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Ads seen by

967

of the EU population are
covered by self-regulation



How does ad
self-regulation
worke

EURDPEAN ADVERTISING STANDARDS

EURDPEENNE FOUR L'ETHIOUE EN PUBLICITE

Development

Advertisers, agencies & media
set and update industry-wide
commitments

Enforcement Prevention

SROs provide
training, copy advice,
and pre-clearance

SROs monitor ads, issue
sanctions and handle
complaints




e What is the role of EASAZ

Supporting coherent, dynamic and strong SR network.
Coordinating cross-border complaints and dissemination of
best practice.

POLICY

Ensuring development of ad self-regulation as a policy tool
effectively complementing regulatory framework

E SR DEVELOPMENT & COORDINATION

PROJECTS & SERVICES

Facilitating compliance with industry commitments.
Overseeing pan-European monitoring exercises.
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2008: EASA's
0 Best Practice Recommendation
o ©On Digital Marketing Communications

“Digital marketing communications are
subject to all the existing rules
of the SRO's advertising code,
as Is the case with marketing communications
in fradifional media”
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2008: EASA's
O Best Practice Recommendation
o ©On Digital Marketing Communications

2008 Complaints concerning 2018
digital marketing
communications
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2018: EASA’sS
Best Practice
Recommendation
.onlnﬂuencer T
Marketing
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907

of marketers agree that

brands and influencers need to take
transparency more seriously

fo be sustainable *

*1173 marketing specialists (UK & US)
Source: Influencer Intelligence 2019 report
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Content of a post generated:
¢ in exchange for payment or other
reciprocal arrangements and
¢ under form of control of the brand

- heeds to be clearly identified as
marketing communication

*EASA Best Practice Recommendation on Influencer Marketing, 2018
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Examples of Influencer Marketing cases
63 mebecomingmum S'abonner

77 J'aime

I have written # ten ways thatI have
noticed my eldest daughter growing up
too fast X (link in my bio). One ¢ of these
is the fact that she is now able to play
with 3+ toys like the awesome
@animaljam range from @jazwares.

She loves W the little igloo houses
although I have ta keep an eye  on her
as Little L £2 is 100 young to he invalved
with the play.

mebecomingmum #ukparentblogger
#mamebloggers #parentingbloggers
#mummybloggeruk
#mummybloggersuk #bloggingmama
#blogginglife #mebecomingmum
#newblogpostup #readmyblog
#read e tetrely—ior #
Fproductsample #ad #productreviews
#sp #sponsored #sponsorcdpost
Oueertime fthescpreciousmorre
#thesespecialmoments

Connectez-vous pour aimer ou
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laurj :
Partenariat rémunéré avec laredouteinteri...

// i laurielauriane CONCQ URGS - Je sais
/ que vous aimez beaucoup ma coiffeuse,
/ alors avec @laredouteinterieurs nous avons
( | au I'envie de vous gater et de vous offrir
| 200€ de bon d'achat, pour la commander

) oar exemple 7 @ Pour participer, il vous
suffit d'étre abonné & nos comptes
@laredouteinterieurs & @laurielauriane, et
de laisser un commentaire sous cetze photo
en menlionnanl deux amis. Résullal du
concours mercredi soir & 20h, sous cette
méme photo. Ranne chance !
+#ccollaboration #giveaway ////// Bravo
@heloisebod tu ez la gagnante du jeu | &

Charger d'autres commentaires

camille_sabas @quillaume.bonnefoi @virl3
heloisebod Merci je suis trop contente!!! @

WW meci @catherineazinheirinha grace a
A {_ SR e ek

©oQ A

4 008 Jaime

Ajouler un commenlaire... e
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_stefanianatali_ » Segui
~ Veneto

_stefanianatali_ Ecco qui due ladruncoli

all'opera, scoperti poi fanno anche finta di

niente! Ma come dargli torto? La nuova

linea senza gelatine animali di Fruittella fa

gola a tutti, grandi e piccini; e io con

Fruittella mi sento tanto tranquilla: solo

aromi naturali, no coloranti artificiali e

succo di frutta) che ogni tanto mi piace

concedere ai bimbi qualche “peccato di

gola® ovviamente sotto il mio controllo.

Le nuove Fruittella oltre ad essere gustose

sono anche divertenti grazie alle loro forme

- simpatiche. La linea comprende tre :l
referenze: - Koalas: ai gusti lampone

ananas e Ilmo z

Italy

« Targeting kids with
iInappropriate  product
promotion

* |rresponsible advertising

pfpical, Iampone, mela, limone. Noi le
abbiamo provate tutte, io sopratuttc @ @
#fruittella =fruittellaformums #natura #ad

Tengo a precisare che la foto é a scopo
illustrativo perché queste caramelle sono
adatte a bimbi piu grandi.

tempo per me e la mia farmighas
Fruittella p-cssuamo concedere quaich;
peccato di gola in pio ai nostn bimbi con
pio serenita! Non vedevamo lNora di
aprirle...con queste forme cosi
simpatiche e colorate, che dire...Evviva

Fruittellal.
;‘fruitlellaﬂruiltellafo
stefy_bianco

@denisearmani_lamarziettal2 si ~
ca s [

Piace a 273 persone




UK

Unauthorised health claims
Weight loss claims
Iresponsible advertising

P
W L) W
5,522 likes

officialkatiep g loads of questions

about the @boombod program and how | like it, and

it's no secret. | can't get enough of it! Quick & easy
weight loss is great, but doing it in a healthy way is

key. These shots have a bunch of vitamins, use a
clinically proven natural fibre, contain zero laxatives,
and most importantly... they give results EVERY time!
Definitely recommend checking them (and their new
flavours!) out. P.S. They brought back their BOGO
FREE on the original Blackcurrant flavor! Get yours
before they sell out. ﬂ
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of Instagram posts
that seem to be a
commercial
collaboration and didn’t

indicate it In any Way™ 33e jdentified but not
instantly / not explicitly

* Source: French SRO ARPP’'s Observatory of advertising digital practices:
Monitoring on influencers 2017 and 2018




_~"235%

INncrease in number of posts on Instagram,
Twitter and Facebook
IN Italian that claim o be sponsored in 2018

* Source: Italian SRO Istituto dell’ Autodisciplina Pubblicitaria (IAP)
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+320 New platforms and
influencer marketing focused
agencies in the last 12 months

!NF'NITE

® /90 P o influence
’

'HYPERTLY

GROWING ECOSYSTEM

'HYPERTLY | 8
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Source: Influencer Marketing hub; Influencer Marketing Benchmark Report 2019
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ﬂYouTuhe W = Q @

NEW TECH SOLUTIONS ¥4

I

Virtual try on

YOUTUBE ROLLS OUT AUGMENTED
REALITY, VIRTUAL TRY-ONS FOR

MAKEUP BRANDS, INFLUENCERS

The Google-owned video platform launches an AR program
that matches brands with influencers and lets viewers test

products virtually

Instagram now lets you shop with
augmented reality

SNAPCHAT COMMITS $750,000
TOARINFLUENCERS

At its annual Lens Fest, Snapchat displays the future of
creating augmented reality for the platform

- Product Name
. Brand



Meet the new vircual influencers accused of
m :-1:11-ip1:1l arin g teens

Virtual influencers pose ethical dilemmas for
the ad industry

Dior Slammed For Using GGl Model
Noooouri For Their Latest Campaign
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Top 5 Virtual Influencers. :

1.9 M 342 K 170 K 198K ° 209K
US France Japan UK US
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HARNESSING TECH-INNOVATIONS TO ——
ENSURE CONSUMER PROTECTION




Conducting
cutting edge
‘avatar’ and
Al enabled
ad monitoring
exercises
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e Following the consumer —
earning trust



=pglelfeleilgle
new advertising forms and

developing ad standards
fo deliver

responsible
commercial communications



AAAAAAAAAAAAAAAAAAAAAAAAAAAA

EEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEE

THANK YOU!

Justina Raizyte

Head of Development and Policy




