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This morning
- The ASA system

- The ASA’s new Digital Remit

- The CAP Code and children: general

- The CAP Code and children: food and drink

- Information and advice

- Q&A



The ASA system 
• ‘One-stop shop’ for ad complaints across all media

• Both self-and co-regulatory

• Advertisers, agencies and media commit to ‘legal, decent, honest and 
truthful’ and fund the system  

• Mandatory Codes, written by two Committees of Advertising Practice 
(CAP and BCAP), maintain standards for consumer protection and 
fair competition

• Independent ASA adjudicates on complaints and monitors 
compliance

• Fifteen-strong ASA Council is the arbiter of whether or not an ad has 
breached the rules

• Key principles - transparent, proportionate, targeted, evidence-based



How we’re funded

Levy collected by ASBOF / BASBOF

Independent of ASA

• 0.1% levy on ad spend

• 0.2% on mailsort contracts



The ASA’s remit
We cover
• Print and press ads
• Posters
• Direct mail
• Television and radio ads
• Sales promotions
• E-mail and text messages
• Internet (banners, pop-ups, virals)
• Teleshopping
• Cinema commercials
• Online marketing communications

We don’t cover
• Sponsorship
• Packaging
• Shop windows 
• Telephone calls
• Fly-posting
• Private classified ads
• Statutory / public notes
• Press releases
• Political ads (election 

campaigns)



Complaints 
received 
are 
assessed 
against the 
codes

If case to 
answer, 
informal 
approach 
made to 
advertiser

If needs be, 
formal 
investigation 
launched.

It just takes 
one!

We ask for 
written 
evidence to 
substantiate 
claims

ASA staff 
draft ruling 
that goes to 
advertiser and 
complainant 
for comment

Draft ruling 
goes to 
ASA 
Council 
who may 
not agree

Council’s 
decision is 
published 
online at 
ASA’s 
website

All rulings 
are 
released to 
the media

‘Complaint 
upheld’
means ad 
must be 
withdrawn 
or changed

Advertisers 
and 
complainants 
may be able 
to appeal 
decision

Complaints procedure

Complaints and investigations 



Sanctions
• Adverse publicity

• Media refusal

• Withdrawal of trading privileges (including direct mail contracts)

• Disqualification from industry awards

• Industry pressure

• Poster pre-vetting and pre-vetting of press ads for repeat offenders

• Referral to Office of Fair Trading / Ofcom

• New sanctions for websites including removal of paid ads that link to 
non-complying content and enhanced ‘name and shame’ on ASA 
site



A Comprehensive System

• 360O regulation

• Complaints and Investigations – public and industry

• Pre-publication advice  (Copy Advice on non-broadcast)

• Monitoring and compliance – sector compliance surveys
2009 Food and Soft Drink survey found 99.4% compliance

• Code policy – Broadcast Code interpretation (not copy advice)

• Research

• Advice, training and guidance



ASA’s new online remit



Extended Digital Remit
“Advertisements and other marketing communications by or from 
companies, organisations or sole traders on their own websites, or in 
other non-paid-for space online under their control, that are directly 
connected with the supply or transfer of goods, services,
opportunities and gifts, or which consist of direct solicitations of 
donations as part of their own fund-raising activities”.

In other words…

The primary intent is to sell something or raise funds, though not 
necessarily immediately via a transactional facility.  

The CAP Code will apply in full.









Content excluded from remit
• Editorial

• Press releases and other public relations material

• User generated content (unless adopted and incorporated within an ad)

• Political advertising

• Advertising of causes and ideas (though fund-raising is included)

• Corporate reports

• Natural search results/listings on a price comparison site

• Investor relations material

• Heritage advertising (unless used as part of current campaign)



The CAP Code rules on marketing 
to Children: general



Key principles - general
• All ads should be prepared with a sense of responsibility to 

consumers and to society

• No advertisement may mislead directly or by implication, 
exaggeration, ambiguity or omission.

• All ads should be legal, decent, honest and truthful

• Advertisers/ broadcasters must hold evidence to support all claims

• Added protection for children and vulnerable groups



Dedicated rules for children
Marketing communications addressed to, targeted at or featuring 
children must not:

• contain anything likely to result in their physical, mental or moral 
harm

• feature children in hazardous situations or behaving dangerously
(except to promote safety), or encourage children to copy practices 
that might be unsafe

• exploit their credulity, loyalty, vulnerability or lack of experience

• Make children feel inferior or unpopular, lacking in courage, loyalty 
or duty, if they do not buy or encourage others to buy the advertised 
product



Robinson’s Fruit 
Shoot



Letts Educational



Dedicated rules for children 
Marketing communications addressed to or targeted directly at 

children:

• must not actively encourage children to make a nuisance of 
themselves to parents or others, and must not undermine parental
authority

• must not include a direct exhortation to children to buy an 
advertised product, or persuade their parents or other adults to
buy it for them

• promotions that require a purchase to participate and include a 
direct exhortation must not be targeted at or addressed to children

• must not exaggerate what is attainable by an ordinary child using 
the advertised product



Disney Channel



Kerry Foods

http://www.fdf.org.uk/video/Cheese Strings calcium deficiency.mpeg


The CAP Code and marketing to 
children: food and drink



Food, soft drink ads and children
Special restrictions to reflect concerns about children’s diet and 

lifestyle

Ads must not:

• condone or encourage poor nutritional habits or an unhealthy 
lifestyle in children

• disparage good dietary practice or the selection of options, such as 
fresh fruit and vegetables, that accepted dietary opinion 
recommends should form part of the average diet

• directly advise or ask children to buy or ask their parents or other 
adults to make enquiries or purchases for them

• give a misleading impression of the nutritional or health benefits of 
the product as a whole



Coca-Cola Great Britain 

http://www.fdf.org.uk/video/Oasis%20cactus%20kid%20A08-63661.wmv


Kellogg’s

http://www.fdf.org.uk/video/Kelloggs%20Coco%20Pops%20A08-50427.wmv


Kraft Foods



Food, soft drink ads and children
Restrictions also cover way in which product is advertised

• Food ads targeted through their content at pre-school or primary children 
must not include a promotional offer

• Ads must not encourage children to eat or drink a product only to take 
advantage of a promotional offer

• Ads featuring a promotional offer linked to a food product must not 
encourage excessive purchase or consumption of the product, or 
encourage children to eat more than they otherwise would

• Licensed characters and celebrities popular with children must be used 
responsibly. They should not be used in ads targeted through their 
content at pre-school and primary children. 



Nestle UK  



Getting 
help and 
staying 
informed



CAP Services
A comprehensive range 
of services to help 
advertisers, agencies 
and media owners to 
comply with the rules.

In 2009, advice and 
training was provided on 
more than 47,000 
occasions.

cap.org.uk/capservices



Further information

www.asa.org.uk

www.cap.org.uk



Thank you!


