGOs, and addresses them by contacting the broadcasters and 

asking them to modify or remove the advertising material. If the 

party refuses to do so, the CLEP can involve the media, telling 

them to refuse or suspend the content, although in practice they 

have never had to resort to this. 

The CPL elaborated the Deontological Code of Advertising in 

Luxembourg with the aim of maintaining and improving consumer 

trust in the industry, the communication sector and the market in 

general. The Code was revised in 2015 so as to take online 

behavioural advertising into account. The Code covers CC in 

television broadcasts, on-demand AVMSD and all other media.

LV

Practices of SR/CR are very limited in Latvia, as there are no 

specific schemes in place. Audiovisual media are regulated by the 

national “Electronic Mass Media Law” which covers audiovisual 

media, as well as radio and to some extent the internet.The 

n/a n/a
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The Dutch Advertising Code (Nederlandse Reclamecode) was 

developed in the 1970s by the advertising industry based on the 

ICC Code. It contains rules and standards for ethics in advertising 

(not misleading, not gratuitously offensive, etc.). Specific codes 

were developped later for certain products and services: related to 

social responsibility (alcohol, food, environmental claims); for the 

way in which advertising is disseminated; and industry specific 

codes. The Dutch Advertising Code is a general code for all 

advertisements, not only via audiovisual media.

PL

The core element of the SR/CR system in Poland is the general 

Code of Ethics in advertising developed by the Union of 

Associations Advertising Council. Other specific codes were 

developed later by the SRO, trade organisations and public 

authorities for specific products (e.g. CC on HFSS aimed at 

children).  

The Union of Associations Advertising Council (Związek 

Stowarzyszeń Rada Reklamy) consists of several associations 

representing the advertising industry. The main mechanisms 

within the SR/CR scheme are: the complaints handling process 

(conducted by the Committee of Advertising Ethics), and the 

monitoring of the complaints. The Committee is responsible for 

the enforcement. In case of breaches of the Code rules, the 

Committee requests the advertisers to change the advertisements 

with the aim of remedying the infringement. In adition, in 2015, 

public authorities, enterprises (the 6  largest Polish TV 

broadcasters), trade organisations developped a new scheme on 

CC related to HFSS food and drinks aimed at children.  

The Code of Ethics in Advertising (Kodeks Etyki Reklamy) is 

applicable to all kinds of advertisement and sponsorship 

practices, regardless of the media channel used (press, audiovisual 

media etc.). In 2015, the Rada Reklamy developed the "Television 

Broadcasters’ Agreement on the rules of distributing 

Advertisements and Sponsor Recommendations regarding 

foodstuffs or beverages containing ingredients whose presence in 

excess amounts in the daily diet is not recommended". This code 

regulates CC on food aimed at minors on television broadcast 

only.
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Self-regulatory (SR) system Self-regulatory organisation (SRO) Codes

PT

SR/CR is widely spread in Portugal. SR/CR in the field of CC 

concerns the Code of Conduct of the Civil Institution for Self-

discipline of the Media (ICAP), including specific codes for, 

amongst others, advertisements of foods and beverages directed 

at children, and alcoholic beverages.

The Civil Institution for Self-discipline of the Media (Instituto Civil 

de Autodisciplina da Comunicação Social, ICAP) is the SRO in the 

field of CC. It mainly receives complaints from actors from the 

industry and from individuals. Furthermore, it provides ex-ante 

Copy Advices to advertisers. Conflict resolution is carried out by 

an Ethics Jury (EJ). Individual entities such as consumer 

associations and companies may present a complaint against a 

CC. The EJ may require the amendment of the advertisement in 

question, or the removal of the campaign. The EJ can also use 

naming, shaming and blaming, and membership suspension or 

exclusion.

The ICAP conduct code (Código de conduta do ICAP) has been 

developed by industry and trade organisations. The main 

objectives of the Code are to prevent misconduct and abuses in 

advertising, show responsible and good practices, strengthen 

public trust and promote ethical principles. The Code applies to 

CC in TV broadcasts, ODAVMS and all other media. 

RO

The national regulator for the audiovisual sector is the National 

Audiovisual Council of Romania (CNA). The CNA encourages the 

sector to adopt self-regulatory measures. The Romanian 

Advertising Council (RAC) is the independent non-governmental 

organisation involved in self-regulation of advertising. The CNA 

and RAC have signed a protocol to be able to discuss complaints 

and to come to the right decisions in line with legislation.

The Romanian Advertising Council (RAC) is the independent SRO 

in advertising. It was created in 1999 and includes 70 members 

from the industry sectors, associations and advertising agencies, 

The RAC developped the Code of Advertising Practice. It handles 

complaints for non-compliance with the Code from consumers 

and industry members through its Ethics Committee. Sanctions 

range from naming and shaming to membership exclusion.

One of the most important SR codes for audiovisual CC is the RAC 

Code of Advertising Practice (Codul de practica in publicitate) 

(1999). The RAC code sets a common basis for advertising rules, 

promoting good behaviour amongst media companies across the 

sector. The code contains general rules of conduct and specific 

rules for specific products (e.g. beer, alcohol, HFSS for children, 

cosmetics). It covers TV broadcasting, cinema, radio, printed 

material, packaging, online and telephone communications. 

Another relevant code is the Deontological Code (Cod 

Deontologic), developed by the Romanian Association for 

Audiovisual Communications (ARCA) (commercial broadcasters), 

although it does not focus specifically on CC.

SE

The Swedish SR/CR system is based on the Consumer 

Ombudsman, who is responsible for monitoring the content of 

advertisements on television and on-demand TV, and carries out 

the regulation regarding advertisements directed at children.

The Swedish Advertising Ombudsman (Reklamombudsmannen, 

RO) is an industry SRO set-up to monitor CC as a supplement to 

the existing legal regulations.The objectives of the RO are to 

provide the general population, businesses, authorities and other 

organisations information and guidance in ethical questions 

regarding marketing; to provide copy advice to the funders of the 

foundation; to take part in public debates and information events 

which regard ethics in marketing; to take part in obvious cases to 

judge if a marketing practice is compatible with the rules of RO; in 

all other cases refer complaints to the RO jury for review; to make 

presentations of cases for the RO jury.

The monitoring by the RO applies to CC in TV broadcasts, 

ODAVMS and all other media. 


