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Two bodies, shared goals 
                   

 
 

     
 
Writes, helps enforce and advises on the Advertising Codes 
 
  
                  
Administers and enforces the rules laid out in the Codes 



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. 

The ASA’s remit 







Recognition of Advertising 

The Rules:  
 
Marketing communications must be obviously identifiable 
as such. 
 
Marketers and publishers must make clear that 
advertorials are marketing communications 
 
Key Points: 
 
•  Consumers need to know its an ad! 

•  The ASA holds publishers responsible too 

•  Rules reflect a banned practice under EU law 

 



“People really don’t mind content from brands so long as it is  
relevant and useful and, critically, as long as it is clearly labelled.” [IAB] 
 
Consumers ‘like’: 
 

•  The advertiser logo being prominent, ideally at the top of the piece of 
content 

 
•  Clear labelling  

•  Boxing or colours that clearly make commercial content look visually 
different to editorial content 

 
 

Labelling… 



Advertorial – In Remit 

Full advertorial 
-  Reciprocal arrangement and editorial control of the 

content in general 

Commercial break 
-  An advertorial section placed within an otherwise 

independent editorial feature (e.g. on YouTube) 
 
Product placement 
₋  A specific product placed within otherwise      

independent editorial (e.g. a specific make-up brand for 
a tutorial) 

 



ASA native rulings 



Oreo vlog ruling 



Advertorial – Outside Remit 
Genuine ‘sponsorship’ arrangements 
 
An advertiser has supported something financially, but has no editorial control 
over the content 

Free items 
 
An advertiser has sent a blogger a free product on the condition that they given 
an honest review 
 
 

For either scenario, if any control is held 
over the (e.g. positive mentions only, no 
other brand, right to veto or sign-off) the 
content with fall within remit 



Affiliate advertising – In Remit 

•  Performance-based marketing where an affiliate is rewarded, usually 
with a pre-agreed percentage of each sale, by a business for each 
new customer attracted by their marketing efforts.  

•  Allowing affiliate marketers free rein over the content of ads does not 
excuse advertisers from the responsibility of ensuring that their 
advertising is compliant with the CAP Code – both likely to be named 
and held responsible! 

 
 



What should the label say? 

Acceptable Labels 
 
Ad, #Ad 
Advertising 
Advertisement 
Advertising feature 
Advert 
 
Ruled against 
 
#sp 
Brand publisher 
Brought to you by 
Thanks to X for making this possible 
Sponsored 
With 
@ X 
 
The label should indicate payment and control but all 
dependent on individual context! 
 



Getting help and staying informed 



Getting help and staying informed 
 
advertisers.asa.org.uk 

Bespoke Copy Advice 
 
Events 
 
eLearning 
 
AdviceOnline database 

 …and check out weekly 
rulings asa.org.uk 
  



Includes: 
 
Overview of how the ASA system works 
 
Gambling, food and alcohol rules 
 
Misleading advertising (three parts) 
 
Promotional marketing 
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Thank you! 


