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Note: All references are to paragraph numbers. Reference to the Appendices are indicated by the
abbreviation “App”, followed by Appendix number and paragraph number; for example, App 1: 2(b).

A

advertising recognition
association with news bulletins 2.2
association with other programmes 2.3
distinguishable from editorial content 2.1
distinguishable from programmes 2.4.1
news and current affairs presenters (television) 2.4.2
newsreaders (radio) 2.5
parliamentary proceedings 2.4.3
advice services (consumer and personal)
central clearance (radio) 26.1
credentials 26.2
alcohol
alcohol-masking products 10.1.1
central clearance (radio) 19.1
rules for alcohol advertisements
Audiovisual Media Service Directive App 2: 1(g)
children 19.15-19.16
health and nutrition claims 19.18
young adults 19.17
rules for all advertisements
content, strength and comparisons 19.10
handling and serving 19.12
illicit drugs 19.9
immoderate consumption 19.11
implying improved sexual activity 19.6
implying solution to problems 19.7
improved performance 19.8
inappropriate behaviour 19.5
irresponsible drinking 19.2
machinery, driving and safety 19.13
personal claims 19.3
portrayal as taking priority 19.7
social occasions 19.4
sporting activities 19.13
working environment 19.14
scheduling 32.2.1, 32.4.7, 32.20.1
treatments for alcohol and drug dependence 10.1.7, 11.21.2
animals in advertisements 4.11
Audiovisual Media Service Directive extracts App 2: 1

B

betting tipsters
association with other betting tipster services 21.7
central clearance (radio) 21.1
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children 21.2

contact details 21.5

implying guaranteed success 21.10

maximum tips 21.14

money-back guarantees 21.3

notional profits 21.9

odds 2112

premium-rate phone lines contact details 21.6
previous combination bet claims 21.11
previous successful tip claims 21.8

repetition in changes of circumstance 21.13
scheduling 32.2.3

update-line services 21.4

see also gambling advertisements; lottery advertisements

C

celebrities
impersonations 6.2
recommendations 11.27
use in children’s advertisements 13.10, 13.14
central clearance (radio)
advice services 26.1
alcohol 191
betting tipsters 21.1
charities 16.1
distance selling 8.1
environment 9.1
faith, religion and other belief systems 15.1
financial products, services and investments 14.1
food and soft drinks 13.1
gambling 17.1
health 11.1
introduction and dating services 27.1
lottery 18.1
other categories 31.1
political and controversial matters 7.1
pornography 30.1
private investigation agencies 29.1
telecommunications-based sexual entertainment services 23.1
weight control 12.1
charities
applying pressure to support 16.3.2
central clearance (radio) 16.1
charitable status
non-UK bodies 16.2.2
UK bodies 16.2.1
children 16.3.4
donor’s right to refund 16.4
faith, religion and other belief systems 15.11

The BCAP Code: The UK Code of Broadcast Advertising 149



INDEX

health-related 13.6.3
misrepresentation of body or its cause 16.3.1
reference 1o, in non-charity advertisements
charities’ agreement 16.7
medicinal products 16.8
by non-charity advertisers 16.5
offers to donate money 16.6
showing disrespect to recipients 16.3.3
children
alcohol 19.15-19.17
betting tipsters 21.2
bullying 5.4
charitable fund-raising 16.3.4
child actors 5.8
direct exhortation 5.9, 514, 13.12
direct response mechanism 5.10
faith, religion and other belief systems 15.14-15.15
food and soft drinks
European Commission authorised claims 13.15
infant and follow-on formula 13.8
licensed characters and celebrities 13.10, 13.14
nature of acceptable advertisements 13.12
pre-school and primary 13.10-13.11
promotional offers 13.9, 13.13
gambling and lottery 17.4.4-17.4.5, 18.4-18.7
health 5.3, 13.2
oral care 13.2.1
introduction and dating services 27.5
medicines and treatments 11.24
misleading advertisements 5.7
negative portrayals 5.6
premium-rate telephone services 22.3, 22.8
price statements 5.11, 5.12, 13.12.5, 22.3
safe behaviour 5.2
sexual portrayals 5.5
targeted promotions 5.13-5.14
tobacco and tobacco-related products 10.5
weight control 12.5
see also scheduling: children
competitions 5.13.2, 281
compliance
legality 1.3
and product selling 1.3.1
reflecting spirit of Code 1.1
sanctions for breaches of advertising standards App 1: 13
social responsibility 1.2
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D

dating services see introduction and dating services
direct response mechanism 5.10, 32.20.8
Directive 89/552/EEC as amended see Audiovisual Media Service Directive extracts
distance selling
advertiser requirements
ability to fulfil orders 8.3.5
arrangements to protect consumers’ money 8.3.1
availability of product samples 8.3.3
cancellation rights 8.3.8
enquiries during normal business hours 8.3.2
identity and contact details 8.2
payment for unsolicited goods 8.3.7
refunds 8.3.6, 8.4-8.5
substitute availability 8.3.4
central clearance (radio) 8.1
financial advertisements 14.11

E

educational courses see instructional courses
endorsements 3.45-3.48, 11.8, 32.8-32.11
environment
central clearance (radio) 9.1
claims relating to
absolute and comparative 9.4
based on full life cycle of product 9.5
clarity of terms used 9.3
clear basis for 9.2
environmental benefit 9.8
product or service improvement 9.7
universal acceptance 9.6
protection of 4.12, App 2: 1(c)(iv)

F

faith, religion and other belief systems

advertiser and faith identity 15.6

advertising standards App 1: 3(b), 3(e), 3.4(b)

appeals for funds 15.11

central clearance (radio) 15.1

children 15.14-15.15

contact by representatives 15.3

denigrating beliefs 15.10

excluded bodies 15.2
advocating illegal behaviour 15.2.1
applying unreasonable pressure to join 15.2.3
not directly accessible 15.2.2

exploiting the vulnerable 15.12

expounding doctrines and beliefs 15.7
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persuading to change beliefs 15.8
physical and mental health claims 15.13
presenting as “one” or “true” faith 15.9
psychic and occult practices 15.4
scheduling 32.2.5, 32.20.7
tarot-based predictions and horoscopes 15.5.1-15.5.2
financial products, services and investments
acceptable financial promotions 14.4
authorised persons 14.4.1
compliance with FSA rules 14.4.2
exempt under FPO 14.4.3
central clearance (radio) 14.1
collective investment schemes 10.1.9
Consumer Credit Act and Regulations 14.11, 14121, 14.13.1
direct remittance 1414
Ofcom-regulated text services 14.15
EU Member States 14.3
FPO (Financial Promotion Order) 14.2.2, 14.4.3
FSA (Financial Services Authority) Handbook 14.2.2, 14.11
FSMA (Financial Services and Markets Act) 14.5.4, 1411, 14.12
interest on savings conditions 14.7
legal and regulatory requirements 14.2
financial promotions 14.2.1-14.2.2
lending and credit
consumer credit and hire services 14.11
debt management services 14.13
mortgages and re-mortgages 14.12
life insurance 14.8
MCOB (Mortgages and Home Finance: Conduct of Business) 14.11, 14.12
non-specialist audiences 14.6
paper and electronic publications 14.10
specialised financial channels broadcasts
acquisition and disposal of securities 14.5.1
contracts for differences 14.5.3
outside FSMA regulations 14.5.4
spread betting 14.5.2
tax 14.9
food and soft drinks
avoiding poor nutritional habits 13.2
central clearance (radio) 13.1
children
European Commission authorised claims 13.15
infant and follow-on formula 13.8
licensed characters and celebrities 13.10, 13.14
nature of acceptable advertisements 13.12
pre-school and primary 13.10-13.11
promotional offers 13.9, 1313
European Commission food category guidance 13.5.3, 13.6.2, 13.7.1, 13.11, 13.15
excessive consumption 13.3
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Food Standards Agency (FSA) 32.5.1, 32.20.10
good dietary practice 13.5
comparative nutritional claims 13.5.1
comparative products 13.5.2
comparative quantities 13.5.3
health claims
leading to fear in audience 13.6.4
non-consumption of a food 13.6.1
recommendations of individuals and associations 13.6.3
reduction-of-disease-risk 13.6.2
weight loss 12.8, 13.6.5
HFSS (high in fat, salt or sugar) product advertisements 13.9-13.11, 32.5.1
nutrition claims
alcohol 19.18
Annex of Regulation 1924/2006 13.4-13.4.1
authorised claims 13.4.3
casting doubt on other products 13.4.4
comparative 13.5.1
documentary evidence 13.4.2
HFSS product advertisements 13.11
supplements 13.7.1
oral health care 13.2.1
scheduling 32.5.1, 32.20.10
supplements
Annex of Regulation 1924/2006 13.7
disparagement of good dietary practice 13.7
nutrition and health claims 13.7.1
scheduling 32.4.6, 32.7, 32.20.3
see also weight control

G

gambling advertisements

access to other facilities within premises 17.2

betting systems 10.1.2

central clearance (radio) 17.1

rules for all advertisements
disparagement of abstention 17.3.5
implying escape from problems 17.3.2
implying improved sexual activity 17.3.7
implying improvement of self 17.3.6
implying solution to financial concermns 17.3.3
implying toughness or resilience 17.3.8
portrayal as rite of passage 17.3.9
portrayal as taking priority 17.3.4
social responsibility 17.3.1
solitary versus social 17.3.10

rules for gambling advertisements
children 17.4.4-17.4.5
encouraging criminal or anti-social behaviour 17.4.2
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exploitation of cultural beliefs and traditions 17.4.1
working environment 17.4.3
young adults 17.4.6

scheduling 32.2.2, 32.20.11
see also betting tipsters; lottery advertisements

H

harmful and offensive advertisements
advertising standards App 1: 3(f), 3(h)
animals 4.11
causing audience distress 4.10
children 4.1, 4.3, 51-5.5
distracting whilst driving 4.5
environment 4.12
harmful behaviour 4.8-4.9
loudness 4.6-4.7
offensive advertisements 4.2, 6.1-6.2
photosensitive epilepsy 4.6
safe behaviour 4.4

health
advice given by marketers 11.3
alcohol 19.18
approval or preference for products 11.5.3
central clearance (radio) 11.1
children 5.3, 13.2, 13.2.1
cure claims 11.15
faith, religion and other belief systems 1513
food and soft drinks 13.6.1-13.6.5, 13.7.1
inappropriate use of products and services 11.14
medical services

credentials 11.9

family planning centres 11.11.1

mental health services 11.10
post-conception advice 11.11.2, 26.3

oral care 13.2.1

presentations by medical experts 11.5.1
professionals and non-medicinal products 11.6
professionals with financial interest 11.7
remote personalised advice 11.13

prescribing and treating remotely 11.13.1

scientific evidence and expert advice 11.2
smoking deterrents

safer smoking claims 11.18.2

willpower 11.18.1

statements of advice and recommendation 11.5.2
teleshopping
medical treatments for humans and animals 11.12.3

medicinal products for humans 11.12.1

veterinary medicinal products 11.12.2
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testimonials by health professionals 11.8

tonics 11.16

use of jingles 11.17

weight control 12.8

see also medicines and medical devices
homeworking schemes

charges for information 24.2.1

charges for raw materials or components 24.2.2

clarity of advertisements 24.1

offers to buy goods made 24.2.3

instructional courses
correspondence courses 25.2
exaggeration of opportunities 25.1
introduction and dating services
central clearance (radio) 27.1
children 27.5
matching claims 27.2
providing advice on precautions 27.4
scheduling 32.20.6
suggestions of inadequacy 27.3

investments see financial products, services and investments

L

lottery advertisements

central clearance (radio) 18.1

rules for all advertisements
disparagement of abstention 18.2.5
implying escape from problems 18.2.2
implying improved sexual activity 18.2.7
implying improvement of self 18.2.6
implying solution to financial concerns 18.2.3
implying toughness or resilience 18.2.8
portrayal as rite of passage 18.2.9
portrayal as taking priority 18.2.4
social responsibility 18.2.1
solitary versus social 18.2.10

rules for lottery advertisements
children 18.4-18.7

encouraging criminal or anti-social behaviour 18.9
exploitation of cultural beliefs and traditions 18.8

gambling premises 18.3
working environment 18.10
young adults 18.6
scheduling 32.2.2, 32.4.1, 32.20.11
see also betting tipsters; gambling

The BCAP Code: The UK Code of Broadcast Advertising

155



INDEX

M

medicines and medical devices
alcohol and drug dependence 11.21.2
analgesic claims 11.34
Audiovisual Media Service Directive App 2: 1(f)
celebrity and corporate body recommendations 11.27
charities 16.8
children 11.24
claims
medicinal 11.4
recovery 11.28
superiority 11.31
complaints regarding products App 1: 9-10
cosmetic products 11.4
guaranteed effects 11.23
herbal medicinal products 11.20.4
homeopathic medicinal products 11.20.4, 11.33
inaccurate representation 11.22, 11.25.1
inducing anxiety in audience 11.25
information required 11.20
active ingredient 11.20.2
product name 11.20.1
product purpose 11.20.4
relevant wording 11.20.3
leading to wrong self-diagnosis 11.29
MHRA licence 11.4, 1119
prescription-only products and treatments 11.21.1
sanctions for breaches of advertising standards App 1: 13(b)
scheduling 32.4.6, 32.7, 32.20.3
side effects 11.30
use of images 11.26
use of term “natural” 11.32
minerals see food and soft drinks: supplements
misleading advertisements
advertiser’s identity 3.6
availability of product 3.28-3.32
children 5.7
clarity of commercial intent 3.7
comparisons
price comparisons 3.39-3.40
with identifiable competitors 3.33-3.37
with unidentifiable competitors 3.38
endorsements and testimonials 3.45-3.48
exaggeration 3.4, 3.12-3.15
“free” claims 3.25-3.27
guarantees and after-sales service 3.49-3.53
images of brief duration 3.8
imitation and denigration 3.41-3.44
marketer as consumer claims 3.7
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material information 3.2
when quoting prices 3.3

materially misleading 3.1

price statements 3.18-3.24

prohibited claims
advertiser’s financial security 3.17
winning in games of chance 3.16

qualification 3.10, 3.11

subjectivity 3.5

substantiation 3.9

motoring advertisements

rules for all advertisements
breaches of Highway Code 20.2
irresponsible driving 20.1

rules for motoring advertisements
demonstration of power 20.3
safety features 20.5
speed and acceleration 20.4

(0

obesity
products and services 12.11
treatment clinics 12.11.1
very low calorie diets (VLCDs) 12.14.4

offensive advertisements see harmful and offensive advertisements

P

political and controversial matters
advertising standards App 1: 7(a)
central clearance (radio) 7.1
industrial disputes 7.2.3
partiality 7.2.4
political ends 7.2.2
political objectives 7.2.1
scheduling 32.12-32.14
Trade Union advertisements 7.3
pornography
adult entertainment channels 30.3
central clearance (radio) 30.1
R-18 rated material 30.2, 30.3.1
scheduling 30.3.2
premium-rate telephone services
betting tipsters 21.6
children 22.3, 22.8
clear pricing information 22.2-22.3
identity of provider 22.4
length of telephone call 22.7

non-premium-rate number for customer care 22.5, 22.6

The BCAP Code: The UK Code of Broadcast Advertising

157



INDEX

Participation TV 3 (Ofcom) 22.9
PhonepayPlus Code of Practice compliance 22.1
scheduling 32.2.6
price statements
additional charges and VAT 3.19
additional charges, further clarity 3.20
availability of product 3.29-3.30
charitable donations 16.6.2
children 5.11, 512, 13.12.5, 22.3
delivery charges 3.22
exaggeration 3.24
“free” claims 3.25-3.26
information required 3.3
instalment costs and frequency 3.21
omission, undue emphasis and distortion 3.18
premium-rate telephone services 22.2-22.3
price comparisons 3.39-3.40
price dependency 3.23
privacy 6.1-6.2
private investigation agencies
central clearance (radio) 29.1
credentials of service 29.2
prohibited categories
alcohol-masking products 10.1.1
betting systems 10.1.2
collective investment schemes 10.1.9
escort agencies 10.1.10
indirect promotion 10.2
infant formula 13.8
medicinal products on prescription App 2: 1(f)
obscene material 10.1.6
offensive weapons 10.1.4
political advertising App 1: 7(a)
prohibited claims
advertiser’s financial security 3.17
winning in games of chance 3.16
prostitution and sexual massage 10.1.5
pyramid promotional schemes 10.1.8
tobacco and tobacco-related products 10.1.3, 10.3-10.5, App 2: 1(d)
treatments for alcohol and drug dependence 10.1.7

R

Radio Central Copy Clearance see central clearance (radio)
radio-only advertisements
advertising recognition 2.5
children
alcohol 19.16
food and soft drinks 13.13-13.15
scheduling 32.18
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faith, religion and other belief systems 15.7
family planning centres 11.11.1
harmful advertisements 4.5
pornography 30.2
premium-rate telephone services 22.5
privacy 6.2
psychic and occult practices 15.4
scheduling 32.17-32.18

refunds
charity donor’s right 16.4
distance selling 8.3.6, 8.4-8.5
medicinal products 11.23
money-back guarantees 3.51

S

scheduling
alcohol 32.2.1, 32.4.7, 32.20.1
betting tipsters 32.2.3
broadcasters’ responsible judgement 32.1
children 5.1
under-10s 32.6
under-16s 32.3, 32.5
under-18s 32.2
programme characters and merchandise 32.8-32.10
radio advertisements 3218
television text and interactive advertisements 32.19-32.20
faith, religion and other belief systems 32.2.5, 32.20.7
food and soft drinks 32.5.1, 32.20.10
supplements 32.4.6, 32.7, 32.20.3
gambling and lottery 32.2.2, 32.4.1, 32.20.11
introduction and dating services 32.20.6
medicines 32.4.6, 32.7, 32.20.3
other separations 32.15
encrypted advertisements 32.16
political and controversial matters 32.12-32.14
pornography 30.3.2
premium-rate telephone services 32.2.6
radio advertisements 32.17
tobacco and tobacco-related products 32.5.2, 32.20.9
weight control 32.2.4
sexual entertainment services see telecommunications-based sexual entertainment services
slimming see weight control
statutory framework for the regulation of broadcast advertising
advertising standards App 1: 1-7
investigation and complaints App 1: 8-12
overseas advertising App 1: 16-17
statutory sanctions for breaches of standards App 1: 13-15
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T

telecommunications-based sexual entertainment services
central clearance (radio) 23.1
Participation TV 3 (Ofcom) 23.2
television and television text-only advertisements
faith, religion and other belief systems 15.4, 15.5, 15.7
television text and interactive advertisements, scheduling 32.19-32.20
television-only advertisements
advertising recognition 2.4
children
alcohol 19.15
food and soft drinks 13.9-13.12
price statements 5.12
escort agencies 10.1.10
harmful advertisements 4.6-4.7, 4.11
health
post-conception advice 11.11.2, 26.3
teleshopping 11.12
homeworking schemes 24.2.2-24.2.3
pornography 30.3
premium-rate telephone services 22.6
privacy 6.1
scheduling
other separations 32.15-32.16
political matters 32.12-32.14
sexually explicit nature 22.9
telecommunications-based sexual entertainment services 23.2
see also television and television text-only advertisements
testimonials 3.45-3.48, 11.8, 12.14.3, 32.8-32.11
tobacco and tobacco-related products 10.1.3, App 2: 1(d)
children 10.5
non-tobacco products 10.4
scheduling 32.5.2, 32.20.9
smoking and use of tobacco products 10.3
trade marks and trade names 3.36, 3.42-3.44, 13.4
training courses see instructional courses

\'}

vitamins see food and soft drinks: supplements

w

weight control
central clearance (radio) 12.1
children 12.5
energy-restricted diets 1213
establishments offering treatment 12.6.2, 12.11.1, 12.15
health claims 12.8, 19.18
inappropriate use of products 12.4
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