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OOPEA2 EAETIXOY
ATAODHMIZH2

AeovtoAoyia kot AutopUOuion



q)EA ®OPEAS EAEMXOY
AIAGHMISHS

Mn kepSOOKOTILKN ETALPELA XWPLC LETOXLIKO KEPAAQLO.
- JuotaBnke to 2011.

MpWTAPXLKOC OKOTIOG 0 EAEYXOG TWV SLAPNULOTIKWY INVULATWY,
o€ o0Aa ta MME, wote va cuppopdwvovtol pe tov Kwdika
Aeovtoloyiac kat ta Mapaptipatd Ttou.

- To mpwTto maparmnovo eéetaotnke tov Maptio tou 2012.

MéMoc tnc European Advertising Standards Alliance (EASA) amo to
2013.



q)EA ®OPEAS EAEMXOY
AIAGHMISHS

- H EXEL AVAYVWPLOEL TOV
LLNXOWVLOMO XELPLOMOU TTapartovwy Ttou akoAouBel o Qopeag
EA€yxou Aladnuiong (DEA) we katdAAnAo unxaviopo
g&etaonc Sltapnuiocewv TTPOKELUEVOU v KPLOEL av QLUTEC
armoteAoUv ntapanAavnTtikn dStadpnpLon eVog EPTTOPEVOLLEVOU
NPOC AAAO EUTIOPEVOUEVO 1 AV ATOTEAOUV aBEuLTA
ouykpLtikn dtadnuion.

- ‘Exoupe vnoypay et Mvnuovia Zuvepyaoiog He:
Apxn PadlotnAeopaong Kumpou
Entitpormo lootntoc twv QUAwvV
padeio TuTou kot NMAnpodopLwv


https://tinyurl.com/5n73t7ra

edsd

European Advertising

Standards Alliance
lohavbia >
Zounbia
NopPBnyia ®ivAavdia
BakTiki EcBovia
Bahacod )
Bope AeTovia Mboxa
Baka . 19 Mockea
Hvwpévo Aavia A8ovavia o
7 @) Bacikelo
Iphavbia Mom 09\uv6iu ? I'Iohwug Agukopwoia
LO'U on 9 3 . Bepohivo Bupgoﬁia- ..Kigpo
bl ollm"'lﬂ °I=n Warszawa Kuils
‘35)\\9 : U ®
? Toe &y g g
. R "QBI:IK(EI Oukpavia
Mapiot o y e i
Paris . -Avggmia : ~ MoAbaBia
TaAhia 4 Ouyygoia :
il Poupla
Kpoatia~ 7 ¥
iﬂpﬁico Maipn
R Itahia i y Bahaooa o
- faBpitn ® Boui_wupiuo T lewpyia.
I'll:lp"ﬂYMiG ?ﬂadnd ;Dwnl:llg ¢ A‘l";léa[r’a .A-(.Sppﬂ[ﬁtz(‘l\f
lonavia EM‘Q Toupkia e Toi
AlgaBaova
Lisboa
Kt’mpoqo ~ Zupia
Tuvnoia Aipavog
- Ipdk :
Mapoko lopanh Ipav
®
Kdipo
Ahyepia salall
ALBon Aiyumtog lepotkoe Kehnoc
AvTikn I-.va,llwv

®OPEAZ EAETXOY
ATAOGHMIZHE

JUoTNUO TIOU €XEL
SoKlpaoTel

22 dopeig
autopuBLoNG oTNV
EE

JAMEPQ, OL XWPEG NG EE
Twv 27 mou bev €xouv
SRO sivat ot Aavia,
Ecdovia, Kpoartia,
Nettovia, Atdovavia,
MaArta.



Moot cuppetExouv otov OEA

®OPEAZ EAETXOY
ATAOGHMIZHE

» 20vdeopoc Atadrponc Entkowvwviac Kompou

» 2Z0vdeopoc Atadpnuilopevwy Kumpou

» 25 etaipeiec MME (uéypt oripepa)

AD BOARD MEDIA LTD

ALPHA TELEVISION CYPRUS LTD
ANTENNA LTD

ATHINA MEDIA SERVICES LTD

DIGITAL TREE MEDIA LTD

EKAOZEIZ APKTINOZ ATA

EKAOZEIZ THAEQPEZ ATA

EKAOTIKOZ OIKO2 AlIAZ AHMOZIA ATA
IMH C.S.C. LTD

H KAOHMEPINH MOAITIKH KAl OIKONOMIKH
EOHMEPIAA EKAOZH KYIMNPOY ATA

MA&CA ENTERTAINMENT LTD
M.]. & P AD LTD (160m?)

N&M MEDIAMORFOSIS LTD

O OINEAEYOEPOX AHMOZIA ETAIPEIA ATA
OMEGA CHANNEL LTD

RADIO DEEJAY LTD

RADIO ELIOS NETWORK LTD

RADIO FREDERICK LTD

PAAIOTHAEONTIKH ETAIPEIA EAAHNIKH HXQ ATA

SIGMA LIVE LTD

SIGMA RADIO TV PUBLIC LTD
SPP MEDIA LTD

SUPER BRD ADS LIMITED
SUPER MERCURY RADIO LTD
SUPERSPORT F.M. (CYPRUS) LTD



Kwdikag Asovtoloyiag

ATAOGHMIZHE

» O kunplakoc Kwdikag Asovtoloyiac Baociletal otov KwdiKa
tou ICC.

» MNeplthapBavel 25 apBpa yia Bspata mapamnAdvnong,
TEKUNPLlwOoNC, XpNONG ETILOTNUOVIKWY OTOLXELWV OTN
Stadnuion, ovykpiloswy, pipnong, Suopnuionc, Bepata
uyelag Kot aopaleLlag, K.AT.

» O OEA €xeL Snpoupynoel eEELOKEVMEVO TTOLPOLPTAHLOLTAL YLOL
VOl EOTLA0EL O€ BEpOTA VLA TOL OTTOLOL Ol KATAVOAWTEC £XOUV
Wdlaitepn evalodnoia, OMWC:

Awapnpioelg kat Mawdla
MpowOnTIKEC EVEPYELEC
Tpéd)LuOL kKol Mota (ueTa kat arto aitnua tn¢ Apxnc PadiotnAedpaonc Kumpou)

A)‘KOO}\OUXG NMota (600nkav oe AvtivapkwTtiko ZupuBouAio Kumpou
Mnupa kat Apxry PabdtotnAeopaong Kumtpou oti¢ 27.5.2013)



Tl Eival 6la¢ﬁulcn; OOPEAZ EAETXOY

ATAOGHMIZHE

» «Alapnpion» niepthapPfavel kabe popdn dtadnpionc Ko
ETILKOWVWVLAC YLaL KAOe eldouc mpoiovta Kal UTtNPECLEC.

» HAEEN «Sladnpon» AapBavetal oto EUPUTEPO VONHUA TNE KoL
nepthappavet dStapnuiosic mou petadidbovral/dnuootelovtal Ano
Méooa Mallkic Evnuépwonc, KaBwc emiong Kol EVEPYELEC EUTTOPLKAC
Kol StapnULoTLKAC TpowBnonc, mapouaoiaonc Kat TPoPoAnc yia
TPOLOVTAOL KOl UTTNPECLEC, KOl OAEC TIC LOPPEC EUTIOPLKNG KOLL
KOWWVLKNC ETLKOWVWVIOC aveEdptnTa o TO LECO TIOU
XpnoLHoToLeital, tou UAoTotloUvTtal amnevBeiac amnod tov
StapnOpeVO N yLoL AoyapLoopo Kol Kat' eVTOAR TOU Kall
OTOXEVOUV OTNV NMPowBnon POoIOVTWV Kol TOV EMNPEACHO TNC
KOTOLVOAWTLKNAC OUTIEPLPOPAC.



‘, p
’Opvava EAéVXOU (DO‘P‘EAZ EAETXOY

ATAOGHMIZHE

» O OEA ouykpotei Svo Emttpornec :

NpwTtofaduia Ertponn
Agvutepofabuia Enttponn



E¢é€taon MNapanovwy

ATAOGHMIZHE

» O unyaviopoc tou QEA Kivntormoleital pe po aitnon vo eAeyxOet
ua Stadpripion, amno:
> EVaV KOTOVAAWTA 1] OPYOVWOELS KATOUVOAWTWV
> ETIXELPNOELG, LOLWTIKOUC 1l SNUOCLOUC OPYOVLIOUOC
» tov AtevBuvtn tou OEA, otnv

» Mpwtofabuia Emttponn
4 atopa amno kKAado - dtadpnuioteg, dStapnuilopevol, MME
2 ATopa aro TOV EUPUTEPO KOWVWVLKO XWPO, CUMTT. TwV EVWoewv
Katavalwtwv
» MeHOVWUEVOL KATAVOAWTEC Kol CUAAOYLKOL popELC KaTavaAwTwY
Sev unoxpeouvtal otnv KatafolAr téAouc eé€taong.

» ZUUPWVA LLE TNV TIPAKTLKN TWV MEPLOCOTEPWV EVPpWTIAiKWV SRO, T
OTOLYELQ TOU KOTOVOAWTA €ivol EUMLOTEVTIKA (EKTOC av 0 (btoc
OUVOILVETEL OTN YVWwaTormoinaon touc atov dtapnut{OUEVoO).




ﬂpwtoﬁdﬂpla - AlaleaO'i.a OOPEAS EAEMXOY

ATAOGHMIZHE

Tol LEPN UTTOPOUV VOL CUMMETEXOUV OTNV €EETOLON TOU TTALPATIOVOU.

OL ouVESPLACELC TIPOYLATOTIOLOUVTOL SLOBLKTUOKAL.

KaBe mAeupd ekmpoowTeitol HUe 4 To TTOAU ATouAL.

[l TNV avArTuén Twv LOXUPLOMWYV TNE, KABe TTAELpA £XeL otn dLaBeon
NG 20 Aemtd yla tnv mpwtoloyia kat 10 Aemttd yia tn deutepoloyia.

» To pepoc nou dev mapiotatal KaAeital vo UTTOBAAEL ypartto
UTTOVNLOL LE TLG ATTOP ELC KOl TOL ETILXELPAMOTA TOU KABwG Kol Ta
OXETLKA LLE TNV UTIOOEON oToLXElQL.

» O drapnulopevocg pépet to Bapoc tnc anodeénc tng aAndelag Kot
NG OKPIBELOC OAWV TWV LOXUPLOKWV OTNV EMLKOLVWVLA TOU.

vV v Vv V9

» TeEKUNPLWUEVEC ATTOPAOCELC EVIOC 2 EPYACLUWY NUEPWV.

» HMNpwtofaduia prnopei va Intost va d&L tn véa (tporomotnuévn)
gkO0OXN TNC EMKOVWVLOC TPV amod th dnpooisvon/petadoon tng,
WOTE va KPiveL eav €xeL unapéel cuppopdwaon He tTnv anodoaon Tnc.




ﬂpwtOBdela - A".Od)dcﬁlq OOPEAS EAEMXOY

ATAOGHMIZHE

» O xpovoc edappoync TN anodoonc ywa anocupon/SLakomnn r ylo
TPOMoOTMoinon TNG EMKolvwviac, kabopiletal amo tnv Emntponn,
OUWG UTTOPXEL LEYLOTN XPOVLIKA MEPLOSOC XAPNTOG VA HECO:

TnAeopaon, Kvnuatoypadog
Online/digital emwkowwvia

Padiopwvo, Huepriola kot > EPYAOLUES NHEPES
EBSopadiaia Evtuma

Mnviaia Evtuma 22 €pPYAOLUEC
YriaiBpla Stadripion 10 epyAOLUEC
EVvNUEPWTLKA EVTUTIO, CUCKEUOOLEG, 25 epyaoLlEG

SLapnULOTIKO UALKO



I'IpwtOB('prla - KUp(.bO'EI.C OOPEAS EAETXOY

ATAOGHMIZHE

» Kupwoelg emtBaAlovtol otav:

Agv uTApXEL CUPHOPpdWON otnV anodaon tne MNpwtofaduLoc
Ertitporniic EA€yxou Emikolvwviog

AkoAouBeital mapeAKUOTLKI) TOKTIKA Ao Touc eVTEAAOUEVOUC O€
S10pOwon A mavon TNG EUNOPLKNAC ETIKOLVWVLOC
» Baolkn kUpwon:
o OEA {nta a6 ta MME tnv apeon dtakomnn
™NC SLapNULONC KaL EVUEPWVEL, LETAEY AAWV:

Yninpeotia MNMpootaciag KatavaAwtn
Apxn PadlotnAeodpaonc Kumtpou
AAM\ouc dopeic Tou KpLVEL OKOTILO
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2TatloTtikeC EASA 2021

ATAOHMIZHZ

Graph 1: Complaints lodged with SROs and the number of complained about ads across Europe from 2017 to 2021
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Jtolxeila 2021: MNapamova ano 26 SROs os 24 xwpes — 21 otnv EE, ouv Bpetavia, EABetia, ZepBia kot Toupkia.
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2TatloTtikeC EASA 2021 SOPE e

ATAOHMIZHZ

61,883 complaints related to 29,684 advertisements were received
by 26 European SROs

The UK and Germany accounted for over 80% of all complaints
received in Europe

Misleading advertising remained the predominant issue
complained about at 60% followed by social responsibility issues at
16%

On average, SROs resolved 44% of received complaints within the
first week, 67% in two weeks, and 82% within one month

Online advertising remained the most complained about medium
with 45% of complaints followed by television at 39%, whilst
outdoor advertising saw a decrease to 3%




PEQ

OOPEA2 EAETIXOY
ATAODHMIZH2

2UpBouAeutikoc MpogAeyxoc



Copy Advice

A&LoAoynon dtadnuLotikou VALKOU, oLV atuto SNUOCLEVUTEL, L€ OKOTIO TOV
EVTOTILOMO TILOOVWV TTapafLACEWY TOU KWALKA 1)/KOL TWV TTOPAPTNUATWY
Tou. Exel tpilat BaoiLkd XapoKTNPLOTIKA:

1.

Elval pio osUHPBOUAEUTIKA UTINPECLO TTOU TTAPEXETAL LUE OTLOAUTN
EUTILOTEUTLIKOTNTA, TPV o tn dnpocicuon/puetadoon ULog

dtadnuLonc.
Adopd pLa CUYKEKPLUEVN SLadpnULOTIKA TtpoTaoh.

ExeL xapoktipo pn S€opeVTIKAG YVWHodaTnoNG.

O dtadbnulopevoc/dladbnULOTIKN sTaLpela pmopel va eTUAEEEL va NV
akoAouBnoeL TNV TomobEtnon otov CUUBOUAEUTLKO TIPOEAEY)O.
Avtiotola, og nepintwon naparnovou, n Npwtofaduia Emttpornn
niov Ba kKAnBel va amodaciost yla 1o mapdamnovo, Ba evnuepwBel yLa
T yvwpodotnon kat Ba tn AdaBet urtoPn, aAAd dev deopeletal amo
autn otnv anodaon tne.



Copy Advice

ATAOGHMIZHE

A4

Awpeav -yla ta pEAN tov MEA- cupBoUuAgUTIKN UTtNPEDLa.
» Ta pn HEAN, To KOOTOC avep)eTal o 200 evupw yLa KABe StapnuULoTIKn tpotaon.

» To aitnua yio cupPOUAEUTLKO TIpoEAEYXO pLaG Stadnpiong Ba mpemeL va
ouvodevetal art’ OAn tnv anapaitntn ntAnpodopnon (m.x. StadnuLoTKA
npotaon, oevaplo K.At.). Elval emiong xpn oo va kataypadovtol Tuxov
npoPAnuatiopol A onueila ota omoia Ba emBupovoate tnv tonobetnon tov OEA.

» Tnvmeplodo 2012-2021, o OEA €6woe cuvoAika 258 copy advice.

» Me Baon ta otoleia tng EASA yia to 2021, otnv napoxn copy advice n Kumpog
Katelyxe tn 14n B€on 0toO OXETLKO TivaKa, TILO TIAVW ATTO XWPEC OTWC AuoTpia,
EANGSQ K.ATT

» Ta MEPLOCOTEPA EPWTILATA ATIOVTWVTAL O 24-48 WPEC.

» Onwc daivetal mapakdtw, N utnpeoia copy advice aélomnoleital Wdlaitepa Kal oe
EVPWMAIKO eMinedo, onuelwvovtac otabepa avénon oe etnola facn cuupwva
LLE OTATLOTIKA oTolXela TG European Advertising Standards Alliance.
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Graph 20: Copy advice requests across Europe from 2017 to 20213
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OdeAn yia ayopa

» MpoAofaivoupe amayopeVOELC AITO KUTIPLAKN N EUPWTTAIKN
vouoBeoia.

» MNpooTaTEVOULLE KOl TIPOWBOUE TOV UYL AVIOYWVLOUO.
» EvioyUoupe tTnv eumiotoouvn ota brands.

» Anuovpyovpe cwoto umtoPabpo yia otnpLen tne B€onc yua
e\evBepla TNC EUMOPLKAC ETILKOLVWVLALC.



OdEAn yra tov KatavaAwtn

ATAOGHMIZHE

» Tayutnta
OAokAnpwon npwtoBabuiag dtadikaoiag os epimou 2 eBOOUASEC
» EveAiéia
Eppunvela kwdika pe Baon to ypappo aAAd Kol To velpa
» Awpeav
yLOl TOUG KOTAVOAWTEG Kall TOUG cUAAOYLKOUC pOopELC TOUC
» EUKoOAQ KaTovoNTEC armoPpAOELC
Y€ ox€on UE TIC amodAoelC Twv SlkaoTnplwv
» EmutA€ov mpootaoia yla Tov KatavoAwtn
2UUMTANPWHOTLKA ME TN VopoBeoia
» ATTOTEAEOUOTLKEC KUPWOELG

Tpormormoinon ) SLoKoTmn enLkoVwviag



Cormmissian

New Directive

e Political agreement reached on 19 September

e Targeted amendments to UCPD

* New prohibitions on greenwashing, e.g.:
dClaims related to future environmental performance
QGeneric environmental claims
dSustainability labels
dClaims based on GHG emission offsetting schemes

*« New prohibitions on early obsolescence, e.qg.:
Qgood with a feature introduced to limit its durability

dFalse claims on durability or reparability



Some Blanket prohibitions added to
UCPD Annex I OOPEAZ EAETXOY

ATAOGHMIZHE

» COMMERCIAL PRACTICES WHICH ARE IN ALL CIRCUMSTANCES
CONSIDERED UNFAIR

» Making generic environmental claims without receipt of an
, , or other recognised excellent
environmental performance in EU law.

» Examples of generic claims - ‘environmentally friendly’, ‘eco-friendly’,
‘green’, ‘nature’s friend’, ‘ecological’, ‘environmentally correct’, ‘climate
friendly’, ‘gentle on the environment’, ‘carbon friendly’, ‘energy efficient’,
‘biodegradable’, ‘biobased’ or similar statements.

» Additionally, a trader should NOT make a generic claim such as ‘conscious’,
‘'sustainable’ or ‘responsible’ exclusively based on recognised excellent
environmental performance, because such claims relate to other aspects,
such as social characteristics, in addition to the environmental aspect.

» The ban applies to claims on products, product categories, brands or
traders, and which are made in written form or orally combined with
implicit claims such as colours or images.


https://environment.ec.europa.eu/topics/circular-economy/eu-ecolabel-home_en
https://environment.ec.europa.eu/topics/circular-economy/eu-ecolabel-home_en
https://www.iso.org/standard/72458.html

Some Blanket prohibitions added to
UCPD Annex I OOPEAZ EAETXOY

ATAOGHMIZHE

» Making CO2 neutral/reduction claims at the product-level
based on offsets:

» Examples of such claims include “climate neutral”, “CO2 neutral
certified”, “carbon positive”, “climate net zero”, “climate
compensated”, “reduced climate impact”, “limited CO2 footprint”

among others.

» Such claims can only be allowed when they are based on the actual
lifecycle impacts of the product in question, and not based on
greenhouse gas emissions offsetting outside the product’s value
chain, as the former and the latter are not equivalent.

» Preamble specifies that this ban should “not prevent companies
from advertising their investments in environmental initiatives,
including carbon credit projects, as long as they provide such
information in a way that is not misleading and also complies with

the requirements laid down in Union legislation.”



Some Blanket prohibitions added to
UCPD Annex I OOPEAZ EAETXOY

ATAOGHMIZHE

» Displaying a sustainability label which is not based on a
certification scheme or not established by public authorities:

» Sustainability labels must be based on approved certification
schemes or schemes established by public authorities.

» Independent or brand-owned labels that are merely third-party
verified are banned.

» Label certification schemes must be open to all traders; be
developed by the scheme owner in consultation with relevant
experts and stakeholders; set out procedures for dealing with non-
compliance and foresee the withdrawal or suspension of the use of
the sustainability label by the trader in case of non-compliance; and
compliance by the trader with the scheme’s requirements must be
carried out by an independent third party from both the scheme
owner and the trader.



Some Blanket prohibitions added to
UCPD Annex I OOPEAZ EAETXOY

ATAOGHMIZHE

» Presenting requirements imposed by law on all products

within the relevant product category as a distinctive feature of
the trader’s offer.

» Making an environmental claim about the entire product or
the trader’s business when it actually concerns only a certain

aspect of the product or a specific, unrepresentative activity of
the trader’s business.

» Falsely claiming that a good has a certain durability in terms of
usage time or intensity under normal conditions of use.

» Presenting goods as allowing repair when they do not.



New practices considered
potentially misleading

ATAOGHMIZHE

» following a case-by-case assessment - UCPD Article 6
(Misleading actions) and Article 7 (Misleading omissions):

» Making future environmental performance claims without
“clear, objective, publicly available and verifiable commitments
set out in a detailed and realistic implementation plan that
includes measurable and time-bound targets and other
relevant elements necessary to support its implementation,
such as allocation of resources, and that is regularly verified
by an independent third-party expert, whose findings shall
be made available to consumers”.

» This effectively bans more vague aspirational claims.



New practices considered
potentially misleading

ATAOGHMIZHE

» following a case-by-case assessment - UCPD Article 6
(Misleading actions) and Article 7 (Misleading omissions):

» Advertising benefits to consumers that are irrelevant and do
not result from any feature of the product or business. For
example, claiming that a particular brand of bottled water is

gluten free or claiming that paper sheets do not contain
plastic.



New practices considered
potentially misleading

ATAOGHMIZHE

» following a case-by-case assessment - UCPD Article 6
(Misleading actions) and Article 7 (Misleading omissions):

» Providing a product comparison service on environmental,
social, or circularity characteristics without meeting
transparency requirements; including information about the
method of comparison, the products which are the object of
comparison and the suppliers of those products, as well as
measures to keep that information up to date. Such
information is regarded as material information.



New practices considered
potentially misleading

ATAOGHMIZHE

» following a case-by-case assessment - UCPD Article 6 (Misleading
actions) and Article 7 (Misleading omissions):

» Environmental and social characteristics, as well as circularity
aspects (durability, repairability and recyclability) have been added
to the list of the main characteristics of a product in respect of
which the trader’s practices can be considered misleading.

» Social characteristics are defined broadly, e.g. the quality and
fairness of working conditions of the involved workforce, such as
adequate wages, social protection, work environment safety and
social dialogue; to the respect for human rights; to equal treatment
and opportunities for all, such as gender equality, inclusion and
diversity; to contributions to social initiatives; or to ethical
commitments, such as animal welfare.



LINKS TO CASES REFERRED TO 60PERE ERETNOY

ATAOGHMIZHE

» FIFA, https://www.reuters.com/sports/soccer/fifa-made-false-
claims-about-carbon-neutrality-gatar-world-cup-regulator-
2023-06-07/

» FIFA, https://www.faire-werbung.ch/de/swiss-commission-for-
fairness-upholds-complaints-against-fifa/

» Lipton, https://www.asa.org.uk/rulings/pepsi-lipton-
international-a21-1120048-pepsi-lipton-international.html

» MOEBY, https://see.gr/wp-
content/uploads/apofaseis/A5708.pdf

» Alpro, https://www.asa.org.uk/rulings/alpro--uk--Itd-a20-
1081249-alpro--uk--ltd.html


http://www.fed.org.cy/fed/page.php?pageID=176&mpath=/260/261

Ztowxeia Emikowwviog

ATAOGHMIZHE

Xplotiava MaoyaAidou
AlevBuvTpLa

dopsac EAsyxov Aradpong
www.fed.org.cy

TnA.: 99 198954
Email:


mailto:c.paschalides@fed.org.cy
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