
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 
Confidential 

 

Ethic Code                                                                                                                                                      Page 2 of 34 
 

 

CORPORATE GOVERNANCE CODE OF COMMERCIAL COMMUNICATIONS 

 

PRELIMINARY AND GENERAL RULES 

 

a)Purpose of the Code 

The Corporate Governance Code is designed to ensure that the commercial communication, in 

carrying out its role particularly useful in the economic process, it is carried out as service to the 

public, with special regard to its influence on consumers. 

The Code sets out activities inconsistent with mentioned purposes, although complying with 

current laws; all of its rules, expressing the costume which must comply the communication 

activities, constitutes the legislative basis for the Corporate Governance of communication 

commercial. 

 

b) bound Subjects 

The Corporate Governance Code is binding for users, agencies, advertising and marketing 

consultants, advertising operators of vehicles of all types and for all those who have accepted 

directly or through their association, or by the conclusion of a contract referred to in item d), 

finalized the execution of commercial communication. 

 

c) Obligations of the signatory organizations 

The signatory Parties undertake to observe and have accepted by their associates the rules and 

regulations of the, to give due publicity to the decisions judging autority, and to take appropriate 

measures against members who do not adhere to the judgment of the autority or are repeat 

offenders. 

 

d) Clause of acceptance 

To better ensure compliance with the judging autority decisions, adherents organisms undertake to 

ensure that each subject associated therewith enter into their contracts a special clause of 

acceptance of the Code, the regulations and decisions taken by the Jury, including in relation to its 

publication, and the injunctions of the Control Committee become definitive. 
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e) Definitions 

The term "marketing communication" includes advertising and every other form of 

communication, including institutional, aimed at furthering the sale of goods or services whatever 

the mode used, as well as the forms of communication covered by Title VI. It does not include 

trade policies and marketing techniques in itself considered.  

The term "product" includes any object of commercial communication and means therefore it is 

extended to the service, method, treatment, rights, obligations and the like. The nature of product 

or service considered in itself is not a subject of the Corporate Governance Code.  

The term "message" includes any form of presentation to the public of the product and therefore it 

intends also extended packaging, label and the like. 

The term "consumer" includes every subject - natural or legal person as well as collective entity - 

which is targeting commercial communication or which is likely to receive it. For the purposes of 

the Code does not constitute a commercial communication distribution for educational purposes 

promotional material when requested by the Institutes public or private school and use is under 

the supervision of teachers. 

 

TITLE I - RULES OF CONDUCT 

 

Art. 1 - Fairness of commercial communication 

The Commercial communications must be honest, truthful and fair. It must avoid anything that 

might discredit it. 

 

Art. 2 - Misleading Commercial Communications 

The Commercial Communications should avoid any statement or representation which is likely to 

confuse consumers mistake, even by way of omission, ambiguity or exaggeration is not 

manifestly hyperbolic, in particular as regards the characteristics and effects of the product, the 

price, gratuity and conditions of sale, distribution, the identity of the represented people, prizes or 

awards. 

In assessing the misleading of the commercial communication is taken as the parameter average 

consumer of the reference group. 
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Art. 3 - Terminology, quotations, technical and scientific evidence, statistical data 

Terms, quotations and mentions the technical and scientific evidence must be used in order 

appropriate. Technical and scientific tests and statistical data with limited validity should not be 

presented in order to appear generally valid. 

 

Art. 4 - Testimonials 

The testimonials and other forms of accreditation of a product, for promotional purposes, shall 

make clear their nature and being authentic and responsible. 

 

Art. 5 - Guarantees 

Mandatory guarantees can not be disclosed such as to suggest that the mode their content is 

greater than or different. Where are disclosed guarantees greater than or different from those 

compulsory, the commercial communication shall specify the content and modalities of the 

guarantee offered or provide a brief but comprehensive description thereof together with reference 

to sources written information available at the point of sale or supplied with the product. 

 

Art. 6 - Proof of the truth of commercial communication 

Anyone worth of commercial communication must be able to demonstrate, on request the Jury or 

the Audit Committee, the validity of information, descriptions, statements, illustrations, and the 

consistency of the testimonies used. 

 

Art. 7 - Identification of commercial communication  

The Commercial communications must always be recognizable as such. In the media and in forms 

of commercial communication which are broadcast content and other information, the commercial 

communication must be clearly distinguished by means of suitable precautions. With regard to 

certain forms of commercial communication disseminated through the internet, main suitable 

measures are indicated in the Digital Chart Regulations. 

 

Art. 8 - Superstition, credulity, fear 

The commercial communication must avoid any form of superstition exploitation, credulity and, 

except in justifiable cases, fear. 
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Art. 9 - violence, vulgarity, indecency 

The Commercial communication should not contain statements or depictions of physical or moral 

violence or which, according to the taste and consumer sensitivity, should be considered indecent, 

vulgar or repulsive. 

 

Art. 10 - Moral, civil convictions, religious and human dignity 

The Commercial communications must not offend moral, civil and religious. It must respect the 

dignity of the person in all its forms and expressions, and must avoid all form of discrimination, 

including that of genus. 

 

Art. 11 - Children and adolescents 

Special care must be taken in messages directed to children, meaning lower up to 12 years old, 

and young people or which can be received by them. These messages do not have to contain 

anything that could harm them mentally, morally or physically and not have to also abuse their 

natural credulity or lack of experience or their sense of loyalty. In This particular commercial 

communication must not suggest: 

 violate generally accepted rules of social behavior; 

 take actions or expose themselves to dangerous situations; 

 believe that the failure to possess the object of the communication product means 

inferiority or failure to fulfill their duties by parents; 

 diminish the role of parents and other educators in providing valuable dietary guidelines; 

 adopt the habit of unbalanced eating behavior, or neglecting the need for follow a healthy 

lifestyle. 

The Commercial communications must not contain direct exhortation to children to buy or solicit 

others to purchase the advertised product. The use of children and adolescents in the 

communication must avoid playing on the natural feelings of adults towards younger. 

They are prohibited representations of behaviors or attitudes marked by the sexualization children, 

or persons who are deemed acceptable. 

 

Art. 12 - Protection of the natural environment 

The commercial communication that state or evoke benefits of environmental or ecological it 

must be based on truthful, relevant and scientifically verifiable. Such notification must allow to 

clearly understand what aspect of the product or Business publicized the claimed benefits refer. 

 



 
Confidential 

 

Ethic Code                                                                                                                                                      Page 6 of 34 
 

 

Art. 12bis – Security 

The commercial communications related to products that could pose dangers, particularly health, 

safety and the environment, especially when such dangers are not easily recognizable, it should 

indicate clarity. In any case the commercial communication shall not these contain lead 

consumers descriptions or representations to disregard the normal rules prudence or decrease the 

sense of supervision and responsibility towards the dangers, including Body images inspired 

aesthetic models clearly associated to eating disorders harmful to health. 

 

Art. 13 - Imitation, confusion and exploitation 

Any imitation of the commercial communication of others relating to non-competing products 

must be avoided, especially if likely to create confusion with the other's commercial 

communication. It should also be avoided any use of the name, the Trademark, the reputation and 

others' company image, if it is intended to generate an undue advantage. 

 

Art. 14 - Denigration 

Any denigration of activities, companies or products of others, is prohibited although not named. 

 

Art. 15 - Comparison 

Comparison is permitted when it is useful to illustrate, under the technical or economic aspect, 

features and advantages of the goods and services covered by commercial communication, 

comparing objectively essential characteristics, relevant, verifiable technically and representative 

of competitive goods and services, which meet the same needs or intended for the same objective. 

The comparison must be fair and not misleading, does not generate the risk of confusion or 

discredit or denigrate. It should not take unfair advantage of the reputation of others. 

 

Art. 16 - Variability 

An acceptable business communication for a specific scope or for a given product does not 

necessarily be acceptable for another, taking into account the different characteristics of the 

various means and various products. In the cases referred to in articles 17, 18, 21, 27, 28 and 46 

are allowed messages that do not contain all the information therein, when the same messages are 

limited to statements generic. 

The conformity of a commercial communication to the norms of the Code does not exclude the 

possibility to refuse, according to their contractual autonomy, a communication that is differ from 

more stricter criteria established. 
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TITLE II - SPECIAL RULES 

 

A) Sales Systems 

 

Art. 17 - Sales on credit 

The commercial communications related to credit sales must clearly specify the extent of the 

initial payment and subsequent installments, the rate of interest and ancillary charges and the total 

price of product. It should also specify the conditions subject to which granting of the loan, the 

conditions of ownership and property, as well as those of leasing or rental with redemption rights. 

 

Art. 18 - Distance selling 

The commercial communication relating to distance sales must clearly describe the products 

offered for sale, the prices and terms of payment, delivery costs and any other charges borne by 

the consumer, the conditions of supply and, where provided, the cancellation conditions the sale, 

as well as the existence and the manner of exercising the right of withdrawal. It must also indicate 

identity, geographic location and address of the seller. 

 

Art. 19 - Supplies not required 

Any commercial communication relating to unsolicited supplies is prohibited aiming to recipients 

are obliged to pay, if it does not refuse the products supplied or does not return it to the supplier. 

 

Art. 20 - Special sales 

The commercial communication relating to special sales of any type, and in particular that 

concerning sales promotions must clearly indicate in what way the favorable buying opportunity, 

as well as the offer, expires. The latter information is not required on package. 

 

Art. 21 - Events at a premium 

The commercial communication relating to the award shows, realized through competitions or 

prizes, should put the public be able to know clearly and easily the conditions of participation, the 

expiration terms and premiums, as well as - in competitions – their number and total value, the 

allocation method and means by which to be announced results. 
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B) Range of products 

 

Art. 22 - Alcoholic beverages 

The Commercial communication for alcoholic beverages must not conflict with the need to foster 

the emergence of consumption patterns inspired to size, fairness and responsibility. This in 

Primary protect the interests of the people, and especially children and adolescents, a family, 

social and work life protected from the consequences of abuse drinks alcoholic. In particular 

commercial communications must not: 

 encourage excessive, uncontrolled, and hence harmful consumption of alcoholic 

beverages; 

 depict an unhealthy attachment to the product and, in general, dependence by alcohol or 

imply that the use of alcohol can solve personal problems; 

 target or refer, even indirectly, to children, and to represent them or subjects that appear 

obviously such intent to alcohol consumption; 

 use signs, designs, characters and people, directly and primarily related to minors, that can 

generate a direct interest on them; 

 associate driving vehicles with the use of alcoholic beverages; 

 lead the public to believe that the consumption of alcoholic beverages promotes mental 

clarity and enhances physical and sexual, and that their failure to act consumption a 

physical inferiority, psychological or social; 

 represented as negative values sobriety and abstention from alcohol consumption; 

 lead the public to disregard different drinking styles that you need consider in relation to 

the characteristics of individual products and the personal conditions consumer; 

 used as the main theme of the high alcohol content of a drink. 
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Art. 23 - Cosmetics and personal care 

The commercial communication relating to cosmetic products and personal hygiene should not 

lead to the conclusion that they have characteristics, properties and functions different from that 

of being applied on the outer surfaces of the human body, the teeth and the mucous membranes of 

the mouth, in order exclusively or mainly to cleaning them, perfuming them, changing their 

appearance, protecting them, keeping them in good state and correcting body odors. 

Such commercial communication, therefore, may present these products as having subsidiary 

characteristics for the prevention of particular pathological situations, as long as such purpose 

have formulas and specific ingredients, must not lead consumers to confuse cosmetics and 

personal care with medicines, with medical devices, with with doctors and health treatments 

devices. 

 

Art. 23 BIS - food and dietary supplements 

The commercial communication relating to food supplements and dietary products shall not boast 

properties do not conform to the characteristics of the products or properties that do not they are 

really possessed by the products themselves. Furthermore, such commercial communication must 

be carried out so as not to induce the consumers nutritional mistakes and must avoid reference to 

recommendations or declarations type doctor. 

These rules also apply to dietary foods for infants, those who replace in whole or in part 

breastfeeding and those that serve for weaning or Food integrating children. As regards, in 

particular, the commercial communication relating to supplements food proposed for the control 

or the reduction of weight and other specific types of supplements, must comply the rules 

described in the appropriate Regulation, which forms part of this Code. 

 

Art. 24 - Physical and Aesthetic Treatments 

The commercial communication to physical and aesthetic treatment should not imply that such 

treatments have therapeutic or restorative functions, or have the ability to produce radicals results, 

and must avoid references to recommendations or attestations medical. 
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Art. 25 - Medicinal Products and Curative treatments 

The commercial communication relating to medicinal products and curative treatments must take 

account of particular importance of the subject and be done with the greatest sense of 

responsibility as well as in accordance with the technical data sheet summary of product 

characteristics. The commercial communication shall draw the consumer's attention on the need to 

urging caution in using the product in a clear and explicit to review the Package warnings and not 

leading to an improper use of the products. 

In particular, commercial communications to consumers relating to medicinal products for dealer 

must include the name of the medicinal product and the common of the active ingredient; it is not 

compulsory if the medicinal product contains more active ingredients, or the communication has 

the sole purpose of a generic reminder of the name of the product. 

In addition, the commercial communication relating to the counter medicinal products or 

treatments healing must not: 

 imply that the efficacy of the product is devoid of side effects, or that its safety or efficacy 

is due to the fact that it is a natural substance; 

 attributed to medication or treatment efficacy equal to or greater than that of others; 

 bring up unnecessary medical consultation or surgery or lead to a wrong self-diagnosis; 

 contact exclusively or principally at children or encourage minors to use the product 

without adequate supervision; 

 use recommendations of scientists, health professionals or persons well-known to the 

public, or that it had been authorized for placing on the market, or refer to claims of 

recovery in improper or misleading manner; 

 compare the medicinal product is a foodstuff, cosmetic or other product consumption; 

 lead to the conclusion that the medicine or curative treatment can improve normal good 

health, as well as their absence can have detrimental effects; unless whether it's a 

vaccination campaign; 

 use an improper, misleading or impressive representations of changes in the human body 

caused by disease or injury, or from the action of th medicine. 

As regards, in particular, to advertising of veterinary medicinal products, the rules and it is 

contained in Regulation, which forms part of this Code. 
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Art. 26 - Courses of instruction and study or teaching methods 

The commercial communication relating to education courses and study methods or teaching must 

not contain any promise of work or exaggerate the possibilities of employment or remuneration 

that are offered to those who follow the courses themselves, or adopt the proposed methods and 

even offer titles and qualifications not recognized or not obtained with these means. 

 

Art. 27 - Financial and real estate transactions 

The direct commercial communication soliciting or promoting financial transactions and 

especially savings and investment transactions in real or personal property must provide clear and 

comprehensive information in order not to mislead about the proponent, the nature of proposal the 

quantity and characteristics of the offered goods or services, the terms of the transaction, and the 

risks in order to allow the recipients of the message, even without specific preparation, can make 

informed choices about the use of their resources.  In particular, it: 

a) must avoid, when referring to yearly interest rates, using terms such as "income" and 

"Surrender" in the sense of the sum of income and capital growth in property values; 

b) It must not incite to undertake commitments and pay advances without appropriate 

guarantees; 

c) It must not project future results of the past or communicate the returns achieved on 

calculations over periods that are not sufficiently representative in relation to particular 

nature of the investment and to the fluctuations in results. 

The commercial communication for real estate transactions must be expressed in forms designed 

to avoid deception by passing financial investments in real estate or favor the real estate 

economics without providing adequate information on the real nature securities investment. The 

provisions of this Article shall also apply to the commercial communication of to banking and to 

insurance when it is necessary to highlight the investment aspect. 

 

Art. 28 - Package Tours 

The commercial communication relating to package tours, in any form, must provide complete 

and accurate information, especially with regard to the handling and performance included in the 

minimum price for participation. It should highlight an invitation to consider carefully the 

conditions of participation, payment and cancellation as indicated in brochure or application form. 
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Art. 28 BIS - Toys, games and educational products for children 

The commercial communication relating to games, toys and educational products for children not 

must mislead: 

 on the nature and on the performance and size of the object of the communication product 

commercial; 

 the degree of skill required to use the product; 

 the total expenditure, especially when the product requires the purchase of complementary 

products. In any case, this communication should not minimize the price Product or imply 

that its purchase is generally compatible with all family budget. 

 

Art. 28 ter - Games with cash prizes 

The commercial communication relating to games with cash prizes must not conflict with the 

need to encourage the emergence of patterns behavior inspired to size, fairness and responsibility. 

This primary interest protection of individuals, especially children, to a family life, social and 

work protected by consequences of gambling behaviors not responsible, determined by excess or 

addiction. 

It must also be avoided each statement or representation which is such as to mislead, also by 

means of omission, ambiguity or exaggeration obviously not hyperbolic, especially for as regards 

the characteristics, the costs, the chances of winning, the conditions for the fruition incentives and 

bonuses. The commercial communication relating to these games should not particular: 

1. constitute or encourage excessive gambling, uncontrolled game or the game wrongly 

associated with strong emotions; 

2. take advantage of the sporting passion to imply that those who love sports can not fail play 

and assimilate the athletic ability to the ability in the game; 

3. denying that the game can be risky; 

4. omit to explain the terms and conditions for the use of incentives and bonuses unjustifiably 

and emphasize the actual flow rate; 

5. present and to suggest that the game is a way to solve financial or personal problems, or 

constitutes a source of income or alternative livelihood to the work rather than a simple 

form of entertainment and amusement; 

6. imply that the experience, expertise or skill allows the player to reduce or eliminate the 

uncertainty of winning or permits to win consistently; 

7. target or refer, even indirectly, to children, and to represent them - or subjects that appear 

obviously these - at play; 
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8. use signs, designs, characters and people, directly and primarily related to minors, that can 

generate a direct interest on them; 

9. lead to the conclusion that the game will help to raise your self-confidence, consider social 

and interpersonal success; 

10. be abstaining from the game as a negative value; 

11. lead to confuse the ease of the game with the ease of the win; 

12. Refer to consumer credit services immediately be used for this game. 

All commercial communications of games with cash prizes must contain a clear and precise 

warning that the game is available to persons age 18 years and can cause addiction pathological. 

 

TITLE III - BODIES AND THEIR COMPETENCE 

 

Art. 29 - Composition of the Jury 

The Jury is composed of members appointed by the Advertising Self-Discipline Institute and 

chosen from legal experts, consumer affairs and communication. 

The members of the Jury shall hold office for two years and can be reconfirmed. 

The Institute appoints one of the members of the Jury President and the Vice-Presidents shall 

perform functions the President in his absence. 

Members of the jury can not be selected from among experts who practice their professional 

activity in the field of self-regulation of commercial communication. 

 

Art. 30 - Composition of the Audit Committee 

The Control Committee, Supervisor organ of the general interests of consumers, consists of 

members appointed by the Institute and chosen among experts in consumer affairs, technical 

advertising, the media and legal matters. 

The members of the Audit Committee shall hold office for two years and can be reconfirmed. The 

Institute appoints one of the Committee members the President and Vice-Presidents. The 

Committee can operate in sections of at least three members each, chaired by President or a Vice-

President. Regarding the composition and operation of the Estimates Section opinions, the rules 

described in the appropriate regulations. 

Committee members can not be selected from among experts who practice their activities 

professional in the field of self-regulation of commercial communication. 
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Art. 31 - Principles for judgment 

The members of the Jury and of the Audit Committee shall perform their duties according to their 

free conviction and not representing the interests of trades. In the performance of their duties the 

members of the Jury and the Board are expected to observe the utmost discretion. 

 

Art. 32 - Function of the Jury and of the Audit Committee 

The Jury examines the commercial communication that is subjected and to pronounce on it 

according to this Code. The Control Committee: 

 autonomously submit to the Jury, also as a result of reports received, the commercial 

communication in its opinion does not comply with the Code that safeguard the interest of 

the consumer or commercial communication; 

 binding opinion at the request of the President of the Jury; 

 It may invite a preventive basis to modify the commercial communication that it appears 

not in compliance with the Code; 

 It can issue desist orders pursuant dell'art.39; 

 at the request of the party concerned and according to the rules laid down in the 

appropriate regulations, it expressed as a preventive its opinion on the conformity of 

commercial communication case before a final but not yet spread to the Code's rules 

protect the interest of the consumer or commercial communication. The opinion was 

expressed subject of the validity and completeness of the data and information provided by 

the requesting party. the Audit Committee agrees to this condition in the approval does not 

act ex-office against approved business communications. The parties against whom has 

been expressed prior opinion must refrain from any use of the same opinion with 

commercial interests. 

In any time the jury and Control Committee may require that those who make use of commercial 

communications supply documentation to permit the verification of veracity of the data, 

descriptions, statements, illustrations and testimonials used. For the evaluation of documents 

produced  by the Jury and Control Committee they can make use of  the work of experts. 

Except as provided in this Code, the Jury and the Audit Committee exert their functions without 

formality. 
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Art. 32 BIS - Consultants 

The register of the technical consultants of the Jury appointed by the advertising Corporate 

Governance  institute is established. Consultants are experts of clear repute of the individual 

subjects. 

 

Art. 33 - Secretariat 

The Institute's Secretariat also acts as the secretary for the Jury and the Audit Committee. The 

Secretariat certifies the slope of proceedings before the Jury and, at the request of the parties 

concerned, it issues a written certification. 

 

Art. 34 - Seat and meetings 

The Jury, the Control Committee and the Secretariat offices are located at the Institute. The Jury 

and the Audit Committee and its sections come together as often as they present the needs, 

convened by their respective Presidents to be communicated at least three days before date fixed 

by them. That term can not be observed in cases of particular urgency. Meetings of the Jury and 

the Audit Committee are not public. The Jury is validly constituted with the presence of at least 3 

members; the Audit Committee, in plenary session, of at least 5 members. 

In the absence of the President and Vice-Presidents assumes the chairmanship the oldest member 

of charge. The Jury and the Audit Committee, the latter in plenary session, decide by vote the 

majority of the members present; in case of a tie, the vote of the chairman prevails. 

The decisions of the Committee sections has to be unanimous; otherwise the decision is delegated 

to the Committee in plenary session. 

The sections of the Control Committee are validly constituted with the presence of at least three 

members. In the meetings of the Jury and the Board are supported by a member of the Secretariat 

held to secrecy and that goes away when the decision of the Jury. 

 

Art. 35 - Administration 

The administrative arrangements concerning petitions to the Jury and services rendered by the 

Institute are decided by Executive Council. 
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TITLE IV - RULES OF PROCEDURE AND SANCTIONS 

 

Art. 36 - Petitions to the Jury and complaints to the Audit Committee 

Anyone who believes he has suffered prejudice from marketing communication activities contrary 

to of the Code may request the intervention of the Jury against those who, having accepted the 

same number in any of the forms specified in the Preliminary and General Standards, has made 

activities deemed prejudicial. 

The interested party must submit a written request indicating the commercial communication 

which is being submitted to the jury, setting out its reasons, attaching its documentation and 

provided administrative charges. 

Individual consumers, as their associations, can freely report the Committee to Control 

commercial communication deemed not in compliance with the Corporate Governance Code that 

protect the general interests of the public. 

 

Art. 37 - Procedure before the Jury 

Upon receipt of the request the President of the Jury shall appoint from among the members of the 

Jury a reporter and, if the case so requests,a technical consultant ex. art. 32BIS, an expert in the 

matter of the contention. Disposes the communication of documents to the parties agreed by 

assigning them a term, not less than eight and less than twelve working days for the filing of their 

deductions and any documents, and summon the parties within the shortest possible time for oral 

argument. 

In cases where the object instance commercial communication consists in a comparison direct or 

concerns a promotional offer of durability equal to or less than thirty days, on request of the 

instant, the term assigned to the resistant part for the deposit and deductions documents is eight 

working days, and the hearing of the jury later discussion takes place, except exceptional cases, no 

later than ten working days from the presentation. 

The discussion attended by a representative of the Audit Committee, expressing, before replica of 

the parts, their position in the light of the Code rules protecting the consumer and, if appointed, 

the technical adviser. The parties may contact the consultant clarify specific scientific issues in the 

dispute or to ask the counselor to indicate before Replica of the parties, in his opinion relevant 

criteria for the classification of such aspects. The requesting party may require that in the case of 

the technical consultant appointment is reserved at a hearing he held an entire meeting of the jury, 

assuming the additional administrative charges. 
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The discussion can not be postponed except for exceptional cases or by agreement of the parties.  

In proceedings instance of the Audit Committee reports its findings in writing before the hearing 

discussion. These conclusions can be justifiably changed the outcome of the discussion. Once the 

discussion is over, the Jury: 

 if it considers the case sufficiently instructed, it issues its decision; 

 if it considers necessary to acquire additional evidence puts the records to the speaker, 

who shall as soon as possible and without formalities at the intake of investigation 

measures considered necessary, exhausted as he returns the case to the jury for the further 

course of the method; 

 if these elements have emerged during the procedure to make the feel of subsistence 

unforeseen violations in the instance under consideration, it ascertains, disputes and 

declares ex officio, saves the need for its investigation. 

At any time during the proceedings the Jury may ask, without formalities, the Committee of 

Control opinions on any issue. Ahead of the Jury, parties may be assisted or represented by 

lawyers and consultants. 

 

Art. 38 - Decision of the Jury 

The jury at the end of the discussion, withdrew in private and exceptionally, in order to clarify 

residual doubt, may invite the expert, if appointed, to participate without the right voting. 

If the jury deems that you have not purchase sufficient technical evidence for the pronunciation of 

merit, admits an expert witness (CTU) that formulates the question and set the deadline of Storage 

of the report. During the expert witness must be respected adversarial principle and guaranteed the 

right of defense. The jury issued its decision, communicating the device to the parties 

immediately. 

When the decision establishes that the commercial communication does not comply with 

provisions of the Corporate Governance Code, the Jury provides that the parties concerned refrain 

from using it, the term set forth in the Regulations. 

The device, when appropriate, provides more details about the disapproved elements. In the 

shorter term the jury its verdict with the Secretary who shall transmit copies to the parties and 

institutions concerned. The Jury's decisions are final. 
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Art. 39 - Desist Order 

If the commercial communication under examination appear to clearly violate one or more 

provisions of the Corporate Governance Code, the Chairman of the Audit Committee, with its 

own measure, it may direct the parties to desist from it. 

The measure, succinctly motivated, is transmitted by the Secretariat to the parties, with the 

signaling that either party may propose motivated opposition to the Review Board in deadline will 

not be extended by ten days. 

Failure opposition presentation, or failure to comply with the prescribed period, or the absence of 

motivation, are detected by the Chairman of the Audit Committee. In these cases the applicability 

of the decision and, with its declaration of the Secretariat, is then communicated to the parties to 

adhere to them, within the term set forth relevant Regulations. 

If the appeal is brought within the prescribed period and is motivated, the injunction means 

suspended. The Chairman of the Audit Committee took into account the circumstances and the 

reasons opposed by the parties, it may decide, after consulting the Committee, to lift the 

injunction and to close the case, giving place to the same parts. Conversely, should the Audit 

Committee deems not convincing Opposition reasons, the case is handed to the President of the 

Jury with its motivation. Even if these judges unconvincing the reasons for opposition, return the 

documents the Chairman of the Audit Committee provides that under the former third paragraph. 

If believes a jury decision, summon the parties to discuss the dispute as soon as possible but no 

later than the deadline for the procedure ordinary; thus the injunction is considered withdrawn. 

 

Art. 40 - Publication of decisions 

All decisions are published by the Secretariat, on the website and in the database of Corporate 

Governance institute with the names of the parties to which they refer. 

The jury can decide that individual decisions to be disclosed to the public, to extract, with names 

the parties, in the manner and in the press deemed appropriate, by the Institute, and at the expense 

of unsuccessful party advertiser who must immediately assume the burden. If the unsuccessful 

party is in default, at the request of IAP, bear the expenses with right of recourse. The excerpt is 

drafted by the referee and signed by the President. The party against whom the judgment was 

given shall refrain from any use of that decision for commercial purposes. 
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Art. 41 - Binding effect of decisions of the Jury 

The means through which the commercial communication is disclosed that either directly or 

through their associations have accepted the Corporate Governance Code, even if not involved in 

proceedings before the Jury, they are required to comply with its decisions. 

 

Art. 42 - Non-compliance of the decisions 

If those who are obliged to comply with the decisions of the Jury or of the Audit Committee there 

is comply with the regulations governing on schedule, the Jury or its President reiterate the order 

to termination of the relevant commercial communication and ensure that you give the news to the 

public non-compliance to extract, with the names of the parties, in the manner and in the press 

considered appropriate, by the Institute, and at the expense of the losing party that will assume 

immediately the burden. If the losing party the prevailing party is in default on request of the IAP, 

bear the expenses with recourse. 

For this purpose, any interested person may petition the President of the Jury. The President if the 

non-compliance is not manifested, it provides that the procedure to follow the ordinary procedure. 

In contrast, firmly succinctly motivated, it ascertains the non-compliance and will act in 

accordance the first paragraph, indicating to the parties the power to submit reasoned objection 

within peremptory five working days, pending which the decision is suspended. In the absence of 

opposition ritual presentation, or in the case of a manifestly unfounded, the decision becomes 

enforceable and is communicated to all parties. 

Otherwise, the President revokes its decision and summon the parties before the jury for 

discussion of the dispute as soon as possible but no later than the deadlines planned for the 

ordinary procedure. The Jury, if it finds non-compliance, provides under first paragraph. 

 

TITLE V - PROTECTION OF CREATIVITY 

 

Art. 43 - Creative Projects 

If, in view of the future of the appointment, a user requires an agency or a professional, in the 

context of a race, of a multiple or individual consultation, presentation of one or more creative 

projects must refrain from using or imitating aspects ideational and the creative or not accepted or 

approved projects for a period of three years from the date of the deposit of a material by the 

agency or the professional concerned, to be carried out in sealed envelope with the Secretariat of 

the Institute Advertising Self, in the manner established by the Regulation. 
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Art. 44 - Security Alerts  

For the protection of creative elements of commercial communication, isolated posts in 

anticipation of and protection of future communications campaign must be deposited in the 

manner prescribed by the Regulations. The deposits are in force available on the website 

www.iap.it. The protection is effective for a period of 12 months starting from the filing date and 

before expiration can be repeated only once for a similar period of 12 months. 

 

Art. 45 - Communication carried out abroad 

Users who want to protect the commercial communication of their work in other countries against 

of imitation in Italy, may file copies of such notice at the Secretariat of Corporate Governance 

Institute, in the manner determined by the Regulation. The deposit gives it a priority rights valid 

for a period of five years from the date of deposit itself. 

 

TITLE VI - SOCIAL COMMUNICATIONS 

 

Art. 46 - Appeals to the public 

It is subject to the provisions of this Code any message aimed at raising public awareness on 

topics of social interest, even specific, or urging, directly or indirectly, contribution of voluntary 

contributions of any kind, aimed at achieving the objectives of social character.  

Such messages must contain the identity of the request and the beneficiary, the social objective to 

be achieved. The promoters of these messages can freely express their opinions regarding the 

subject, but it must be clear that these are promoters of such opinions and not facts make certain. 

By contrast the messages must not: 

a) exploits the human misery harming the dignity of the person, or having recourse to 

shocking reminders such as to create unjustified alarmism, the feelings of paurao serious 

disturbance; 

b) lean blame or responsibility to those who do not support the appeal; 

c) present so exaggerated the degree or nature of the social problem for which the appeal it is 

directed; 

d) overestimate the specific or potential value of the contribution to the initiative; 

e) soliciting minors to offers of money. 

These provisions also apply to the commercial communications containing References to social 

causes. 
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REGULATION ON THE IMPLEMENTATION OF DECSION OF CORPORATE 

GOVERNANCE CODE 

 

With reference to items c) and d) of the Preliminary and General Rules of Corporate Governance 

Code of Commercial Communication and considering that aim to articles. 38 and 39 is to pursue 

the quickest possible cessation of commercial communications determined to be consistent with 

the Code, the Governing Council of the Institute has established within 7 working days, and in 5 

working days in cases provided for by art. 37 co. 2, the term within which it must cease retried 

commercial communication. Such terms are to be understood as an upper limit and start from the 

next business day to pronounce at the hearing of the Jury device. The Institute's Secretariat, on the 

day of the decision, the device communicates to all parts and all the means mentioned which may 

be part diligently to inform the decision any other concerned. 

In view of the peculiar characteristics of the periodical press, the order of termination must be 

executed within the strictly necessary technical times. 

The order of termination affecting the packaging of the product (including each packaging 

element) and the display of the product must be carried out as a rule in period of 120 days after 

the deposit of the decision of the Jury, without prejudice the obligation of good faith advertiser to 

take action to fulfill as soon as possible in that order. The packaging and product exhibitors by ad 

placed on the market before the expiry of said term may be marketed until their natural 

exhaustion. 

If the jury finds that a package is not compatible with Article. 42 because it spreads a Message 

already declared inconsistent with the rules of the Code, the order of termination shall be executed 

in 30 days. This provision applies in case the message condemned was already present on the 

packs and the order of termination is not executed within the 120 days, both in the case of 

message spread by other means and then inserted on the packaging. 

For measures of the deadline Control Committee starts from the expiry of the time for such 

opposition. However, broader terms will be evaluated by the jury against special needs 

techniques. 

The advertiser, in connection with its responsibility for a speedy and practical execution of the 

decisions taken in respect of its commercial communication, it is required to communicate in 

writing (email or fax) to the Secretariat of the Institute, within the working day following that of 

the final decision of the Corporate Governance Organs, that he had already turned to suspend the 

message in question, not later than the time limit indicated above, all of the inserted media in 

planning the campaign. 
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RULES FOR QUOTES OPINIONS OF CONTROL COMMITTEE 

 

These regulations govern the organization and procedures for the issue by part of the preliminary 

technical assessments Control Committee under Art. 32 paragraph 2 point 5 of the Code of 

Conduct of Commercial Communication. 

1. a section specifically dedicated to release of preliminary technical assessments set is set up 

within the control committee, denominated "section prior opinions." The section is headed 

by the Chairman of the Audit Committee, or one of the Vice-Presidents, or a memeber of 

Committee delegated by the President, and includes at least two other members, selected 

by the President of the Control Committee in rotation among the Committee members who 

have specific expertise in the individual matters to be examined. The requesting party, 

once filed the request for a preliminary decision, it is entitled to know the composition of 

the Section. 

2. The Section has overall responsibility for issuing opinions provided by art. 32 paragraph 2 

Section 5 of the Code with the effects therein. In particularly delicate or complex cases, 

the President of the Chamber may delegate the issue of the opinion to the plenary session 

of the Committee Control, having notified the requesting party. The Section and the 

Committee of Control can in any case avail themselves of experts. 

3. A part wishing to request a preliminary assessment is required to submit to the Secretariat 

Institute of Corporate Governance a written request to that effect, attaching the same 

commercial communication of asking the opinion, both on paper and on support 

electronic, in the form as much as possible final (eg: story-boards for television, complete 

script for printing etc.), or a detailed description still allow the Committee to have full 

knowledge of all the features of commercial communication. The request may also be 

accompanied by relevant documentation to support the accordance with the notice to the 

applicable Code. That option becomes obligation in the case of claims performance, in 

order to verify the veracity of the statements in the message. Every preliminary decision 

request is for a single commercial communications and any changes made to the same as a 

result of the observations of the Committee. There preliminary decision request must be 

made simultaneously with the payment of the right Administrative IAP established by the 

Board. 
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4. The Section, through one of its members so delegated by the Chairman of Committee 

Control proceeds without formalities to take the party concerned the information and 

clarifications necessary or useful for the issuance of the opinion, using for this purpose the 

media more rapid and appropriate communication. The Party which has requested the 

opinion, however, the chance to speak with the section, both personally and through the 

means above, in order to better illustrate the aspects that it deems relevant to the issue of 

prior opinion. 

5. A preliminary decision is issued in writing and if it is properly motivated negative or 

positive subject. It is made in the shortest time possible and in any case within five days 

working from the date of the receipt of the Institute Secretary of Corporate Governance 

Institute its request. In cases of particular complexity, the term can It is extended to eight 

working days. 

 

RULES FOR FILING CREATIVE PROJECTS (ART. 43) 

 

The Agency or the professional who wishes to protect their creative project to be proposed in the 

context of a race, of a multiple or individual consultation before submission of project the user is 

required to: 

a) collect copies of texts and images (constituents creation to be protected) that will be 

subjected user; 

b) attached to said user copy of the invitation collection to join the race, plurima or individual 

consultation, and any other documentation deemed useful; and also a statement that the 

material corresponds to what will be presented user; 

c) insert referred to in points a) and b) material in an envelope to a maximum bag size 40 x 

30 cm., redigendone the list; 

d) make the deposit, with the payment of its administrative law, at the Secretariat Institute of 

Corporate Governance Institute, Via Larga n°15, 20122 Milan (MI) – Italy. This deposit 

must be strictly carried out before the project presentation the user, to protection under 

Article n° 43. 

The Secretariat of the IAP, received the material in a sealed envelope, shall: 

a) draw up two copies of the certificate of deposit, with the date and the sequence number of 

the same, the list of the deposited material and the signature of the official who received 

the IAP storage area; 

b) affixed to the sealed envelope the IAP label with the indication of the order number of the 

deposit and copy of the certificate; 
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c) deliver to the applicant a copy of the certificate confirming the deposit, subject to 

collection the administrative fee payable; 

d) release receipted invoice; 

e) the holding period is three years. 

 

REGULATION NOTICES FOR DEPOSIT PROTECTION (ART. 44) 

 

With reference to Articles. 13 and 44 of the Code, who intend to protect a future communication 

campaign through the early release of a single message, must deposit at the IAP the essential 

elements of the said creation, with a concise and meaningful description, possibly also visual, the 

idea that you intend protect as follows. 

1. The applicant shall fill out online and send the "pre-emption Form", bringing the creativity 

to be protected, attaching the proof of payment of the corresponding rights. The form is 

available on the homepage www.iap.it - "The submitted ideas." 

2. The creativity to be protected should relate to a single message, indicating a choice, the 

name of product, service, company, agency or consultant. 

3. The right of priority, starting from the receipt of complete and correct in the Document 

point 1), it will be recorded by the IAP Secretariat and may be relied for a period of 12 

months towards the subjects bound to the Code which, by any means, it is believed imitate 

the announcement for protection. 

4. Before the expiry of the deposit, the same can be renewed for a further period of 12 

months with effect from the day following the expiration of the first period, following the 

procedure referred to in point 1). 

5. Deposits into force shall be entered in the shortest possible time, the Internet site IAP - 

Ideas filed. 
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REGULATION ON COMMERCIAL COMMUNICATIONS PERFORMED 

ABROAD (ART. 45) 

 

Users who want to protect the commercial communication of their work in other countries against 

of imitation in Italy, may file copies of such commercial communication with the Secretariat of 

the Corporate Governance Institute. The user is required to: 

 attach copies of the material available (Notice, storyboard, script, VHS, CD-ROMs, 

dvd,etc) campaign already carried out abroad; 

 indicate the product name, product sector, the country where it happened during the 

campaign; 

 make the deposit with the payment of its administrative law at the Secretariat Institute of 

Corporate Governance Institute, Via Larga n°15, 20122 Milan (MI) – Italy. There 

Secretariat of the IAP, the material received, shall issue a certificate of deposit and 

invoice. 

All deposits are available at the Institute. The Secretariat will heal, only to For information, the 

publication on the website of the list of IAP made deposits. The right priority thus acquired is 

valid for a period of 5 years from the filing date. 

 

REGULATION OF COMMERCIAL COMMUNICATIONS FOOD 

SUPPLEMENTS OFFERED FOR CHECKING OR REDUCTION WEIGHT AND 

OTHER TYPES OF SUPPLEMENTS 

 

1. It is not acceptable to present the products in question as a "diet." The role of supplements 

aimed at controlling or reducing weight is to "carriers of diets low calories". Nor should it 

emphasize the concept of slimming as a synonym for health. 

2. In the messages relating to the products in question must not be used the name fantasy as a 

means to endorse or guarantee the property of the non-existent product or the user is not 

able to prove. 

3. In messages related to supplements proposed for controlling or reducing weight, it is not 

allowable reference to approvals or scientific guarantees. It must be avoided the use of 

"field staff" (doctors, pharmacists, dieticians, etc.) that, thanks to authority and the credit 

received from the public for its professional role, may endorse a general effective products 

and decrease the level of criticism in the choice of consumers in relation to their individual 
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needs, varying from individual to individual. For the same reasons it is not permissible 

even mention any endorsement Company or scientific associations. 

4. In the context of the message, must be specify that the use of the products in question 

accompanied by a suitable low-calories diet and a higher activity level physical, removing 

too sedentary behaviors. 

5. Commercial communications integrators proposed for the control or reduction weight 

should not have depersonalized diets by experts as universally valid. Requirements of the 

standard is the belief, shared some time in science, that it is incongruous and irrational 

develop and propose depersonalized diets without taking account of the actual reality of 

the individual subject. Therefore, diets worked so standardized need not be presented as 

universally valid. If the commercial communication proposes a standard diet, it must still 

contain a warning to the consumer about the need to verify, with the intervention of a 

physician or a dietician, whether it is diet suited to their needs. 

6. Commercial communications of integrators proposed for controlling or Weight reduction 

should not rely on either of images or of testimony aimed at compare the previous 

situation the use of the product with the results achieved with the use of the product itself. 

7. Commercial communications of integrators proposed for controlling or reduction of 

weight must avoid using absolute quantification of the results obtainable in a certain 

period of time (in terms of weight reduction and circumference measurements 

anthropometric, fat mass, fat deposits, etc.). 

8. Commercial communications of integrators proposed for controlling or weight reduction 

must not tend to make people believe they can achieve significant results in quickly and 

without sacrifices. The use ofx a supplement aimed at controlling or reduction in body 

weight can have a sense and produce effects in the desired direction only as part of a co-

dietary regime that, to be low-calorie, involves necessarily of disclaimers (energy intake 

restriction). Therefore Contrast the principle of truth promise results without sacrifice. In 

addition, a weight loss too rapid is dangerous to health. As a result, promising weight loss 

in a short time it can generate wrong expectations, but also induce misbehavior. 

9. Special precautions must be taken with regard to the citation of clinical studies and 

scientific communications in commercial supplements offered for control or weight 

reduction, taking into account the particular vulnerability of segment of the public to 

which these products is based.  
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Therefore: 

 It is not allowed the use of expressions such as "clinically tested" or "clinical tests 

show that ... ", and the like, as they are liable to mislead the recipient the message 

about the scope and extent of the studies carried out, and in any case about the 

nature of the product being advertised, presenting him as having properties or 

therapeutic drug; 

 It is not allowed to bring scientific evidence available from bibliographical 

research on one or more of the constituents of the product, which does not reflect 

the actual conditions of action of the components concerned with reference to the 

dosage of the same used in the product and their interaction with other possible 

components of the product; 

 It is allowed in support of the statements contained in the message citation detailed 

and truthful tolerability of specific test results or effectiveness carried out on the 

products advertised, provided that it is carried out tests according to criteria and 

methodologies accepted by the scientific community. 

10. Commercial communications of integrators proposed for the control or reduction weight 

should avoid explicit mention of “ideal" weight conditions, "ideal" line or similar. In 

messages must consider the sensitivity of the issue, in terms of communication, with 

respect to food psychopathologies. The concept of "ideal" weight is exceeded in as it 

causes serious therapeutic and psychological illnesses errors. 

11. Commercial communications of the products in question should not correlate the 

accumulation of fat with fluid retention. 

12. Commercial communications of the products in question should not correlate body weight 

with the accumulation of intestinal gas. 

13. Commercial communications of the products concerned must not put a bad light on 

Mediterranean diet rich in complex carbohydrates. 

14. The supplements touted for the control or weight reduction can only boast generic 

adjuvant action, but they can not claim benefits is not true or demonstrated that their use 

would lead to particular subgroups of subjects with specific problems (such as emotional 

eating, slow metabolism, etc.). 
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OTHER TYPES OF SUPPLEMENTS 

 

1. Messages relating to products that have anti-aging properties must not lead to 

underestimate the need to adopt a healthy lifestyle with the removal of risk factors, 

therefore can not be attributed only to the use of the product the effect of preventing or 

delaying aging. 

2. Commercial communications can not tend to make people believe that a supplement or 

Another product is not medicine is possible to deal with male impotence. They frequently 

boast detect abuses in the stimulating effects and physical performance sexual, man in 

particular. In some messages directly you get to boast male impotence effects for products 

which are thus proposed as an alternative to a therapeutic treatment. It must be stressed 

that the absolute majority of cases, the experimental evidence effectiveness, both in 

animals and humans, and are very deficient, however, not sufficient to support the claimed 

effects. Messages must take into account the role that these products can aid claim, due to 

tonic effects, without inducing to underestimate the need of a physician for an accurate 

assessment of their condition and where necessary for a correct therapeutic approach. 

3. Commercial communications of direct supplements to help control lipid plasma must 

clarify that the function of such products is to promote a normal lipid metabolism, in an 

appropriate diet. None of these products must be presented as suitable for the treatment of 

pathological situations, which require evaluation and medical attention. 

4. Commercial communications integrators can not tend to make people believe that they 

exhibit a selectivity of use for sports, or at least for those undergoing a strenuous efforts to 

favorable effects on muscle mass or performance. 

The products specifically for sportsmen, who report on the label that specifically noted, in fact, 

they represent a specific category of dietary products. 
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REGULATION ON THE MEDICINE COMMERCIAL COMMUNICATION FOR 

ANIMAL 

 

Still remaining compliance with the provisions of the Corporate Governance Code, of, the 

commercial communication of veterinary medicinal products not subject to the obligation of 

medical and veterinary prescription must: 

a) be accomplished in such a way that the promotional nature of the message is evident and 

product is clearly identified as a medicinal product; 

b) include at least the name of the veterinary medicinal product and the name Common of the 

active ingredient (indication not compulsory if the medicinal product contains more active 

ingredients), as well as an explicit and clear call (periodical and daily press characters not 

smaller than the body 9) to read the instructions on the package leaflet and / or on the outer 

packaging; 

c) in derogation to the commercial communication point b) may be limited to contain the 

name of the medicinal product if is intended solely as a reminder.  

In addition, the commercial communication of veterinary medicines may not contain any material 

that: 

a) face appear superfluous to consult a veterinary surgeon or surgery, in particular by 

offering a diagnosis or by suggesting treatment by mail; 

b) it gives the impression that the veterinary medicinal product is harmless and has a large 

margin handling; 

c) it gives the impression, also referring to the pharmacovigilance data, the medicine 

veterinarian is devoid of side effects or that its effectiveness is greater than or equal to 

another veterinary medicinal product; 

d) it gives the impression that the veterinary medicinal product is no danger to the person 

who administers and, in the case of medicines for external use, for people who live in 

contact with the treated animal; 

e) it gives the impression that the veterinary medicinal product is free of environmental risks; 

f) indicating that they lack the veterinary medicinal product may have an impact prejudicial 

to the normal good health of the animal; 

g) including a recommendation of scientists, scientific or cultural associations, health 

professionals or persons well-known to the public; 

h) assimilates the veterinary medicinal product to another consumer product; 

i) it gives the impression that the safety or efficacy of the veterinary medicinal product is due 

to the fact whether it be a substance "natural"; 
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j) can lead to a wrong diagnosis by the pet owner; 

k) refer misused, awesome or misleading to claims of recovery; 

l) uses so impressive and misleading visual representations of changes in the animal body 

caused by disease or injury; 

m) emphasizes that the veterinary medicinal product has received a marketing authorization 

business. 

 

REGULATION OF IMPARTIALITY GUARANTEE OF JUDGMENT  

 

The members of the Jury, the Audit Committee and the expert in art. 32 bis of the Code are 

obliged to abstain: 

 in cases related art. 51.1, Italian Code of Civil Procedure; 

 if they are engaged - or have been in the last 12 months - in performance of their 

professional activities on behalf of the advertiser or of the applicant; 

 in cases where there are serious reasons of convenience. 

In such cases the obligation to refrain applies also in relation to cases involving companies 

directly competing than that with respect to which the member is located in a position to 

incompatibility. 

The members of the Jury, the Control Committee and the technical consultants in art. 32 bis of the 

Code must refrain from providing their image in commercial communications activities. Each 

member of the Jury and of the Audit Committee and the expert is required to assess whether it is 

in any of the conditions of incompatibility upon receipt of documentation Relative to the dispute 

or to the practice to be examined and shall in case of positive evaluation, communicate without 

delay its withdrawal to the President of the Bench hearing or section of Committee. The President 

assessing to be in a situation of incompatibility communicate its abstention to the Jury President 

or the Chairman of the Audit Committee. These in time, if incompatibility conditions, 

communicate their abstention to the President of the Institute of Conduct. 

The members of the "step" of the Control Committee prior opinions are bound to manifest its 

incompatibility soon will be communicated to them the identity of the party submitting the 

instance and the matter to which it refers. The failure to evaluation of the rules on the obligation 

of abstention is referred to the Board Directors that at its sole discretion may adopt different 

measures, until the declaration of forfeiture from the post of member of the Jury of the Audit 

Committee or a technical consultant, taking into account of incidence in the concrete work of the 

subject on the outcome of the regulatory process.  
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In any case, the measure adopted is not the cause of appeal judgment is emitted by the jury or the 

resolution passed by the Audit Committee with the participation of the subject considered 

incompatible. 

The Board of Directors decides on the request of any interested member of the heard Jury or the 

Audit Committee or the expert concerned. 

 

DIGITAL REGULATION ON CHART OF RECOGNITION COMMERCIAL 

COMMUNICATIONS SPREAD OVER THE INTERNET 

 

1) Recognisability 

The widespread commercial communication through the internet, whatever the mode used, It must 

make manifest its promotional purposes through suitable measures. In cases falling under the 

following items, the requirement of recognition will certainly consider satisfied in respect of the 

adoption of measures indicated. 

 

2) Endorsement 

In the case where the accreditation of a product or a brand, put in place by celebrity, influencer, 

blogger, or other similar figures of network users who, with their intervention can potentially 

affect the business decisions of the public, (hereinafter collectively influencer), has the nature of 

commercial communication, must be inserted in a clearly visible in the initial part of the post or 

other common network communication one of the following: 

 "Advertising", or 

 "Powered by ... brand / brand Promoted by ..." or 

 "Sponsored by ... brand / brand Sponsored by ..." or 

 "In collaboration with the brand ... / In partnership with the brand….."; 

and / or in the case of a post within the first three hashtag, provided they are of immediate 

perception, one of the following phrases: 

 "# Advertising", or 

 " # Sponsored by ... brand", or 

 "#Ad" together with "#brand". 

In the case of "maturity content," such as the stories, one of these entries must be superimposed in 

a clearly visible manner to the visual elements of each promotional content. 
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In the different case in which the relationship between influencer and advertiser is not purchasing 

but limits occasionally sending by the latter of its products for free or for a modest consideration, 

posts or other distributed communications network dall'influencer that mention or represent such 

products should contain - in place of the above warnings - a disclaimer of follows: 

 "Product Posted by ... brand", or equivalent. 

In the case referred to in the previous paragraph, the advertiser must inform the influencer, clearly 

and unequivocally, at the time the product, the existence of the obligation to be noted disclaimer. 

In this case the responsibility of reporting is limited to all'influencer the existence of such an 

obligation. 

 

3) Video 

If a video produced and distributed on the network has the nature of commercial communication, 

They must be inserted - in the initial or final scenes - written or verbal warnings that make evident 

the promotional purposes of the video (for example: "brand presents ...", or "In collaboration with 

the brand ..."). 

In particular, the insertion with promotional purposes of products / brand of an advertiser or the 

author of the video should be made known to the public through appropriate disclaimer in early 

shots or end of the video, or at the shots containing the Reproduction of products / brands. 

In the other case where the ratio of the video author and publisher are not purchasing but sending 

occasional limits by the latter of its products for free or for a modest value, and such products are 

mentioned, used or analyzed in the video, the latter must contain a disclaimer at the opening, 

verbal or written, as follows: " this product was sent to me by... "," product sent by ... ". 

In the case referred to in the previous paragraph of the advertiser must inform the influencer, 

clearly and unequivocally, at the time the product, the existence of the obligation to be noted 

disclaimer.  

In this case the responsibility of the advertiser is limited to the notification to the influencer of the 

existence of this obligation. 
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4) Invitations to events 

In the case where the relationship between influencer and advertiser is not purchasing but limits 

the invitation, by the latter, to participate in an event, posts and other communications spread by 

the influencer that give report about a product or brand in relation to the event, will have to inform 

the public that participation took place on advertiser invitation. The advertiser must inform the 

influencer, clearly and unambiguously, the existence of this information requirement. In this case 

the responsibility of reporting is limited to all'influencer the existence of such an obligation. 

 

5) user generated content  

The user generated content that can be characterized as commercial communication must indicate 

clarity this nature, with the adoption of one of the measures mentioned in the foregoing articles. 

 

6) In-feed units (Editorial content) 

The in-feed units that are in the nature of commercial communication must make it clear that 

nature by the insertion, in different positions and with arrangements to ensure clear visibility, 

warnings such as: 

 " Advertising" 

 "Powered by ... brand / Promoted by ….brand " 

 "Sponsored by ... brand" 

 "Sponsored Content' 

 "Sponsored Post" 

 "Presented by ... brand" 

also combined with specific graphic devices, such as the insertion of frames and / or shading and / 

or text highlighting or shading. 

 

7) Paid advanced units (sponsored search results) 

The paid search units must make clear their commercial nature with a separation also graphic 

from organic search cd content, together with indications that inform users explicitly that It is of a 

promotional nature content (such as, for example, "Advertising / Advertising"), placed next to 

search results and sponsored a manner to make them visible and obvious. 
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8) Recommendation widgets (Recommended Content) 

The widespread promotional content in the form of recommendation widgets must make evident 

the nature of commercial communication through the adoption of the measures listed below: 

 an indication that the boxes contain sponsored; 

 the indication next to each content of the advertiser's name or Brand and an indication that 

the content is sponsored. 

If the content is developed by a "technology provider" (the person who developed the widget), in 

addition to reporting the indications listed above, it is necessary to specify such provenance 

mentioning the name of the supplier. 

 

9) App advertising (App with advertising content) 

If the contents of an app has, in whole or in part, the nature of commercial communication, the 

users of the same should be warned by appropriate means that such content has been Sponsored 

by advertising. 

 

10) Advergame (promotional games) 

The promotional nature of an advergame must be made evident through the use of endorsements 

specifications, such as: 

 "Promoted by ... brand" or 

 "Sponsored by ... brand". 

These marks must be located in the start framing or end of the game. 

 

 

Source: www.IAP.it 

Notes: FCO adopts the principles of Corporate Governance of commercial communication issued 

by IAP. 

http://www.iap.it/

