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Agenda 

Å Who we are - an overview of the ASA and CAP 

 

Å A step-by-step guide to the ASA process  

 

Å What do the Codes say? 

 

Å Sanctions 

 

Å Advice & Guidance 

 

Å Q & A 
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Who we are 

 
 An overview of 

the ASA and CAP  
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Who are we? 

We are the one-stop shop for ad complaints 

 

ÅWe are both self- and co-regulatory 

 

ÅWe are funded by advertisers, agencies 

and mediaé 

 

Åéwho commit to being ólegal, decent, honest 

and truthfulô 

 

ÅWe issue codes that protect consumers and 

maintain competition 

 

ÅWe are committed to being transparent, 

proportionate, targeted and evidence-based 
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Two bodies, shared goals 
 

                 writes and enforces the advertising codes 

ÅCAP Broadcast ï writes and enforces the 

UK Code of Broadcast Advertising 

ÅCAP Non-broadcast ï writes and enforces the 

ÅUK Code of Non-broadcast Advertising 

  

  

                  administers the rules laid out in the codes 

ÅASA Broadcast ï regulates TV and radio ads 

under contract from Ofcom 

ÅASA Non-broadcast ï regulates non-broadcast 

ads and is independent from Ofcom 
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We are funded by the industry 

Å0.1% levy on ad spend 

 

Å0.2% on mailsort contracts 

 

ÅCollected by ASBOF and BASBOF 
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360º regulation 
 

ÅMandatory Advertising Codes 

 

ÅTraining and advice 

 

ÅMonitoring compliance 

 

ÅComplaints and investigation 

 

Å Independent Council 

 

ÅEffective sanctions 

 

ÅTransparent communication 
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The industryôs rule book 
 

Two codes 

ÅThe UK Code of Non-broadcast Advertising, 

Sales Promotion and Direct Marketing 

 

ÅThe UK Code of Broadcast Advertising 

 

ÅThe Codes set standards that ensure that 

ads are legal, decent, honest and truthful 

 

ÅThey cover the content and placement of ads, 

as well as things such as sales promotions, 

database practice and distance selling 

 

ÅAdministered in the spirit as well as the letter 
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The jury that decides whether 

a complaint is upheld 
 

ÅThe ASA Council decides whether an ad has 

breached the Advertising Codes 

 

ÅThe 13-strong Council is made up of industry 

and non-industry figures 

 

ÅMembers have been chosen to collectively 

represent the perspectives of a wide 

cross-section of society 
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Recap 

Å CAP writes and enforces the advertising codes while ASA administers the rules 

laid out in the codes 

 

Å ASAôs remit now includes online marketing including social media 

 

Å There are two codes The UK Code of Non-broadcast Advertising, Sales 

Promotion and Direct Marketing and The UK Code of Broadcast Advertising 

 

Å The codes cover the content and placement of ads, 

as well as things such as sales promotions, 

database practice and distance selling 

 

Å The ASA Council ï made up of 13 industry and non-industry                      

figures decides whether an ad has breached the Advertising Codes 
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From complaint to conclusion 
 

Complaint is made 

Complaints can be made by phone, letter, email or online 
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From complaint to conclusion 
 

Does it qualify? 

Decision on whether complaint is within ASAôs remit, 

requires investigation and is a potential breach of the Code 
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From complaint to conclusion 
 

Investigated by ASA 

Formal or informal investigation carried out by Investigation Executive ï 

persuasion or consensus is a key goal 
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From complaint to conclusion 
 

Decision time 

The ASA Council decides whether to uphold complaint 

based on the Executiveôs draft recommendation. Decisions 

are published weekly on www.asa.org.uk  
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From complaint to conclusion 
 

Enforcement 

If a complaint is upheld but the advertiser doesn't amend 

or withdraw its ad the file is passed to CAP for enforcement 
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Remit of the Codes 
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Remit 

ÅPrint and press ads 

ÅPosters 

ÅDirect mail 

ÅTelevision and radio ads 

ÅTeleshopping 

ÅSales promotions 

ÅEmail and text messages 

ÅCinema commercials 

Å Internet (banners, pop-ups, virals) 

 

ÅMarch 2011 é Online marketing, 

including marketers own websites 

 

ÅFebruary 2013 é Online 

behavioural marketing  
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The ASA does not cover: 
 

ÅSponsorship 

ÅPackaging 

ÅShop windows 

ÅTelephone calls 

ÅFly-posting 

ÅPrivate classified ads 

ÅStatutory/public notices 

ÅPress releases 

ÅPolitical ads 

ÅOnline editorial 
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Online remit: Key distinction  

 

 

 

ñé directly connected with the supply or transfer 

of goods, services, opportunities and giftséò 

In remit é 

 

 

 

Outside remit é  
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ñé or in other non-paid-for space online under their 

controlò 
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