NOTE

Articles 7 and 8 of the ICC Advertising and Marketing Communications Code
https://cms.iccwbo.org/content/uploads/sites/3/2018/09/icc-advertising-and-marketing-
communications-code-int.pdf

ARTICLE 7. IDENTIFICATION AND TRANSPARENCY

Marketing communications should be clearly distinguishable as such, whatever their form and
whatever the medium used. When an advertisement, including so-called “native advertising”, appears
in a medium containing news or editorial matter, it should be so presented that it is readily
recognisable as an advertisement and where appropriate, labelled as such.

The true commercial purpose of marketing communications should be transparent and not
misrepresent their true commercial purpose. Hence, a communication promoting the sale of a product
should not be disguised as, for example, market research, consumer surveys, user-generated content,
private blogs, private postings on social media or independent reviews.

ARTICLE 8. IDENTITY OF THE MARKETER

The identity of the marketer should be transparent. Marketing communications should, where
appropriate, include contact information to enable the consumer to get in touch with the marketer
without difficulty. The above does not apply to communications with the sole purpose of attracting
attention to communication activities to follow (e.g. so-called “teaser advertisements”).



