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The European Association of Communications Agencies holds the position that self-regulation working in harmony with broad framework regulation is the best way to regulate advertising-related problems and of securing high standards of advertising.

Self-Regulation is the recognition by  the advertising industry (advertisers, agencies and the media) that advertising should be legal, decent, honest and truthful, showing social responsibility to the consumer and society as a whole and respect for the rules of fair competition. This is achieved through the establishment of a set of rules and principles of best practice, to which the advertising industry voluntarily agrees to conform. The aim is to keep advertising standards high and ensure consumer trust to the benefit of all. 

The International Chamber of Commerce (ICC) Commission on Marketing, Advertising, and Distribution promotes high standards of ethics in marketing by business self-regulation through a series of international marketing codes and guidelines. 

EACA believes that the ICC Codes of Conduct and principles, together with the European 
Advertising Standards Alliance common principles and recommended code of operating best practice for advertising self-regulation in Europe, offer a sound basis for national as well as trans-border self-regulation in the European Union.

Self-regulation allows advertising to be assessed and, when needed, adjusted with regional and cultural sensitivity, which is hard, if not impossible, to achieve through rigid legislation. 

EACA also firmly supports the principles of Country of Origin of the establishment of media (as defined in the broadcasting directive, i.e. broadcasting from one EU country shall have free access to all EU markets) and Mutual Recognition of commercial communication (i.e. a campaign found legal in one EU market should be legal to run in all EU countries) within the European Union as being fundamental to business in the Single Market.

The following six points form the basis of a well functioning self-regulatory discipline:

1. The availability of redress via a self-regulatory organisation shall be known to consumers; 

2. Access to the self-regulatory body shall be free to consumers; 

3. Self-regulation shall offer a means to adjudicate both national advertising and advertising that has reached the consumer via cross-border communication;

4. Self-regulation shall have broad and continuous support from the industry and it shall be able to take corrective action against advertising that is found to be in breach of regulations or self-regulatory codes; 

5. The decisions of the self-regulatory body should be independent of Government and specific interest groups and be accompanied by a reasoned adjudication freely available to the public; 

6. Experience gained through self-regulation shall form part of the educational programme for the advertising industry. 

The European Association of Commercial Communication Agencies plays an active role in communicating and promoting the operating best practice for advertising self-regulation in Europe under the framework of the EASA.
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