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The Code is intended to achieve the following objectives: 

���„ to demonstrate responsibility and good practice in advertising and marketing 
communications across the world;

���„ to enhance overall public con�dence in marketing communications; to respect privacy 
and consumer preferences; to ensure special responsibility as regards marketing 
communications and children/young people;

���„ to safeguard the freedom of expression of those engaged in marketing communications 
(as embodied in article 19 of the United Nations International Covenant of Civil and 
Political Rights);

���„ to provide effective practical and �exible solutions; to minimise the need for detailed 
governmental and/or inter-governmental legislation or regulations.

Structure of the Code
The Consolidated ICC Code is constructed as an integrated system of ethical rules. Its 
General Provisions and De�nitions apply without exception to all marketing communi-
cations; they should be read in conjunction with the more detailed provisions and speci�c 
requirements set out in the relevant chapters:

���„ Chapter A – Sales Promotion;

���„ Chapter B – Sponsorship;

���„ Chapter C – Direct Marketing;

���„ Chapter D – Advertising and Marketing Using Digital Interactive Media;

���„ Chapter E – Environmental Claims in Marketing Communications.

The Code should also be read in conjunction with other ICC codes, principles and 
framework interpretations in the area of marketing and advertising: 

���„ ICC International Code of Direct Selling; 

���„ ICC/ESOMAR International Code of Market and Social Research; 

���„ ICC Principles on Responsible Deployment of Electronic Product Codes; 

���„ ICC Framework for Responsible Food and Beverage Communications.

���„ ICC Framework for Responsible Environmental Marketing Communications

Scope of the Code and de�nitions
The Consolidated ICC Code applies to all advertising and other marketing communica-
tions for the promotion of any kind of goods and services, corporate and institutional 
promotion included. Its standards of ethical conduct should be observed by everyone 
concerned with marketing communications, whether as advertisers, marketers, advertis-
ing practitioners or agencies, in the media, or in related functions. 
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Implementation of the Code will vary depending on individual circumstances: it may be 
applied by self-regulatory organisations set up for the purpose, as well as by individual 
companies, agencies, media, etc. 

The Code is to be applied against the background of whatever legislation may be 
applicable. 

When applied in different countries or speci�c markets, ICC global codes enhance harmo-
nization and coherence, yet they are �exible enough to accommodate variations in culture 
and societal rules and norms. Where legislation and regulation are not consistent across 
borders, the Code defers to local rules. For example, since the de�nition of the term 
“child” or “young person” varies widely, the provisions outlined in this code that apply to 
marketing communications addressed to children and young people recommend the use 
of local de�nitions. An exception is in the �eld of privacy where there is general consensus 
on the age at which rules relating to “children” apply. Hence, for the purpose of all privacy-
related sections, including sections on online behavioural advertising, and in the absence 
of relevant local regulatory or self-regulatory de�nitions, the Consolidated ICC Code refers 
to “children” as 12 and under.

The following general de�nitions apply throughout the Code. Terminology relating to a 
 speci�c chapter or subsection is de�ned in that chapter or sub-section.

For the purposes of this code:

���„ the term “advertising” or “advertisement” means any form of marketing communications 
carried by the media, usually in return for payment or other valuable consideration;

���„ the term “consumer” means any person who can reasonably be expected to be 
affected by marketing communications, whether as an individual or as a trade customer 
or user;

���„ the term “digital interactive media” refers to any media platform, service or application 
providing electronic communications, using the Internet, online services, and/or 
electronic and communication networks, including mobile phone, personal digital 
assistant and interactive game consoles which allows the receiving party to interact with 
the platform, service or application;

���„ the term “marketing communications” includes advertising as well as other techniques, 
such as promotions, sponsorships and direct marketing, and should be interpreted 
broadly to mean any communications produced directly by or on behalf of marketers 
intended primarily to promote products or to in�uence consumer behaviour; 

���„ the term “market research”, which includes social and opinion research, is the 
systematic gathering and interpretation of information about individuals or organisations 
using the statistical and analytical methods and techniques of the applied social 
sciences to gain insight or support decision-making. The identity of respondents will 
not be revealed to the user of the information without explicit consent and no sales 
approach will be made to them as a direct result of their having provided information;

���„ the term “marketer” refers to persons or companies, including advertisers, sales 
promoters and direct marketers, who or on whose behalf marketing communications 
are published or disseminated for the purpose of promoting their products or in�uencing 
consumer behaviour;
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���„ the term “offer” means any presentation or solicitation for the sale or purchase of 
products; 

���„ the term “personal data” means any information relating to an identi�ed or identi�able 
individual; 

���„ the term “preference service” (“Robinson List”) means the administration and operation 
of a suppression �le of consumers who have registered a wish not to receive unsolicited 
direct marketing communications using a speci�c medium, against which marketing 
lists are matched;

���„ the term “product”  refers to anything that constitutes the subject of an advertisement; 
this usually means goods or services, but is not restrictive: where appropriate the Code 
may be applied more widely, e.g. to concepts.

Interpretation
The Consolidated ICC Code is to be interpreted in the spirit as well as to the letter. It 
 ap  plies to marketing communications in their entirety, including all words and numbers 
(spoken and written), visual treatments, music and sound effects, and material originating 
from other sources. Because of the different characteristics of the various media, e.g. 
press, television, radio and other broadcast media, outdoor advertising, �lms, digital 
 in  teractive media, direct mail, electronic messaging, fax, telephone, etc., communications 
which are acceptable for one medium may not necessarily be acceptable for another. 
Communications should therefore be judged by their likely impact on the reasonable con-
sumer, having regard to the characteristics of the targeted group and the medium used.

This means that marketing communications should be assessed having regard to the 
knowledge, experience and discriminatory ability of the typical consumer to whom it 
is directed, as well as social, cultural and linguistic factors. For example, when judging 
communications addressed to children, their natural credulity and inexperience should 
always be taken into account. Consumers in general are assumed to have a reasonable 
degree of experience, knowledge and sound judgment, and to be reasonably observant 
and prudent. Professional or otherwise quali�ed groups are presumed to have an 
appropriate level of specialised knowledge and expertise in their �eld of operations.

Cross-border communications -  
origin and jurisdiction
Before engaging in cross-border marketing communications, marketers need to consider 
what rules would be applicable. There are basically two principles: either the rules of the 
country from where the message or activity originates apply, or those of the country (or 
countries) receiving it. In the view of ICC, the rational and effective order would be for the 
principle of origin to take precedence, and ICC recommends it be implemented in the 
context of self-regulation. However, the question of legal jurisdiction, i.e. what national 
laws would be applicable in a given case, is de facto a complicated matter. Marketers are 
therefore urged to assess the legal situation with regard to where they target their market-
ing communications, and to familiarize themselves with the rules and regulations of the 
various relevant jurisdictions. 
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Basic principles
All marketing communications should be legal, decent, honest and truthful.

All marketing communications should be prepared with a due sense of social and profes-
sional responsibility and should conform to the principles of fair competition, as generally 
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Truthfulness
Marketing communications should be truthful and not misleading.

Marketing communications should not contain any statement, claim or audio or visual 
treatment which, directly or by implication, omission, ambiguity or exaggeration, is likely to 
mislead the consumer, in particular, but not exclusively, with regard to: 

���„ characteristics of the product which are material, i.e. likely to in�uence the consumer’s 
choice, such as: nature, composition, method and date of manufacture, range of 
use, ef�ciency and performance, quantity, commercial or geographical origin or 
environmental impact; 

���„ the value of the product and the total price to be paid by the consumer;

���„ terms for delivery, exchange, return, repair and maintenance;

���„ terms of guarantee; 

���„ copyright and industrial property rights such as patents, trade marks, designs and 
models and trade names; 

���„ compliance with standards;

���„ of�cial recognition or approval, awards such as medals, prizes and diplomas; 

���„ the extent of bene�ts for charitable causes.

Use of technical/scienti�c data and terminology 
Marketing communications should not

���„ misuse technical data, e.g. research results or quotations from technical and scienti�c 
publications; 

���„ present statistics in such a way as to exaggerate the validity of a product claim; 

���„ use scienti�c terminology or vocabulary in such a way as falsely to suggest that a 
product claim has scienti�c validity.

Use of “free” and “guarantee”
The term “free”, e.g. “free gift” or “free offer”, should be used only 

���„ where the offer involves no obligation whatsoever; or

���„ where the only obligation is to pay shipping and handling charges which should not 
exceed the cost estimated to be incurred by the marketer, or 

���„ in conjunction with the purchase of another product, provided the price of that product 
has not been increased to cover all or part of the cost of the offer.

Marketing communications should not state or imply that a “guarantee”, “warranty” or 
 other expression having substantially the same meaning, offers the consumer rights 
 additional to those provided by law when it does not. The terms of any guarantee or 
 warranty, including the name and address of the guarantor, should be easily available to 
the consumer and limitations on consumer rights or remedies, where permitted by law, 
should be clear and conspicuous.

Article 5

Article 6

Article 7
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Substantiation 
Descriptions, claims or illustrations relating to veri�able facts in marketing communica-
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Portrayal or imitation of persons and references  
to personal property
Marketing communications should not portray or refer to any persons, whether in a  private 
or a public capacity, unless prior permission has been obtained; nor should   
marketing communications without prior permission depict or refer to any person’s 
 property in a way likely to convey the impression of a personal endorsement of the 
 product or organisation involved.

Exploitation of goodwill
Marketing communications should not make unjusti�able use of the name, initials, logo 
and/or trademarks of another �rm, company or institution. Marketing communications 
should not in any way take undue advantage of another �rm’s, individual’s or institution’s 
goodwill in its name, brands or other intellectual property, or take advantage of the good-
will earned by other marketing campaigns without prior consent.

Imitation
Marketing communications should not imitate those of another marketer in any way likely 
to mislead or confuse the consumer, for example through the general layout, text, slogan, 
visual treatment, music or sound effects.

Where a marketer has established a distinctive marketing communications campaign in 
one or more countries, other marketers should not imitate that campaign in other 
 countries where the marketer who originated the campaign may operate, thereby prevent-
ing the extension of the campaign to those countries within a reasonable period of time.

Safety and health
Marketing communications should not, without justi�cation on educational or social 
grounds, contain any visual portrayal or any description of potentially dangerous  practices, 
or situations which show a disregard for safety or health, as de�ned by local national 
standards. Instructions for use should include appropriate safety warnings and, where 
necessary, disclaimers. Children should be shown to be under adult supervision whenever 
a product or an activity involves a safety risk.

Information provided with the product should include proper directions for use and full in-
structions covering health and safety aspects whenever necessary. Such health and safety 
warnings should be made clear by the use of pictures, text or a combination of both.

 

Article 14

Article 15

Article 16

Article 17
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Children and young people
Special care should be taken in marketing communications directed to or featuring 
 children or young people. The following provisions apply to marketing communications 
 addressed to children and young people as de�ned in national laws and regulations 
 relevant to such communications. 

���„ Such communications should not undermine positive social behaviour, lifestyles and 
attitudes; 

���„ Products unsuitable for children or young people should not be advertised in media 
targeted to them, and advertisements directed to children or young people should not 
be inserted in media where the editorial matter is unsuitable for them.

Material unsuitable for children should be clearly identi�ed as such.

For rules on data protection relating speci�cally to children’s personal information  
see article 19. 

Inexperience and credulity
Marketing communications should not exploit inexperience or credulity, with particular 
 regard to the following areas:

1. When demonstrating a product’s performance and use, marketing communications 
should not 

a. minimise the degree of skill or understate the age level generally required to 
 assemble or operate products; 

b. exaggerate the true size, value, nature, durability and performance of the product; 

c. fail to disclose information about the need for additional purchases, such as 
 accessories, or individual items in a collection or series, required to produce the 
result shown or described.

2. While the use of fantasy is appropriate for younger as well as older children, it should 



C
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Security of processing
Adequate security measures should be in place, having regard to the sensitivity of the in -
formation, in order to prevent unauthorised access to, or disclosure of, the personal data.

If the information is transferred to third parties, it should be established that they employ at 
least an equivalent level of security measures.

Children’s personal information
When personal information is collected from individuals known or reasonably believed to 
be children 12 and younger, guidance should be provided to parents or legal guardians 
about protecting children’s privacy if feasible.

Children should be encouraged to obtain a parent’s or other appropriate adult’s permis-
sion before providing information via digital interactive media, and reasonable steps should 
be taken to check that such permission has been given.

Only as much personal information should be collected as is necessary to enable the child 
to engage in the featured activity.

Data collected from children should not be used to address marketing communications to 
the children’s parents or other family members without the consent of the parent.

Identi�able personal information about individuals known to be children should only be 
disclosed to third parties after obtaining consent from a parent or legal guardian or where 
disclosure is authorised by law. (Third parties do not include agents or others who provide 
technical or operational support to the marketer and who do not use or disclose children’s 
personal information for any other purpose.)

Additional rules speci�c to marketing communications to children using digital interactive 
media can be found in chapter D, article D5.

Privacy policy
Those who collect data in connection with marketing communication activities should 
have a privacy policy, the terms of which should be readily available to consumers, and 
should provide a clear statement if any collection or processing of data is taking place, 
whether it is self-evident or not.

In jurisdictions where no privacy legislation currently exists, it is recommended that privacy 
principles such as those of the ICC Privacy Toolkit3 are adopted and implemented. 

Rights of the consumer
Appropriate measures should be taken to ensure that consumers understand and exercise 
their rights 

���„ to opt out of marketing lists (including the right to sign on to general preference 
services);

���„ to require that their data are not made available to third parties for their marketing 
purposes; and

���„ to rectify incorrect data which are held about them.

3.  
Available from  

www.iccwbo.org
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Where a consumer has expressed a wish not to receive marketing communications using 
a speci�c medium, whether via a preference service or by other means, this wish should 
be respected. Additional rules speci�c to the use of the digital interactive media and 
consumer rights are to be found in chapter D. 

Cross-border transactions
Particular care should be taken to maintain the data protection rights of the consumer 
when personal data are transferred from the country in which they are collected to  
another country.

When data processing is conducted in another country, all reasonable steps should be 
taken to ensure that adequate security measures are in place and that the data protection 
principles set out in this code are respected. The use of the ICC model clauses covering 
agreements between the originator of the marketing list and the processor or user in 
 another country is recommended4.

Transparency on cost of communication
Where the cost to consumers of accessing a message or communicating with the mar-
keter is higher than the standard cost of postage or telecommunications, e.g. “premium 
rate” for an online message, connection or telephone number, this cost should be made 
clear to consumers, expressed either as “cost per minute” or as “cost per message”. 
When this information is provided on-line, consumers should be clearly informed at the 
time when they are about to access the message or online service, and be allowed a rea-
sonable period of time to disconnect without incurring the charge. 

Where a communication involves such a cost, the consumer should not be kept waiting 
for an unreasonably long time in order to achieve the purpose of the communication and 
calls should not be charged until the consumer can begin to ful�l that purpose.

Unsolicited products and undisclosed costs
Marketing communications associated with the practice of sending unsolicited products  
to consumers who are then asked for payment (inertia selling), including statements  
or suggestions that recipients are required to accept and pay for such products, should  
be avoided.

Marketing communications which solicit a response constituting an order for which pay-
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Marketers, communications practitioners or advertising agencies, publishers, media-
owners and contractors should be familiar with the Code and with other relevant local 
self-regulatory guidelines on advertising and other marketing communications, and should 
familiarise themselves with decisions taken by the appropriate self-regulatory body. They 
should ensure an appropriate means exists for consumers to make a complaint and that 
consumers can readily be aware of it and use it easily.

Further details regarding implementation of the Code by companies and other bodies can 
be found in the Implementation Guide for the ICC Marketing Codes5.

Requests for interpretation of the principles contained in this code may be submitted to 
the ICC Code Interpretation Panel6. 
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Chapter A: Sales Promotion

This chapter is to be read in conjunction with the General Provisions on Advertising and 
Marketing Communication Practice.

Scope of chapter A
This chapter applies to marketing devices and techniques which are used to make 
 products more attractive by providing some promotional item, whether in cash or in kind, 
or the expectation of such a bene�t. The chapter applies irrespective of the form of 
 distribution or of media, including digital (e.g. websites) and audiovisual media. It also 
 applies to sales and trade incentive promotions, to editorial promotional offers and to 
those made by audiovisual media. 

Promotions are usually temporary activities, but the chapter applies also to the long-term 
and permanent use of promotional techniques. 

The chapter covers all forms of sales promotion, including

���„ premium offers of all kinds;

���„ reduced price and free offers;

���„ the distribution of stamps, coupons, vouchers and samples;

���„ charity-linked promotions;

���„ prize promotions of all kinds, including incentive programmes;

���„ promotional elements used in connection with other marketing communications, such 
as direct marketing or sponsorships.

The chapter does not cover the routine distribution of product supplements or accessories 
of a non-promotional nature.

Terms speci�c to sales promotion 
The following de�nitions relate speci�cally to this chapter and should be read in conjunc-
tion with the general de�nitions contained in the General Provisions:

���„ the term “promotional item” refers to any goods or services (or combination thereof) 
offered for a promotional purpose;

���„ the term “consumer” refers to any person, company or organisation to whom any sales 



CONSOLIDATED ICC CODE OF ADVERTISING AND MARKETING COMMUNICATION PRACTICE 17

���„ the term “intermediary” refers to any person, company or organisation, other than the 
promoter, engaged in the implementation of any form of sales promotion;

���„ the term “main product” refers to the goods or services (or combination thereof) being 
promoted;

���„ the term “promoter” refers to any person, company or organisation by whom or on 
whose behalf a promotion is initiated.

Depending on the circumstances, any producer, wholesaler, retailer or other person in the 
marketing process may be a promoter, intermediary and/or consumer for the purposes of 
a particular sales promotion.

Principles governing sales promotions

���„ All sales promotions should deal fairly and honourably with consumers. 

���„ All sales promotions should be so designed and conducted as to meet reasonable 
consumer expectation associated with the advertising or promotion thereof. 

���„ The administration of sales promotions and the ful�lment of any obligation arising from 
them should be prompt and ef�cient.

���„ The terms and conduct of all sales promotions should be transparent to all participants.

���„ All sales promotions should be framed in a way which is fair to competitors and other 
traders in the market.

���„ No promoters, intermediaries or others involved should do anything likely to bring sales 
promotions into disrepute.

Terms of the offer
Sales promotions should be so devised as to enable the consumer to identify the  
terms of the offer easily and clearly, including any limitations. Care should be taken not  
to exaggerate the value of the promotional item or to obscure or conceal the price  
of the main product.

Presentation
A sales promotion should not be presented in a way likely to mislead those to whom 
it is addressed about its value, nature or the means of participation. Any marketing 
 communication regarding the sales promotion, including activities at the point of sale, 
should be in strict accordance with the General Provisions of the Code.

Administration of promotions
Sales promotions should be administered with adequate resources and supervision, 
 anticipated to be required, including appropriate precautions to ensure that the adminis-
tration of the offer meets the consumers’ reasonable expectations.

In particular:

���„ the availability of promotional items should be suf�cient to meet anticipated demand 
consistent with the express terms of the offer. If delay is unavoidable, consumers should 

Article A1

Article A2

Article A3

Article A4
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be advised promptly and necessary steps taken to adjust the promotion of the offer. 
Promoters should be able to demonstrate that they have made, before the event, a 
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Promotions claiming to support a charitable cause should not exaggerate the contribution 
derived from the campaign; before purchasing the promoted product consumers should 
be informed of how much of the price will be set aside for the cause.

Information in prize promotions
Where a sales promotion includes a prize promotion, the following information should be 
given to consumers, or at least made available on request, prior to participation and not 
conditional on purchasing the main product:

���„ any rules governing eligibility to participate in the prize promotion;

���„ any costs associated with participation, other than for communication at or below 
standard rate (mail, telephone etc.);

���„ any restriction on the number of entries;

���„ the number, value and nature of prizes to be awarded and whether a cash alternative 
may be substituted for a prize;

���„ in the case of a skill contest, the nature of the contest and the criteria for judging  
the entries;

���„ the selection procedure for the award of prizes;

���„ the closing date of the competition;

���„ when and how the results will be made available;

���„ whether the consumer may be liable to pay tax as a result of winning a prize;

���„ the time period during which prizes may be collected;

���„ where a jury is involved, the composition of the jury;

���„ any intention to use winners or winning contributions in post-event activities and the 
terms on which these contributions may be used. 

Presentation to intermediaries

Information for intermediaries
Sales promotions should be so presented to intermediaries that they are able to evaluate 
the services and commitments required of them. In particular, there should be adequate 
details as to:

���„
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Particular obligations of intermediaries

Honesty
Sales promotions which have been accepted by the intermediary should be fairly and hon-
estly handled, and properly administered by him/her and his/her employees.

Misrepresentation
Sales promotions involving any speci�c responsibility on the part of the intermediary 
should be so handled by him/her that no misinterpretation is likely to arise as to the terms, 
value, limitations or availability of the offer.

In particular, the intermediary should adhere to the plan and conditions of the promotion 
as laid down by the promoter. No changes to the agreed arrangements, e.g. alteration 
of the time-limit, should be made by the intermediary without the prior agreement of the 
promoter.

Responsibility
The onus for observing the Code falls on the promoter, who has the ultimate responsibility 
for all aspects of sales promotions, whatever their kind or content.

Anyone taking part in the planning, creation or execution of any sales promotion 
has  responsibility, as de�ned in article 23 of the General Provisions, for ensuring the 
 observance of the Code towards intermediaries, consumers, and other parties affected or 
likely to be affected by the promotion.

Article A9

Article A10
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Chapter B: Sponsorship

This chapter is to be read in conjunction with the General Provisions on Advertising and 
Marketing Communication Practice.

Scope of chapter B
This chapter applies to all forms of sponsorship relating to corporate image, brands, 
 products, activities or events of any kind. It includes sponsorship by both commercial and 
non-commercial organisations, including sponsorship elements forming part of other 
 marketing activities such as sales promotion or direct marketing. The rules also apply to 
any sponsorship element of corporate social responsibility programmes. Sponsor-owned 
activities should comply, to the extent applicable, with the principles of this chapter. 

This chapter does not apply to product placement, or to funding which lacks a commer-
cial or communication purpose, such as donations or patronage, except where there is a 
sponsorship element.

Terms speci�c to sponsorship
The following de�nitions relate speci�cally to this chapter and should be read in conjunc-
tion with the general de�nitions contained in the General Provisions:

���„ the term 
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���„ the term “sponsored party”
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Respect for the sponsorship property and the sponsor
Sponsors should take particular care to safeguard the inherent artistic, cultural, sporting 



C
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The offer
The ful�lment of any obligation arising from a direct marketing activity should be prompt 
and ef�cient.

Whenever an offer is made, all the commitments to be ful�lled by the marketer, the opera-
tor and the consumer should be made clear to consumers, either directly or by reference 
to sales conditions available to them at the time of the offer.

When presenting the offer, any font which, by its size or any other visual characteristic, is 
likely to materially reduce or obscure the legibility and clarity of the offer should be avoided.

Wherever appropriate, the essential points of the offer should be simply and clearly sum-
marised together in one place. Essential points of the offer may be clearly repeated, but 
should not be scattered throughout the promotional material.

Presentation
The terms of any offer should be clear, so that the consumer may know the exact nature 
of the product being offered.

When the presentation of an offer also features products not included in the offer, or where 
additional products need to be purchased to enable the consumer to use the product on 
offer, this should be made clear in the original offer.

High-pressure tactics which might be construed as harassment should be avoided, and, 
marketers should ensure that they respect local culture and tradition to avoid offensive 
questions.

Right of withdrawal
Where consumers have a right of withdrawal (the consumer’s right to resend any goods to 
the seller, or to cancel the order for services, within a certain time limit and thus annulling 
the sale), the marketer should inform them of the existence of this right, how to obtain fur-
ther information about it, and how to exercise it.

Where there is an offer to supply products to the consumer on the basis of “free examina-
tion”, “free trial”, “free approval” and the like, it should be made clear in the offer who will 
bear the cost of returning products and the procedure for returning them should be as 
simple as possible. Any time limit for the return should be clearly disclosed. 

After-sales service
When after-sales service is offered, details of the service should be included in the terms 
of any guarantee, or stated elsewhere in the offer. If the consumer accepts the offer, 
 information should be supplied on how to activate the service and communicate with the 
service agent. 

Article C1

Article C2

Article C3

Article C4
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Identity of the marketer 
The identity of the marketer and/or operator and details of where and how they may be 
contacted should be given in the offer, so as to enable the consumer to communicate 
directly and effectively with them. This information should be available as a permanent 
reference which the consumer can keep, i.e. via a separate document of�ine, an online 
document, email or SMS; it should not, for example, appear only on an order form which 
the consumer is required to return. At the time of delivery of the product, the marketer’s 
full name, address and telephone number should be supplied to the consumer.

Unsolicited products 
Products for which payment is expected should not be delivered without an order.
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Use of telemarketing 

C 16.1 – Disclosures
The following provisions apply speci�cally to telemarketing:

Outbound calls

1. When calling a consumer, telemarketers should: 

�t��promptly state the name of the marketer they represent; 

�t��unambiguously state in the beginning the purpose of the call;

�t��politely terminate the call when it becomes apparent that the recipient is not 
 competent to complete the call, or does not wish to take the call, or is a child 
( unless the telemarketer receives permission from an appropriate adult to proceed 
with the call).

2. When a telemarketer calls a consumer who has a device with a number display facility, 
the consumer should be able to identify the number of the company that is calling.

All calls

3. Before closing the call, the telemarketer should ensure that the consumer is informed 
and aware of the nature of any agreement reached, and of any steps that will be taken 
following the call.

Where a sale agreement is claimed to have been concluded, the consumer should be fully 
aware of the essential points of the contract. These include, as a minimum:

���„ the main characteristics of the product;

���„ where products are to be supplied permanently or for an ongoing period, the minimum 
duration of the contract;

���„ the price of the product, including any additional costs (e.g. delivery and/or handling 
charges and any tax which the consumer may have to pay);

���„ the arrangements for payment, delivery or performance;

���„ any right of withdrawal to which the consumer is entitled.

Where the call leads, not to a sale, but to further contact by a marketer, the telemarketer 
should inform the consumer that there will be a subsequent contact. If data supplied by 
the consumer are to be used for any non-obvious purpose, i.e. a purpose which has not 
already been disclosed, the telemarketer should explain this purpose to the consumer in 
accordance with the General Provisions on data protection (article 19).

C 16.2 – Reasonable hours
Unless the recipient has expressly requested otherwise, outbound calls should be made 
only during hours which are generally regarded as reasonable for the recipient.

Article C16
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C 16.3 – Right to written con�rmation
Where a call results in an order, the consumer has the right to receive con�rmation, in 
 writing or durable format, of the detailed terms of the contract, in due time and at the 
 latest at the time of delivery of the goods or at the commencement of the delivery of the 
services. Con�rmation should include all the information speci�ed in article C3 (Right  
of withdrawal) and article C5 (Identity of the seller) and, where appropriate, any other 
 information speci�ed in this chapter.

C 16.4 – Monitoring of conversations 
Monitoring, including recording, of conversations made for telemarketing purposes should 
be conducted only with appropriate safeguards, in order to verify the content of the call, 
to con�rm a commercial transaction, for training purposes and for quality control. Tele-
marketers should be made aware when monitoring is taking place and consumers should 
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Chapter D: Advertising and Marketing Communications 
Using Digital Interactive Media 

This chapter is to be read in conjunction with the General Provisions on Advertising and 
Marketing Communication Practice and with chapter C on Direct Marketing.

Scope of chapter D
This chapter applies to advertising and marketing communications using digital inter active 
media for the promotion of any form of goods and services. It supplements the Code’s 
General Provisions and chapter C on Direct Marketing with speci�c rules relevant to 
 special issues presented by the nature of digital and interactive media, such as those on 
data collection.

Recommendations on best practice for customer redress and dispute resolution in online 
business can be found in the ICC documents “Putting it right” and “Resolving disputes 
online”8.

This chapter sets standards of ethical conduct to be followed by all parties (e.g. marketers, 
agencies or media) involved with advertising and marketing communications using digital 
interactive media. 

Terms speci�c to advertising and marketing communications 
using digital interactive media 
The following de�nitions relate speci�cally to this chapter and should be read in conjunc-
tion with the general de�nitions contained in the General Provisions:

���„ the term “digital marketing communications” refers to marketing communications, 
using digital interactive media intended primarily to promote products or to in�uence 
consumer behaviour;

���„ the term “individually addressed” refers to communication that is sent to an e-mail 
address, mobile telephone number (e.g. SMS) or other similar account linked to an 
identi�able individual who can be directly contacted personally through such address. 

Identi�cation 
Where a digital marketing communication is individually addressed to a consumer, the 
subject descriptor and context should make this clear. Subject descriptors should not be 
misleading and the commercial nature of the communication should not be concealed.

The commercial nature of product endorsements or reviews created by marketers  
should be clearly indicated and not be listed as being from an individual consumer or  
independent body.

Marketers should take appropriate steps to ensure that the commercial nature of the 
 content of a social network site under the control or in�uence of a marketer is clearly 
 indicated and that the rules and standards of acceptable commercial behavior in these 
networks are respected.

8.  
Available from  

www.iccwbo.org

Article D1
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D7.1 Notice
Third parties and website operators should give clear and conspicuous notice on their 
websites describing their OBA data collection and use practices. Such notice should 
 include clear descriptions of the type of data and purpose for which it is being collected 
and an easy to use mechanism for exercising choice with regard to the collection and use 
of the data for OBA purposes.

Notice should be provided through deployment of one or multiple mechanisms for clearly 
disclosing and informing Internet users about data collection and use practices.9

D7.2 User control
Third parties should make available a mechanism for web users to exercise their choice 
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Chapter E: Environmental Claims in Marketing 
Communications

This chapter is to be read in conjunction with the General Provisions on Advertising and 
Marketing Communication Practice. Additional guidance for marketers interested in 
 environmental claims is available in the ICC Framework for Responsible Environmental 
Marketing Communications.

Scope of chapter E
This chapter applies to all marketing communications containing environmental claims, i.e. 
any claim in which explicit or implicit reference is made to environmental or ecological 
 aspects relating to the production, packaging, distribution, use/consumption or disposal 
of products. Environmental claims can be made in any medium, including labelling, 
 package inserts, promotional and point-of-sales materials, product literature as well as via 
telephone or digital or electronic media such as e-mail and the internet. All are covered by 
this chapter. 

The chapter draws from national and international guidance, including, but not limited  
to, certain provisions of the International Standard ISO 14021 on ‘Self-declared environ-
mental claims,’ relevant to the marketing communication context, rather than technical 
prescriptions.

Terms speci�c to environmental claims
The following de�nitions relate speci�cally to this chapter and should be read in conjunc-
tion with the general de�nitions contained in the General Provisions:

���„ the term “environmental aspect” means an element of an organisation’s activities or 
products that can interact with the environment;

���„ the term “environmental claim” means any statement, symbol or graphic that indicates 
an environmental aspect of a product, a component or packaging;

���„ the term “environmental impact” means any change to the environment, whether 
adverse or bene�cial, wholly or partially resulting from an organisation’s activities or 
products;

���„ the term “life cycle” means consecutive and interlinked stages of a product system, 
from raw material acquisition or generation of natural resources to �nal disposal;

���„ the term “product”  refers to any goods or services. “Product” normally includes 
the wrapping, container etc. in which the goods are delivered; however, in the 
environmental context it is often appropriate to refer separately to the packaging, 
which then means any material that is used to protect or contain a product during 
transportation, storage, marketing or use;

���„ the term “quali�cation”  means an explanatory statement that accurately and truthfully 
describes the limits of the claim;

���„ the term “waste” refers to anything for which the generator or holder has no further use 
and which is discarded or released into the environment. 
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Claims that a product, package or component is “free” of a chemical or substance often 
are intended as an express or implied health claim in addition to an environmental  
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Terms of reference of the ICC Code Interpretation Panel

The function of the ICC Code Interpretation Panel is to clarify the meaning of ICC 
 Marketing Codes and Guidelines.

Composition and appointment
The ICC Code Interpretation Panel may be called upon as and when the need arises.  
The decision rests with the Chair of the ICC Commission on Marketing and Advertising. 
The Panel may consider one or more interpretation questions at a time. The Panel  
shall be composed of Standing Members and, where appropriate, Specialist Members.

As Standing Members, a group of three persons shall be appointed, one of them as the 
Panel Chair. They shall be selected so as to provide amongst them knowledge of the  
ICC Code system and expertise in self-regulation and marketing ethics in general. 
Standing Members shall be appointed for a maximum period of three years (renewable)  
by the ICC Secretary General, acting on the proposal of the ICC Commission on 
Marketing and Advertising. In appointing Standing Members, consideration will be given to 
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Requests for interpretation
Any �rm, company, business, association, court of law, public authority, self-regulatory 
body or private individual, as well as ICC national committees, may act as an Applicant 
and �le a request for interpretation. Requests shall be addressed to ICC International 
 Secretariat.

The request shall be made in writing or other durable format, and shall specify in what 
respect(s) clari�cation is sought. Also, it shall be supported by a statement outlining 
the background and reasons for the request. Applicants may also submit any other 
information relevant to the request.

The Chair of the ICC Commission on Marketing and Advertising may, on his/her own 
initiative, refer questions to the ICC Code Interpretation Panel.

The decision whether or not to entertain a request shall be based on an assessment 
of the importance of providing the clari�cation(s) in question, particularly with regard to 
international aspects and matters of principle involved.

Furthermore, it shall be taken into account whether or not it appears feasible to arrive  
at a suf�ciently clear interpretation on the basis of the request and the submitted 
 documentation and/or any complementary information that can be obtained with reason-
able  effort and cost.

Languages
Requests for interpretation shall be presented in English.

Procedure
The primary objective of the Panel is to produce high quality Opinions. This shall be done 
without undue delay. For each request the Panel shall lay down a timetable and notify the 
Applicant as to when the Opinion can be expected. The timetable may be modi�ed when 
there are valid reasons, such as need for more information.

The Panel may work by means of physical meetings, e-mails, telephone conferences 

Members, decide on how to proceed. Members are obliged to respond to drafts and other 
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Implementation Guide for the ICC Marketing Codes

Introduction
The International Chamber of Commerce has been a major rule-setter for international 
 advertising since 1937, when the �rst ICC Code on Advertising Practice was issued. Since 
then, it has extended the ICC self-regulatory framework on many occasions to assist 
 companies in marketing their products responsibly. Previously separate codes were 
 revised and brought together in 2006 as the Consolidated ICC Code of Advertising and 
Marketing Communications Practice 1 and most recently updated in the 2011 revision, 
following in the long-established tradition of promoting high ethical standards for 
 advertisers, advertising agencies and the media around the world. The global codes are 
regularly reviewed and updated by the ICC Commission on Marketing and Advertising, 
which brings together some of the best marketing, self-regulatory and legal expertise 
available from the range of participants in the industry and from around the world.

The Code is a fundamental underpinning but the credibility of self-regulation depends on 
its implementation. For the individual company or any other organization a commitment to 
a Code of Conduct will be of true bene�t only when the principles and rules are made part 
of the governing policy and are actively applied and enforced. 

This Guide has been drawn up with a view to facilitate the practical use of the ICC Market-
ing Codes speci�cally. However, it is based on general and sound principles of compli-
ance, and may therefore prove helpful in relation to other sets of rules. In particular, it will 
easily apply to the implementation of national or sectoral codes in the �eld of marketing 
communications, which throughout the world are based on the ICC Codes.

Although the Guide gives advice on how to implement the Codes within an organization, 
the need to support and combine efforts with any relevant self-regulatory bodies  
set up by the industry should be underscored. When established with the means to be 
 effective, such schemes multiply the value of self-regulation. Consultation of self-regulatory 
decisions and copy advice facilities can also provide deeper understanding of 
 interpretation matters. 

Scope
This Guide provides principles and guidance for the implementation of the ICC Marketing 
Codes within an organization (company, �rm, undertaking or association), including 
 measures for maintaining and improving compliance with them. Where appropriate the 
Guide can also be used in connection with other commitments of a self-regulatory nature. 

1. 
http://www. 

codescentre.com

Annex II
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Resources will be required for such t <ivities as communications and education/training, 
and for setting up mechanisms for information sourcing, complaints handling,  
feedback analysis, referral of controversial issues, and enforcement etc. Also, there is likely 
to be a need for various tools, such ts checklists or manuals, to ct ilitate the application 
of the Code.

It is essential that line managers and employees who are ct ed with obligations and 
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The ICC Codes Centre website is a one-stop resource for marketers, agencies, 
regulators and academics on best practice and self-regulation of advertising and 
marketing communications practice.

www.codescentre.com

Featuring

�„ �� ��Downloads and an online searchable 
version of the Consolidated ICC Code

�„ �� ��Of�cially translated versions of the  
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�„ �� ��Links to national and local self-regulatory 
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�„ �� ��Links to local industry partners  
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�„ �� ��An ICC/INSEAD training module  
for business and marketing students
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