Annex 3
Consultation questions
You may respond to some or all of the consultation questions.  This Annex is provided in Word format to enable you to copy and paste the questions into a document that should accompany your completed cover sheet, which is made available here.  See ‘Responding to this consultation’ in this Annex.

Section 1: Compliance
Social responsibility

Question 1 

Given BCAP’s policy consideration, do you agree that rule 1.2 should be included in the proposed BCAP Code?  If your answer is no, please explain why.

Other Questions
Question 2

i) Taking into account BCAP’s general policy objectives, do you agree that BCAP’s rules, included in the proposed Compliance Section are necessary and easily understandable?  If your answer is no, please explain why.

ii) On consideration of the mapping document in Annex 2, can you identify any changes from the present to the proposed Compliance rules that are likely to amount to a significant change in advertising policy and practice and are not reflected here and that should be retained or otherwise be given dedicated consideration?

iii) Do you have other comments on this section?

Section 2: Recognition of Advertising
TV advertisement content prohibitions
Question 3  

i) Given BCAP’s policy consideration, do you agree that rule 2.1 should replace present TV rules 2.1.2 (b) and 2.2.2 (c), be applied to TV and radio and be included in the proposed BCAP Code?  If your answer is no, please explain why.

ii) Given BCAP’s policy consideration, do you agree that rule 2.3 should replace present TV rule 2.2.2 (d), be applied to TV and radio and be included in the proposed BCAP Code?  If your answer is no, please explain why.

Extra consideration of rule 2.1.2(a)
Question 4

Given BCAP’s policy consideration, do you agree that rule 2.2 should replace present TV rule 2.1.2 (a), be applied to TV and radio and be included in the proposed BCAP Code?  If your answer is no, please explain why.

Editorial independence: television

Question 5

i) Given BCAP’s policy consideration, do you agree that present TV rule 2.2.1 should not be included in the proposed BCAP Code?  If your answer is no, please explain why.

ii) Given BCAP’s policy consideration, do you agree that present TV rule 2.2.2 (a) should not be included in the proposed BCAP Code?  If your answer is no, please explain why.

Impartiality of station presenters and newsreaders

Question 6  

i) Given BCAP’s policy consideration, do you agree that radio rule 18, section 2, should not be included in the proposed Code?  If your answer is no, please explain why.

ii) Given BCAP’s policy consideration, do you agree that radio station presenters who do not currently and regularly read the news should be exempted from the rule that restricts presenters from featuring in radio advertisements that promote a product or service that could be seen to compromise the impartiality of their programming role?  If your answer is no, please explain why.

Other questions

Question 7

i) Taking into account BCAP’s general policy objectives, do you agree that BCAP’s rules on the Recognition of Advertising are necessary and easily understandable?  If your answer is no, please explain why.

ii) On consideration of the mapping document in Annex 2, can you identify any changes from the present to the proposed Recognition of Advertising rules that are likely to amount to a significant change in advertising policy and practice and are not reflected here or in Section 32 on Scheduling and that should be retained or otherwise be given dedicated consideration?

iii) Do you have other comments on this section?

Section 3: Misleading
Puffery and subjective claims

Question 8

Given BCAP’s policy consideration, do you agree that rules 3.4 and 3.5 should be included in the Code?  If your answer is no, please explain why.

Significant division of informed opinion

Question 9
Given BCAP’s policy consideration, do you agree that rule 3.13 should be included in the Code?  If your answer is no, please explain why.
Prices claims “from” or “up to”
Question 10

Given BCAP’s policy consideration, do you agree that rule 3.23 should be included in the Code?  If your answer is no, please explain why.
Estimates of demand

Question 11

i) Given BCAP’s policy consideration, do you agree that rule 3.27 should be included in the Code?  If your answer is no, please explain why.

ii) Given BCAP’s policy consideration, do you agree that rule 3.28.2 should be included in the Code?  If your answer is no, please explain why.

Recommended Retail Prices (RRPs)

Question 12

Given BCAP’s policy consideration, do you agree that rule 3.39 should be included in the Code?  If your answer is no, please explain why.

Subliminal techniques

Question 13

Given BCAP’s policy consideration, do you agree that the rule on subliminal advertising is relevant to radio and should, therefore, be apply to radio as well as TV advertisements?  If your answer is no, please explain why.
VAT-exclusive prices

Question 14

Given BCAP’s policy consideration, do you agree that rule 3.18 should be included?  If your answer is no, please explain why.
Tax-exclusive prices

Question 15

Given BCAP’s policy consideration, do you agree that rule 3.19 should be included in the Code?  If your answer is no, please explain why.
Price offers that depend on other commitments

Question 16

Given BCAP’s policy consideration, do you agree that rule 3.22 should be included in the Code?  If your answer is no, please explain why.

Use of the word “free”
Question 17

i) Given BCAP’s policy consideration, do you agree that rule 3.25 should be included in the Code?  If your answer is no, please explain why.

ii) Given BCAP’s policy consideration, do you agree that rule 3.26 should be included in the Code?  If your answer is no, please explain why.
Geographical restrictions

Question 18

Given BCAP’s policy consideration, do you agree that rule 3.28.3 should apply to TV and radio advertisements?  If your answer is no, please explain why.

Imitation or replica of competitor’s trade mark

Question 19

Given BCAP’s policy consideration, do you agree that the proposed amendment in 3.43 correctly reflects the BPRs 4(i) requirement?  If your answer is no, please explain why.

Animal testing

Question 20

Given BCAP’s Policy consideration, do you agree that rule 5.2.7 should not be included in the Code?  If your answer is no, please explain why.

Advertisements for solicitors and advertisements for conditional fee arrangements which claim, ‘no win no fee’.

Radio advertisements by or on behalf of solicitors
Question 21

Given BCAP’s policy consideration, do you agree that it is not necessary to include in the BCAP Code the requirement for advertisements by or on behalf of solicitors to comply with the Solicitors Code of Conduct?  If your answer is no, please explain why?
Radio advertisements for conditional fee arrangements which claim ‘no win, no fee’ 
Question 22

Given BCAP’s policy consideration, do you agree that it is not necessary to maintain, in BCAP’s proposed Code, a rule that requires advertisements for conditional fee arrangements which claim ‘no win, no fee’ to suitably qualify if the client is (or may be) required to pay any costs or fees (including those of the other party), such as insurance premiums or disbursements?  If your answer is no, please explain why.

Other questions

Question 23

i) Taking into account BCAP’s policy consideration, do you agree that BCAP’s rules in the Misleading Section are necessary and easily understandable?  If your answer is no, please explain why?

ii) On consideration of the mapping document in Annex 2, can you identify any changes from the present to the proposed Misleading rules that are likely to amount to a significant change in advertising policy and practice and are not reflected here and that should be retained or otherwise be given dedicated consideration?

iii) Do you have other comments on this section?
Section 4: Harm and Offence

Crime and anti-social behaviour
Question 24 

Do you agree that rule 4.7 should be included in the proposed BCAP Code?  If your answer is no, please explain why.

Protection of the environment – radio
Question 25

Do you agree that proposed rule 4.10 should be included in the proposed BCAP Code?  If your answer is no, please explain why.
Harm
Question 26

Taking into account its policy consideration, do you agree with BCAP’s proposal not to include in the proposed Code the present radio Harm rule (rule 10, section 2 of the present Radio Code)?  If your answer is no, please explain why.
Other questions
Question 27

i) Taking into account its general policy objectives, do you agree that BCAP’s rules, included in the proposed Harm and Offence section, are necessary and easily understandable?  If your answer is no, please explain why.

ii) On consideration of the mapping document in Annex 2, can you identify any changes from the present to the proposed Harm and Offence rules that are likely to amount to a significant change in advertising policy and practice, which are not reflected here and that you believe should be retained or otherwise given dedicated consideration?
iii) Do you have other comments on this section?

Section 5: Children

Exploitation of trust
Question 28

Given BCAP’s policy consideration, do you agree that rule 5.7 should be included in the Code?  If your answer is no, please explain why.

Expensive products of interest to children
Question 29

i) Given BCAP’s policy consideration, do you agree rule 5.14 should be applied to advertisements broadcast on all Ofcom-licensed television channels and not only those broadcast to a UK audience?  If your answer is no, please explain why.
ii) Given BCAP’s policy consideration, do you agree rule 5.14 should define an ‘expensive’ product of interest to children to be £30 or more?  If your answer is no, please explain why.

iii) Given BCAP’s policy consideration, do you agree rule 5.14 should be included in the Code?  If your answer is no, please explain why.

Competitions

Question 30

i) Given BCAP’s policy consideration, do you agree that rules 5.15 adequately replaces rule 11.8, section 2, of the Radio Code?  If your answer is no, please explain why.

ii) Given its policy consideration, do you agree with BCAP’s proposal to introduce a rule that prohibits advertisements for a promotion directly targeted at children if they include a direct exhortation to buy a product?  If your answer is no, please explain why.
iii) Given BCAP’s policy consideration, do you agree that rule 5.15 should apply to television and radio advertisements?  If your answer is no, please explain why.

iv) Given BCAP’s policy consideration, do you agree that rule 5.15 should be included in the Code?  If your answer is no, please explain why.
Children as presenters in advertisements
Question 31

Given BCAP’s policy consideration, do you agree that these present rules should not be included in the Code?  If your answer is no, please explain why.

i) TV rule 7.3.4

ii) Radio rule 11.11 a), section 2

iii) Radio rule 11.11 b), section 2

iv) Radio rule 11.12, section 2

Children’s health and hygiene

Question 32

Given BCAP’s policy consideration, do you agree that rule 11.10 b) of Section 2 of the present Radio Code should not be included in the proposed Code?  If your answer is no, please explain why.

Question 33

Given BCAP’s policy consideration, do you agree that rule 5.4 should be included in the Code?  If your answer is no, please explain why.
Other questions

Question 34

i) Taking into account its general policy objectives, do you agree that BCAP’s rules, included in the proposed Children section, are necessary and easily understandable?  If your answer is no, please explain why.

ii) On consideration of the mapping document in Annex 2, can you identify any changes from the present to the proposed Children rules that are likely to amount to a significant change in advertising policy and practice, which are not reflected here and that you believe should be retained or otherwise given dedicated consideration?
iii) Do you have other comments on this section?
Section 6: Privacy

Generic advertising for news media

Question 35

Given BCAP’s policy consideration, do you agree that the proposed Code should not require ‘generic advertising for news media’ to be immediately withdrawn if a complaint is registered that a TV advertisement of that type has featured an individual without his or her prior permission?  If your answer is no, please explain why.
Other questions

Question 36

i) Taking into account its general policy objectives, do you agree that BCAP’s rules, included in the proposed Privacy section, are necessary and easily understandable?  If your answer is no, please explain why.

ii) On consideration of the mapping document in Annex 2, can you identify any changes from the present to the proposed Privacy rules that are likely to amount to a significant change in advertising policy and practice, which are not reflected here and that you believe should be retained or otherwise given dedicated consideration?

iii) Do you have other comments on this section?
Section 7: Political and Controversial Issues
Reflecting the Act

Question 37

i) Given Ofcom’s practical application of the present rule, do you agree that it is appropriate to reflect 321(3) of the Communications Act 2003 in BCAP’s proposed rule on Political and Controversial Issues?  If your answer is no, please explain why.

ii) On consideration of the mapping document in Annex 2, can you identify any changes from the present to the proposed Political and Controversial Issues rules that you consider are likely to amount to a significant change in advertising policy and practice, which are not reflected here and that you believe should be retained or otherwise given dedicated consideration?

iii) Do you have other comments on this section?

Section 8: Distance Selling

Substitute products 

Question 38

Given BCAP’s policy consideration, do you agree that rule 8.3.4 should be included in the Code?  If your answer is no, please explain why.
Cancellation within seven days
Question 39

Given BCAP’s policy consideration, do you agree that rule 8.3.6a should be included in the Code?  If your answer is no, please explain why.
Prompt delivery
Question 40

Given BCAP’s policy consideration, do you agree it is reasonable to extend the period within which orders must be fulfilled from 28 to 30 days?  If your answer is no, please explain why.
Protection of consumers’ money

Question 41

Given BCAP’s policy consideration, do you agree that present radio rule 21.1 f) of section 2 is unnecessarily prescriptive in the light of BCAP’s proposed rule 8.3.1?  If your answer is no, please explain why.
Personal calls from sales representatives

Question 42

Given BCAP’s policy consideration, do you agree that present TV rule 11.2.3 (a) and (b) and present Radio rule 21.1 j) (i)-(ii) of section 2 should not be included in the Code?  If your answer is no, please explain why.
Sending goods without the authority of the recipient
Question 43

i) Given BCAP’s policy consideration, do you agree that present TV rule 11.2.2(g) should not be included in the Code?  If your answer is no, please explain why.  

ii) Given BCAP’s policy consideration, do you agree that 8.3.7 should be included in the Code?  If your answer is no, please explain why.

Other questions
Question 44

i) Taking into account BCAP’s policy consideration, do you agree that BCAP’s rules on Distance Selling are necessary and easily understandable?  If your answer is no, please explain why.
ii) On consideration of the mapping document in Annex 2, can you identify any changes from the present to the proposed rules that are likely to amount to a significant change in advertising policy and practice and are not reflected here and that should be retained or otherwise be given dedicated consideration?

iii) Do you have other comments on this section?

Section 9: Environmental Claims
New rules for television

Question 45

i) Given BCAP’s policy consideration, do you agree that it is justifiable to take the approach of the present Radio Code and provide detailed rules on environmental claims in a dedicated section of the BCAP Code?  If your answer is no, please explain why.
ii) Taking into account BCAP’s general policy consideration, do you agree that BCAP’s rules on Environmental Claims are necessary and easily understandable?  If your answer is no, please explain why?

Life cycle of the product

Question 46
Do you agree that, provided the claim is thoroughly explained and does not mislead consumers about the product’s total environmental impact, it is reasonable to allow a claim about part of an advertised product’s life cycle?  If your answer is no, please explain why?
Other Questions
Question 47

i) On consideration of the mapping document in Annex 2, can you identify any changes from the present to the proposed rules that are likely to amount to a significant change in advertising policy and practice and are not reflected here and that should be retained or otherwise be given dedicated consideration?

ii) Do you have other comments on this section?
Section 10: Prohibited Categories
The acquisition or disposal of units in collective investment schemes not authorised or recognised by the Financial Services Authority
Question 48

i) Given BCAP’s policy consideration, do you agree that unregulated collective investment schemes should be a prohibited category of broadcast advertisement, with the caveat that, if a broadcaster can demonstrate compliance with COBS 4.12, BCAP may grant an exemption?  If your answer is no, please explain why.

ii) Do you agree that rule 10.1.9 should be included in the new BCAP Code?  If your answer is no, please explain why.

Betting tips
Question 49  

i) Given BCAP’s policy consideration, do you agree that the ban on TV and radio advertisements for betting tips should be relaxed?  If your answer is no, please explain why.

ii) Given BCAP’s specific policy objectives to protect under 18s and the vulnerable and to prevent misleading and irresponsible claims in betting tipster advertisements, do you agree that BCAP’s proposed rules are necessary and easily understood?  If your answer is no, please explain why.

Private investigation agencies
Question 50  

i) Given BCAP’s policy consideration, do you agree that the ban on TV advertisements for private investigation agencies should be relaxed?  If your answer is no, please explain why.

ii) Given its specific policy objective, do you agree that BCAP’s proposed rule 29.2 is necessary and easily understood?  If your answer is no, please explain why.

Question 51 

Given BCAP’s policy consideration, do you agree that proposed rule 29.1 should be included in the proposed BCAP Code?  If your answer is no, please explain why.  

Commercial services offering individual advice on personal or consumer problems

Question 52

i) Given BCAP’s policy consideration, do you agree that the ban on TV advertisements for commercial services offering individual advice on consumer or personal problems should be relaxed?  If your answer is no, please explain why.

ii) Given BCAP’s specific policy objectives, do you agree that BCAP’s proposed rule 26.2 is necessary and easily understood?  If your answer is no, please explain why.

Question 53

Given BCAP’s policy consideration, do you agree that proposed rule 26.1 should be included in the proposed BCAP Code?  If your answer is no, please explain why.  

Pornography
Question 54

i) Given its policy consideration, do you agree with BCAP’s proposal to relax the present prohibition on TV advertisements for pornography products and allow them to be broadcast on encrypted elements of adult entertainment channels only?  If your answer is no, please explain why.
ii) Given its specific policy objective, do you agree that BCAP’s proposed rules are necessary and easily understood?  If your answer is no, please explain why.
iii) Given BCAP’s policy consideration, do you agree that advertisements for R18-rated material should be permitted to be advertised behind encrypted elements of adult entertainment channels only but that the content of those advertisements themselves must not include R18-rated material or its equivalent?  If your answer is no, please explain why.

Offensive weapons and replica guns
Question 55

Given its policy consideration, do you agree with BCAP’s proposal to strengthen the present prohibition on TV advertisements for guns by prohibiting advertisements for offensive weapons and replica guns?  If your answer is no, please explain why.
Question 56

Given its policy consideration, do you agree with BCAP’s proposal to extend the present radio exception to the rule for references to clay pigeon shoots in advertisements only if they are promoted as part of a wider range of outdoor pursuits?  If your answer is no, please explain why.
Breath-testing devices and products that purport to mask the effects of alcohol
Question 57

Given its policy consideration, do you agree with BCAP’s proposal to extend to radio the present TV ban on advertisements for breath-testing devices and products that purport to mask the effects of alcohol?  If your answer is no, please explain why.
Other Questions
Question 58

i) Taking into account its general policy objectives, do you agree that BCAP’s rules, included in the proposed Prohibited Categories section, are necessary and easily understandable?  If your answer is no, please explain why.

ii) On consideration of the mapping document in Annex 2, can you identify any changes from the present to the proposed Prohibited Categories rules that are likely to amount to a significant change in advertising policy and practice, which are not reflected here and that you believe should be retained or otherwise given dedicated consideration?

ii) Do you have other comments on this section?

Section 11: Medicines, Medical Devices, Treatments, and Health

Services including clinics, establishments and the like offering advice on, or treatment in, medical, personal or other health matters 

Question 59

Given BCAP’s policy consideration, do you agree that rule 11.9 should be included in the proposed BCAP Code?  If your answer is no, please explain why.

Medicinal claims

Question 60 

Given BCAP’s policy consideration, do you agree that rule 11.4 should be included in the proposed BCAP Code? If your answer is no, please explain why.

The use of health professionals in advertisements

Question 61

i) Given BCAP’s policy consideration, do you agree that, unless prevented by law, it is not necessary to maintain the present prohibition on the use of health professionals in TV advertisements for products that have nutritional, therapeutic or prophylactic effects and in radio advertisements for treatments?  If your answer is no, please explain why.

ii) Given BCAP’s policy consideration, do you agree that rules 11.6, 11.7 and 11.8 should be included in the proposed BCAP Code?  If your answer is no, please explain why. 

Family planning centres

Question 62 

i) Given BCAP’s policy consideration, do you agree that it is necessary to maintain a rule specific to post-conception advice services and to regulate advertisements for pre-conception advice services through the general rules only?

ii) Given BCAP’s policy consideration, do you agree that rule 11.11 should be included in the proposed BCAP Code? If your answer is no, please explain why.

Hypnosis-based procedures (including techniques commonly referred to as hypnotherapy), psychiatry, psychology, psychoanalysis or psychotherapy 

Question 63

Given BCAP’s policy consideration, do you agree that rule 11.10, supported by rule 11.9, should be included in the proposed BCAP Code? If your answer is no, please explain why.

Remote personalised advice

Question 64 

i) Do you think the additional requirement, that advice must be given in accordance with relevant professional codes of conduct should be extended to TV, in rule 11.13? If your answer is no, please explain why.

ii) Do you think the additional requirement, that advice must be given in accordance with relevant professional codes of conduct should be extended to TV, in rule 12.3 in the Weight Control and Slimming Section? If your answer is no, please explain why.

Radio: sales promotions in medicine advertisements

Question 65 

Given BCAP’s policy consideration, do you agree with BCAP’s proposal to delete radio rule 3.4.28? If your answer is no, please explain why.

Anti-drugs and anti-AIDS messages

Question 66

Given BCAP’s policy consideration, do you agree with BCAP’s proposal to delete the radio rule on anti-AIDS and anti-drugs messages from BCAP’s proposed Code?  If your answer is no, please explain why.

Other questions

Question 67

i) Taking into account BCAP’s general policy objectives, do you agree that BCAP’s rules, included in the proposed Medicines, Medical Devices, Treatments and Health Section are necessary and easily understandable?  If your answer is no, please explain why.

ii) On consideration of the mapping document in Annex 2, can you identify any changes from the present to the proposed Medicines, Medical Devices, Treatments and Health rules that are likely to amount to a significant change in advertising policy and practice and are not reflected here and that should be retained or otherwise be given dedicated consideration?

iii) Do you have other comments on this section?

Section 12: Weight Control and Slimming
Irresponsible use of a weight-control or slimming product or service

Question 68

Given BCAP’s policy consideration, do you agree that 12.4, which presently applies to TV advertisements for weight control or slimming products or services, should equally apply to those advertisements on radio?  If your answer is no, please explain why.

Dietary control and weight-loss surgery

Question 69

Given BCAP’s policy consideration, do you agree that broadcast advertisements for establishments offering weight control or slimming treatments are acceptable only if they make clear that dietary control is necessary to achieve weight loss?  If your answer is no, please explain why?

Question 70

Given BCAP’s policy consideration, do you agree that advertisements for establishments that provide immediate weight loss surgery are acceptable but those must not refer to the amount of weight that can be lost?  If your answer is no, please explain why?

Calorie-reduced or energy-reduced foods and drinks

Question 71

Given BCAP’s policy consideration, do you agree that a broadcast advertisement for a calorie-reduced or energy-reduced food or drink may be targeted at under 18s, provided the advertisement does not present the product as part of a slimming regime and does not use the theme of slimming or weight control?  If your answer is no, please explain why.

Safety and efficacy of slimming or weight control products or services

Question 72

Given BCAP’s policy consideration, do you agree that, before it is advertised, the safety and efficacy of a slimming or weight control product must be assessed by a qualified independent medical professional or another health specialist professional?  If your answer is no, please explain why.

Establishments offering medically supervised treatment

Question 73

Given BCAP’s policy consideration, do you agree that advertisements for overseas clinics and other establishments offering medically supervised treatments are, in principle, acceptable if they are run in accordance with broadly equivalent requirements to those established by the Department of Health’s National Minimum Standards Regulations?  If your answer is no, please explain why?

Targeting the obese

Question 74

Given BCAP’s policy consideration, do you agree it is justified to allow advertisements for non-prescription medicines that are indicated for the treatment of obesity and that require the involvement of a pharmacist in the sale or supply of the medicine to target people who are obese?  If your answer is no, please explain why?

Rate of weight loss

Question 75

Given BCAP’s policy consideration, do you agree that rule 12.9 should include a rate of weight loss that is compatible with generally accepted good medical and dietary practice?  If your answer is no, please explain why.

Very Low-Calorie Diets (VLCDs)

Question 76

Given BCAP’s policy consideration, do you agree that rule 12.14.4 should reference ‘Obesity: the prevention, identification, assessment and management of overweight and obesity in adults and children” (2006) published by the National Institute for Health and Clinical Excellence’ and not Government COMA Report No.31, The Use of Very Low Calorie Diets?  If your answer is no, please explain why?  
Other questions

Question 77

i) Taking into account BCAP’s general policy objectives, do you agree that BCAP’s rules, included in the proposed Weight Control and Slimming section are necessary and easily understandable?  If your answer is no, please explain why?

ii) On consideration of the mapping document in Annex 2, can you identify any changes from the present to the proposed Weight Control and Slimming rules that are likely to amount to a significant change in advertising policy and practice and are not reflected here and that should be retained or otherwise be given dedicated consideration?

iii) Do you have other comments on this section?
Section 13: Food, Dietary Supplements and Associated Health and Nutrition Claims
Permitted nutrition and health claims

Question 78

Do you agree that BCAP has correctly reflected the requirements of Articles 8(1), 10(1) and 28 of the NHCR in BCAP’s proposed rules 13.4 and 13.4.1? If your answer is no, please explain why.
Giving rise to doubt about the safety or nutritional adequacy of another product

Question 79

Do you agree that BCAP has correctly reflected the requirements of Article 3(b) of the NHCR in BCAP’s proposed rule 13.4.4? If your answer is no, please explain why.
Comparative nutrition claims

Question 80

Do you agree that BCAP has correctly reflected the requirements of Article 9 of the NHCR in BCAP’s proposed rules 13.5.1 and 13.5.3? If your answer is no, please explain why.
Comparison with one product

Question 81

Do you agree that BCAP has correctly reflected the requirements of Article 9 of the NHCR and the guidance from the European Commission in BCAP’s proposed rule 13.5.2? If your answer is no, please explain why. 

Prohibitions

Question 82

Do you agree that BCAP has correctly reflected the requirements of Article 12(a) of the NHCR in BCAP’s proposed rules 13.6 and 13.6.1? If your answer is no, please explain why.
Question 83

Do you agree that BCAP has correctly reflected the requirements of Article 3(e) of the NHCR in BCAP’s proposed rules 13.6 and 13.6.4? If your answer is no, please explain why.
Food Labelling Regulations (1996) (FLRs)

Question 84

i) Do you agree that BCAP has correctly reflected the requirements of Article 14 of the NHCR and Schedule 6 Part 1(2) of the FLRs in BCAP’s proposed rules 13.6 and 13.6.2? If your answer is no, please explain why.
ii) Do you agree that BCAP has correctly reflected the relevant provisions of Regulation (EC) 1924/2006 on Nutrition and Health Claims on Foods in the proposed BCAP Code? If your answer is no, please explain why.
Infant formula and follow-on formula 

Question 85

i) Do you agree that BCAP has correctly reflected the requirements of Regulation 21(a) of the Infant and Follow-on Formula Regulations (2007) (amended) in BCAP’s proposed rule 13.8? If your answer is no, please explain why.
ii) Do you agree that BCAP has correctly reflected the requirements of Regulation 19 of the Infant Formula and Follow-on Formula Regulations 2007 (amended) in BCAP’s proposed rule 13.8.1? If your answer is no, please explain why.
iii) Do you agree that BCAP has correctly reflected the relevant provisions of the Infant and Follow-on Formula Regulations (2007) (amended) in the proposed BCAP Code?  If your answer is no, please explain why.
Health claims that refer to the recommendation of an individual health professional  

Question 86

i) Do you agree that BCAP has correctly reflected Article 12(c) of the NHCR in rule 13.6.3? If your answer is no, please explain why.
ii) Given BCAP’s policy consideration, do you agree that the Code should allow broadcast food advertisements to include health claims that refer to a recommendation by an association if that association is a health-related charity or a national representative body of medicine, nutrition or dietetics?  If your answer is no, please explain why.

Other questions

Question 87

i) Taking into account BCAP’s general policy objectives, do you agree that BCAP’s rules included in the proposed Food, Dietary supplements and Associated Health and Nutrition claims Section are necessary and easily understandable?  If your answer is no, please explain why.

ii) On consideration of the mapping document in Annex 2, can you identify any changes from the present to the proposed Food, Dietary supplements and Associated Health and Nutrition claims rules that are likely to amount to a significant change in advertising policy and practice, are not reflected here and should be retained or otherwise be given dedicated consideration?

iii) Do you have other comments on this section?

Section 14: Financial products, services and investments

Interest on savings

Question 88

Do you agree that rule 14.7.5 makes clearer the requirement that the nature of the relation between interest rate and variable be stated?  If your answer is no, please explain why.
Other questions

Question 89

i)  Taking into account BCAP’s policy consideration, do you agree that BCAP’s rules on financial products, services and investments are necessary and easily understandable?  If your answer is no, please explain why?

ii)  On consideration of the mapping document in Annex 2, can you identify any changes from the present to the proposed rules that are likely to amount to a significant change in advertising policy and practice, are not reflected here and that should be retained or otherwise be given dedicated consideration?

iii) Do you have other comments on this section?

Section 15: Faith, Religion and Equivalent Systems of Belief

Spiritual benefit in return for donations to the advertised cause

Question 90

Given BCAP’s policy consideration, do you agree that 15.11, which presently applies to radio advertisements by or that refer to charitable faith-based bodies and that appeal for funds, should also cover those TV advertisements?  If your answer is no, please explain why.

Unreasonable pressure to join or participate or not opt-out

Question 91

Given BCAP’s policy consideration, do you agree that 15.2.3 should apply to radio as it presently does to TV?  If your answer is no, please explain why.

Advertisements for charitable purposes that include recruitment or evangelism

Question 92

Given BCAP’s policy consideration, do you agree that faith advertisements, which appeal for funds for charitable purposes that include or will be accompanied by recruitment or evangelism, are acceptable if that information is made clear in the advertisement?  If your answer is no, please explain why.

Use in advertisements of sacred or religious music and acts of worship or prayer

Question 93

Given BCAP’s policy consideration, do you agree that present radio rules 3.10 and 3.11, of section 3, need not be included in the proposed Code?  If your answer is no, please explain why.

Involving viewers in services or ceremonies

Question 94

Given BCAP’s policy consideration, do you agree that present TV rule 10.9 need not be included in the Code?  If your answer is no, please explain why.

Individual experiences or personal benefits associated with a doctrine

Question 95

Given BCAP’s policy consideration, do you agree that present TV rule 10.10 should not be included in the Code?  If your answer is no, please explain why.

Counselling

Question 96

i) Given BCAP’s policy consideration, do you agree that present TV rule 10.11 should not be included in the Code?  If your answer is no, please explain why.

ii) Given BCAP’s policy consideration, do you agree that 15.13 should be included in the Code?  If your answer is no, please explain why.

Advertisements for products related to psychic or occult phenomena

Question 97

Given BCAP’s policy consideration, do you agree to maintain the existing TV and radio requirements on advertisements for products or services concerned with the occult or psychic practices?  If your answer is no, please explain why.

Other questions

Question 98

i)  Taking into account BCAP’s policy consideration, do you agree that BCAP’s rules on Faith, Religion and Equivalent Systems of Belief are necessary and easily understandable?  If your answer is no, please explain why?

ii)  On consideration of the mapping document in Annex 2, can you identify any changes from the present to the proposed rules that are likely to amount to a significant change in advertising policy and practice and are not reflected here and that should be retained or otherwise be given dedicated consideration?

iii) Do you have other comments on this section?

Section 16: Charities

Requirement to identify charities

Question 99

Given BCAP’s policy consideration, do you agree that it is proportionate to replace the requirement for advertisements that include reference to a charity to include, in that advertisement, a list of charities that may benefit from donations with proposed rule 16.5.2? If your answer is no, please explain why.

Medicine advertisements and donations to charities

Question 100 

i) Given BCAP’s policy consideration, do you agree that the present TV and radio prohibitions on charity-based promotions in medicine advertisements should be deleted? If your answer is no, please explain why.

ii) Given BCAP’s policy consideration, do you agree that 16.7 should be included in the new code?  If your answer is no, please explain why.

Complying with Data Protection Legislation

Question 101 

Given BCAP’s policy consideration, do you agree that it is not necessary to require a broadcaster to obtain an assurance that the advertiser will not disclose data to a third party without the client’s consent, and the client’s name will be promptly deleted on request? If your answer is no, please explain why.

Comparisons with other charities

Question 102 

Given BCAP’s policy consideration, do you agree that the present TV and radio prohibitions on comparisons in charity advertisements should be deleted? If your answer is no, please explain why.

The right of refund for credit or debit card donations of £50 or more

Question 103

Given BCAP’s policy consideration, do you agree that the present radio rule, 3.2.4, should be deleted? If your answer is no, please explain why.

Other questions

Question 104

i) Taking into account BCAP’s general policy objectives, do you agree that BCAP’s rules included in the proposed Charities Section are necessary and easily understandable?  If your answer is no, please explain why.

ii) On consideration of the mapping document in Annex 2, can you identify any changes from the present to the proposed Charities rules that are likely to amount to a significant change in advertising policy and practice, are not reflected here and should be retained or otherwise be given dedicated consideration?

iii) Do you have other comments on this section?

Section 17: Gambling

Consistency; principle

Question 105

Given BCAP’s policy consideration, do you agree in principle that National Lottery and SLA lottery broadcast advertisements should be regulated by the same rules?  If your answer is no, please explain why.

Consistency; age of appeal of content

Question 106 

Given BCAP’s policy consideration, especially the requirement for consistency in regulation, do you agree it is proportionate to increase the restriction on age of appeal for broadcast National Lottery advertisements from 16+ to 18+? If your answer is no, please explain why.

Consistency; age at which a person may be featured gambling in a lottery advertisement

Question 107  

Given BCAP’s policy consideration, especially the requirement for consistency in regulation, do you agree it is proportionate to apply rules 18.6 and 18.7 to all broadcast lottery advertisements? If your answer is no, please explain why.

Consistency; other lottery rules

Question 108

Given BCAP’s policy consideration, do you agree that the rules included in the Lottery Section of the Code are in line with BCAP’s general policy objectives (see Part 1 (4) of this consultation document) and should be applied to broadcast advertisements for the National Lottery as they presently are to broadcast advertisements for other lotteries?  If your answer is no, please explain why and, if relevant, please identify those rules that should not be applied to advertisements for the National Lottery.

Participating in a lottery in a working environment

Question 109

Given BCAP’s policy consideration, do you agree that lottery advertisements should be able to feature participation in a lottery in a working environment?  If your answer is no, please explain why.

Other questions

Question 110

i) Taking into account BCAP’s policy consideration, do you agree that BCAP’s rules on Gambling and Lotteries are necessary and easily understandable?  If your answer is no, please explain why?

ii) On consideration of the mapping document in Annex 2, can you identify any changes from the present to the proposed rules that are likely to amount to a significant change in advertising policy and practice and are not reflected here and that should be retained or otherwise be given dedicated consideration?

iii) Do you have other comments on this section?

Section 19: Alcohol

Sales promotions in alcohol advertisements

Question 111 

Given BCAP’s policy consideration, do you agree that rule 19.11 should be included in the proposed BCAP Code?  If your answer is no, please explain why.

Irresponsible handling of alcohol

Question 112 

Given BCAP’s policy consideration, do you agree that rule 19.12 should be included in the proposed BCAP Code?  If your answer is no, please explain why.

Alcoholic strength

Question 113 

Given BCAP’s policy consideration, do you agree that rule 19.10 should be included in the proposed BCAP Code?  If your answer is ‘no’, please explain why.

Alcohol in a working environment 

Question 114 

Given BCAP’s policy consideration, do you agree that rule 19.14 should be included in the proposed BCAP Code?  If your answer is no, please explain why.

Exception for children featuring incidentally in alcohol advertisements

Question 115 

Given BCAP’s policy consideration, do you agree that rule 19.17 should be included in the proposed BCAP Code?  If your answer is no, please explain why.

Low alcohol exceptions 

Question 116

i) Given BCAP’s policy consideration, do you agree that it is wrong to exempt television advertisements for low alcohol drinks from the rule that requires anyone associated with drinking must be, and seem to be, at least 25 years old?  If your answer is no, please explain why.

ii) Given BCAP’s policy consideration, do you agree that it is wrong to exempt television advertisements for low alcohol drinks from the rule that prevents implying or encouraging immoderate drinking, including an exemption on buying a round of drinks?  If your answer is no, please explain why. 

Question 117 

i) Given BCAP’s policy consideration, do you agree that it is wrong to exempt radio advertisements for low alcohol drinks from the rule that prevents implying or encouraging immoderate drinking, including an exemption on buying a round of drinks?  If your answer is no, please explain why.

ii) Given BCAP’s policy consideration, do you agree that it is wrong to exempt radio advertisements for low alcohol drinks from the rule that prevents encouraging excessive consumption via sales promotions?  If your answer is no, please explain why. 

iii) Given BCAP’s policy consideration, do you agree that it is wrong to exempt radio advertisements for low alcohol drinks from the rule that prevents featuring a voiceover of anyone who is or appears to be 24 or under?  If your answer is no, please explain why. 

Other questions

Question 118

i) Taking into account BCAP’s general policy objectives, do you agree that BCAP’s rules, included in the proposed Alcohol section are necessary and easily understandable?  If your answer is no, please explain why.

ii) On consideration of the mapping document in Annex 2, can you identify any changes from the present to the proposed Alcohol section that are likely to amount to a significant change in advertising policy and practice, are not reflected here and should be retained or otherwise be given dedicated consideration?

iii) Do you have other comments on this section?

Section 20: Motoring

References to speeds over 70mph

Question 119

i) Given BCAP’s policy consideration, do you agree that it is not justified to maintain a rule that prohibits references to speeds of over 70mph in motoring advertisements?  If your answer is no, please explain why.

ii) Given BCAP’s policy consideration, do you agree that rule 20.4 should be included in BCAP’s new Code?  If your answer is no, please explain why

The use of fog lights

Question 120

Given BCAP’s policy consideration, do you agree that the Code should not grant an exemption from proposed rule 20.2 for advertisements that feature a driver on a non-UK public road or in a non-UK public place using his or her fog lights when visibility is good?  If your answer is no, please explain why.

Other questions

Question 121

i) Taking into account its general policy objectives, do you agree that BCAP’s rules, included in the proposed Motoring Section, are necessary and easily understandable?  If your answer is no, please explain why?

ii) On consideration of the mapping document in Annex 2, can you identify any changes from the present to the proposed Motoring rules that are likely to amount to a significant change in advertising policy and practice, which are not reflected here and that you consider should be retained or otherwise given dedicated consideration?

iii) Do you have other comments on this section?

Section 22: Premium-Rate Services 

PhonepayPlus Code  

Question 122

Given BCAP’s policy consideration, do you agree that proposed rules 22.1 to 22.6 and 22.8 should be included in the proposed BCAP Code? If your answer is no, please explain why.  

Radio advertisements for telecommunications-based sexual entertainment services 

Question 123

Given BCAP’s policy consideration, do you agree that proposed rule 23.1 should be included in the proposed BCAP Code? If your answer is no, please explain why.  

Television advertisements for PRS of a sexual nature

Question 124 

Given BCAP’s policy consideration, do you agree that TV advertisements for PRS of a sexual nature should be allowed on encrypted elements of adult entertainment channels only?  If your answer is no, please explain why.  

Question 125

i) Given BCAP’s policy consideration, do you agree that the BCAP rule on PRS of a sexual nature should be clarified to make clear that it applies also to TV advertisements for telecommunications-based sexual entertainment services made available to consumers via a direct-response mechanism and delivered over electronic communication networks?  If your answer is no, please explain why. 

ii) If your answer is no to question X(i), do you consider the rule should make clear that ‘premium-rate call charge’ is the only permissible form of payment? If your answer is no, please explain why.  

Question 126

Given BCAP’s policy consideration, do you agree that BCAP’s rule should not define PRS of a sexual nature as those operating on number ranges designated by Ofcom for those services?  If your answer is no, please explain why.  

Question 127

Given BCAP’s policy consideration, do you agree that BCAP’s rule on TV advertisements for telecommunications-based sexual entertainment services should extend to ‘voice, text, image or video services of a sexual nature’?  If your answer is no, please explain why.  

Question 128 

Given BCAP’s policy consideration, do you agree that rule 11.1.2 in the present BCAP Television Code should be replaced by proposed rule 23.2?  If your answer is no, please explain why.  

Other Questions

Question 129

i) Taking into account BCAP’s general policy objectives, do you agree that BCAP’s rules, included in the proposed Premium-Rate Services section, are necessary and easily understandable?  If your answer is no, please explain why?

ii) On consideration of the mapping document in Annex 2, can you identify any changes from the present to the proposed Premium-Rate Services rules that you consider are likely to amount to a significant change in advertising policy and practice, which are not reflected here and that you believe should be retained or otherwise given dedicated consideration?

iii) Do you have other comments on this section?

Section 24: Homeworking Schemes 

New rules for radio

Question 130

i) Given BCAP’s policy consideration, do you agree that rules 24.1 and 24.2.1 should be applied to radio advertisements, as they presently are to TV advertisements?  If your answer is no, please explain why.

ii) Given BCAP’s policy consideration, do you agree that it is not necessary to extend to radio the TV ban on advertisements that involve a charge for raw materials or advertisements that include an offer from the advertiser to buy goods made by the homeworker?  If your answer is no, please explain why.

Other Questions

Question 131

i) Taking into account its general policy objectives, do you agree that BCAP’s rules, included in the proposed Homeworking Schemes Section, are necessary and easily understandable?  If your answer is no, please explain why.

ii) On consideration of the mapping document in Annex 2, can you identify any changes from the present to the proposed Homeworking Schemes rules that are likely to amount to a significant change in advertising policy and practice, which are not reflected here and that you believe should be retained or otherwise given dedicated consideration?

iii) Do you have other comments on this section?

Section 25: Instructional Courses

New rules for radio

Question 132

i) Given BCAP’s policy consideration, do you agree that rules 25.1 and 25.2 should be applied to radio advertisements, as they presently are to television advertisements?  If your answer is no, please explain why.

ii) Taking into account its general policy objectives, do you agree that BCAP’s rules, included in the proposed Instructional Courses section are necessary and easily understandable?  If your answer is no, please explain why.

Unrecognised qualifications 

Question 133

Given BCAP’s policy consideration, do you agree with BCAP’s proposal not to include present TV rule 11.5b in the proposed BCAP Code?  If your answer is no, please explain why.

Other questions

Question 134

i) On consideration of the mapping document in Annex 2, can you identify any changes from the present to the proposed Instructional Courses rules that are likely to amount to a significant change in advertising policy and practice, which are not reflected here and that you believe should be retained or otherwise given dedicated consideration?

ii) Do you have other comments on this section?

Section 27: Introduction and Dating Services

Precautions when meeting people

Question 135 

Given BCAP’s policy consideration, do you agree that rule 27.4 should be included in the proposed BCAP Code? If your answer is no, please explain why.

Data Protection

Question 136 

Given BCAP’s policy consideration, do you agree that it is not necessary to require a broadcaster to obtain an assurance that the advertiser will not disclose data to a third party without the client’s consent, and the client’s name will be promptly deleted on request? If your answer is no, please explain why.

Promiscuity

Question 137 

Given BCAP’s policy consideration, do you agree the proposed BCAP Code provides adequate protection from the potential for harm or offence from advertisements that encourage or condone promiscuity? If your answer is no, please explain why.

Misleading
Question 138 

Given BCAP’s policy consideration, do you agree it is not necessary to carry over radio rules 3.14 (a) and (d) into the proposed BCAP Code? If your answer is no, please explain why.

Location or telephone number

Question 139 

Given BCAP’s policy consideration, do you agree it is not necessary to carry over radio rule 3.14 (b) into the proposed BCAP Code? If your answer is no, please explain why.

Other questions

Question 140

i) Taking into account BCAP’s general policy objectives, do you agree that BCAP’s rules, included in the proposed Introduction and Dating Services Section are necessary and easily understandable?  If your answer is no, please explain why?

ii) On consideration of the mapping document in Annex 2, can you identify any changes from the present to the proposed Introduction and Dating Services rules that are likely to amount to a significant change in advertising policy and practice and are not reflected here and that should be retained or otherwise be given dedicated consideration?

iii) Do you have other comments on this section?

Section 28: Competitions 

Competitions

Question 141

i) Given BCAP’s policy consideration, do you agree that rule 28.1 should be included in BCAP’s new Code?  If your answer is no, please explain why? 

ii) Do you have other comments on this section?

Section 31: Other Categories of Radio Advertisements that Require Central Copy Clearance

18+ rated computer or console games

Question 142

Given BCAP’s policy consideration, do you agree that 31.1.4 should be included in the Code?  If your answer is no, please explain why.

Section 32: Scheduling

Computer and console games

Question 143 

Given BCAP’s policy consideration, do you agree that proposed rules 32.5.4 and 32.20.5 should be included in the proposed BCAP Code? If your answer is no, please explain why.  

Betting tipsters

Question 144

Given BCAP’s policy consideration, do you agree that proposed rules 32.2.3 and 32.20.4 should be included in the proposed BCAP Code? If your answer is no, please explain why.  

Live premium-rate services

Question 145

Given BCAP’s policy consideration, do you agree that proposed rules 32.2.6 and 32.20.8 should be included in the proposed BCAP Code? If your answer is no, please explain why.  

Restrictions around children’s programmes
Question 146

Given BCAP’s policy consideration, do you agree with BCAP’s proposal to extend the restriction on advertisements for low alcohol drinks, medicines, vitamins and other dietary supplements from around programmes made for children to programmes of particular appeal to audiences below the age of 16?  If your answer is no, please explain why.

Condoms

Question 147

Do you agree that television advertisements for condoms should be relaxed from its present restriction and not be advertised in or adjacent to programmes commissioned for, principally directed at or likely to appeal particularly to children below the age of 10?  If your answer is no, please explain why.

Sensational newspapers/magazines/websites

Question 148

Given BCAP’s policy consideration, do you agree that it is proportionate to require that special care be taken when scheduling advertisements for sensational newspapers, magazines, websites (or their content)?  If your answer is no, please explain why.

TV Text and interactive advertisements

Question 149

Given BCAP’s policy consideration, do you agree that the same rules on placement of advertisements should apply to broadcast advertisements behind the red button as to TV Text advertisements?

Liqueur chocolates

Question 150

Given BCAP’s policy consideration, do you agree that the restriction on advertisements for liqueur chocolates is no longer required, given the restriction on HFSS foods around programmes of particular appeal to under 16s?  If your answer is no, please explain why.

Charities

Question 151

Given BCAP’s policy consideration, do you agree that it is no longer necessary to restrict advertisements for charities from appearing adjacent to any appeal or community service announcement transmitted in programme time?  If your answer is no, please explain why.

Programmes featuring advertisements

Question 152

Given BCAP’s policy consideration, do you agree that it is proportionate to delete the requirement that advertisements for products and services that feature in advertisement compilation programmes should not appear in or adjacent to those programmes?  If your answer is no, please explain why.

Detailed advertisements for gambling; Code for Text Services

Question 153

Given BCAP’s policy consideration, do you agree that it is no longer necessary to restrict detailed TV text advertisements for gambling to full advertising pages devoted solely to such advertisements?  If your answer is no, please explain why.

Artist separation

Question 154

Given BCAP’s policy consideration, do you agree that it is no longer necessary to maintain ‘the artist separation rule’?  If your answer is no, please explain why.

Exclusion of certain types of advertisement in or adjacent to broadcasts of Parliamentary proceedings

Question 155

Given BCAP’s policy consideration and the view of the Parliamentary authorities, do you agree that it is suitable to maintain rule 32.14 in the proposed BCAP Code?  If your answer is no, please explain why.

Other Questions

Question 156

i) Taking into account BCAP’s general policy objectives, do you agree that BCAP’s rules, included in the proposed Scheduling Section are necessary and easily understandable?  If your answer is no, please explain why?

ii) On consideration of the mapping document in Annex 2, can you identify any changes from the present to the proposed Scheduling rules that are likely to amount to a significant change in advertising policy and practice and are not reflected here and that should be retained or otherwise be given dedicated consideration?

iii) Do you have other comments on this section?

Section 33: Other comments

Question 157

Do you have other comments or observations on BCAP’s proposed Code that you would like BCAP to take into account in its evaluation of consultation responses?

The following question was issued as an addendum on 29 May 2009.  The closing date for responses to this question is 10 July 2009.  The full text of the addendum can be found here. 

Question 158

Given BCAP’s policy consideration, do you agree that the evidence contained in the ScHARR Review does not merit a change to BCAP’s alcohol advertising content or scheduling rules?  If your answer is no, please explain why you consider the ScHARR Review does merit a change to BCAP’s alcohol advertising content or scheduling rules.
Responding to this consultation
How to respond

BCAP invites written comments including supporting evidence on the proposals contained in this document, by 5pm on 19 June.  Respondents should complete a consultation cover sheet, which is made available here. 

When responding, please state if you are doing so as an individual or if you are representing an organisation.  Also, please make clear what your individual interest is or who your organisation represents.  It will be helpful if you explain fully and clearly why you hold your opinion.

We strongly prefer to receive responses as e-mail attachments, in Microsoft Word format, because that helps us to process the responses.

Please send your response to BCAPcodereview@cap.org.uk. 
If you are unable to reply by e-mail, you may submit your response by post or fax (+44 (0)20 7404 3404), marked with the title of the consultation, to:

BCAP Code Review

Code Policy Team
Broadcast Committee of Advertising Practice

Mid City Place

71 High Holborn

London WC1V 6QT

Accessibility

We want our consultation process to be accessible to everyone. If you have particular accessibility needs please contact the Code Policy team and we shall be happy to help.

Telephone: 020 7492 2200

E-mail: BCAPcodereviewquestions@cap.org.uk 
Fax: 020 7404 3404

Textphone: 020 7242 8159

Note that we do not need a hard copy in addition to an electronic version. Also note that, other than an automated response to responses received by email, BCAP will not routinely acknowledge receipt of responses.

BCAP has sent written notification of this consultation to the organisations and individuals listed in this annex.  We welcome suggestions of others you think should be informed of this consultation.

More information

If you have any questions about this consultation or need advice on the form of response, please contact BCAP’s Code Policy team on +44 (0)20 7492 2200 or email us at BCAPcodereviewqustions@cap.org.uk. 
Confidentiality

BCAP considers that everyone who is interested in the consultation should see the consultation responses. We shall publish all non-confidential responses on our website, www.cap.org.uk, when we announce the outcome of the consultation.

All comments will be treated as non-confidential unless you state that all or a specified part of your response is confidential and should not be disclosed.  If you reply by e-mail or fax, unless you include a specific statement to the contrary in your response, the presumption of non-confidentiality will override any confidentiality disclaimer generated by your organisation’s IT system or included as a general statement on your fax cover sheet.

If part of a response is confidential, please put that in a separate annex so that non-confidential parts may be published with your identity.  Confidential responses will be included in any statistical summary of numbers of comments received.
List of consultees invited to respond

To obtain a variety of opinions, BCAP has invited these individuals and organisations to respond to this consultation:
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BYRON ADVERTISING LTD

C N B C (INTERNATIONAL) LTD

C&C GROUP

CABINET OFFICE

CADBURY TREBOR BASSETT SERVICES LIMITED

CAFOD

CAMELOT GROUP PLC

CAMPAIGN

CAMPAIGN AGAINST CENSORSHIP

CAMPAIGN AGAINST DRINK DRIVING

CAMPAIGN AGAINST POLITICAL CORRECTNESS

CAMPAIGN AGAINST RACISM AND FASCISM

CAMPAIGN FOR PRESS AND BROADCASTING FREEDOM

CANCER RESEARCH UK

CANON (UK) LIMITED

CANTERBURY CHRISTCHURCH UNIVERSITY COLLEGE

CAPITAL ONE BANK (EUROPE) PLC

CARAT LIMITED

CARDIFF UNIVERSITY

CARLSON MARKETING GROUP (U.K.) LTD

CARPETRIGHT PLC

CARPLUS TRUST

CARTER GOSLING LIMITED

CASTLE COVER LIMITED

CATHOLIC HERALD

CATHOLIC TRUTH SOCIETY

CBS OUTDOOR LTD

CDP-TRAVISSULLY LIMITED

CELADOR ENTERTAINMENT

CENTRAL OFFICE OF INFORMATION

CENTRE FOR THE STUDY OF REGULATED IND

CEREAL PARTNERS UK

CHANEL LIMITED

CHANNEL 5 BROADCASTING LTD

CHANNEL FOUR TELEVISION COMPANY LTD

CHARITIES AID FOUNDATION

CHARITY COMMISSION

CHARITY LAW ASSOCIATION

CHARTERED INSTITUTE OF JOURNALISTS

CHARTERHOUSE ADVERTISING & MARKETING LTD

CHEETHAM BELL JWT LIMITED

CHELTENHAM & GLOUCESTER PLC

CHEMISTRY COMMUNICATIONS GROUP P L C

CHI & PARTNERS LTD

CHICK SMITH TROTT LTD

CHIEF RABBI OF THE UNITED HEBREW CONGREGATIONS

CHILTERN RADIO PLC

CHRISTADELPHIANS

CHRISTIAN AID

CHRISTIAN BROADCASTING COUNCIL

CHRISTIAN COMMUNICATIONS NETWORK (EUROPE) LTD

CHRISTIAN PEOPLE'S ALLIANCE

CHUMS LIMITED

CHURCH ARMY

CHURCH OF SCIENTOLOGY

CHURCHES COUNCIL FOR INDUSTRY AND SOCIAL RESPONSIBILITY

CHURCHES MEDIA COUNCIL

CHURCHES TOGETHER IN BRITAIN AND IRELAND

CHURCHILL INSURANCE COMPANY LIMITED

CINEMA ADVERTISING ASSOCIATION

CITROEN U.K. LTD

CITY BUSINESS LIBRARY

CITY UNIVERSITY OF NEW YORK

CIVIL AVIATION AUTHORITY

CLAIMS MANAGEMENT REGULATION

CLAIMS STANDARDS COUNCIL

CLARK MCKAY AND WALPOLE LIMITED

CLEAR MARKETING COMMUNICATIONS LIMITED

CLEARCAST LTD

CMS CAMERON MCKENNA LLP

COCA-COLA GREAT BRITAIN

COFACE

COGENT ELLIOTT LIMITED

COLGATE-PALMOLIVE (U.K.) LIMITED

COM & TEL (UK) LTD

COMET GROUP PLC

COMMISSION SUISSE POUR LA LOYAUT

COMMITTEE ON INTERNAL MARKET AND CONSUMER PROTECTION

COMMUNICATIONS CONSUMER PANEL

COMPTON & WOODHOUSE LTD

CONFEDERATION OF BRITISH INDUSTRY

CONRAD ADVERTISING LTD

CONSEIL DE LA PUBLICITÉ DU GRAND-DUCHÉ DE LUXEMBOURG

CONSELHO NACIONAL DE AUTO-REGULAMENTACAO PUBLICITARIA

CONSENSUS ACTION ON SALT & HEALTH

CONSERVATIVE CAMPAIGN HEADQUARTERS

CONSUMER FOCUS LTD

CONSUMERS FOR HEALTH CHOICE LIMITED

CO-OPERATIVE INSURANCE SOCIETY LIMITED

COORS BREWERS LTD

COPELAND & CHARRINGTON LIMITED

CORPORATE RESPONSIBILITY COALITION

COTTON TRADERS LIMITED

COTY UK LIMITED

COUNCIL OF CHRISTIANS AND JEWS

CRANFIELD SOFTWARE LTD

CRAVENS ADVERTISING LTD

CULTURAL DIVERSITY ADVISORY GROUP TO THE MEDIA

CURIOUSGROUP LTD

CYPRUS ADVERTISING AGENCIES ASSOCIATION

D C THOMSON & COMPANY LTD

DA COSTA & CO. LIMITED

DAILY EXPRESS

DAILY MAIL

DAIRY UK LIMITED

DAMARTEX UK LIMITED

DANONE LTD

DATA PUBLISHERS ASSOCIATION

DAVE LIMITED

DAVID GENT LIMITED

DDB UK LIMITED

DE HAVILLAND

DEBENHAMS RETAIL PLC

DELANEY LUND KNOX WARREN AND PARTNERS LIMITED

DELL CORPORATION LIMITED

DEMOCRATIC UNIONIST PARTY

DEPARTMENT FOR BUSINESS, ENTERPRISE AND REGULATORY REFORM

DEPARTMENT FOR CHILDREN, SCHOOLS AND FAMILIES

DEPARTMENT FOR COMMUNITIES AND LOCAL GOVERNMENT

DEPARTMENT FOR CULTURE MEDIA & SPORT

DEPARTMENT FOR ENVIRONMENT FOOD AND RURAL AFFAIRS

DEPARTMENT FOR INTERNATIONAL DEVELOPMENT

DEPARTMENT FOR SOCIAL DEVELOPMENT NORTHERN IRELAND

DEPARTMENT FOR TRANSPORT

DEPARTMENT OF HEALTH

DESIGNATE CREATIVE MARKETING & ADVERTISING

DEUTSCHER WERBERAT

DEWYNTERS LTD

DFS TRADING LIMITED

DIABETES UK

DIAGEO GREAT BRITAIN LIMITED

DIAGEO NORTHERN IRELAND LIMITED

DIALOGUE141

DIFFERENT ADVERTISING DESIGN & MARKETING

DIGITAL CINEMA MEDIA

DIGITAL STRATEGY CONSULTING LTD

DIOR

DIRECT HOLIDAYS PLC

DIRECT LINE GROUP LIMITED

DIRECT MARKETING COMMISSION LTD

DIRECTORATE GENERAL CONSUMER PROTECTION

DIRECTORATE GENERAL EDUCATION, TRAINING, CULTURE AND YOUTH

DIRECTORATE GENERAL INFORMATION SOCIETY AND MEDIA

DIRECTORATE GENERAL INTERNAL MARKET AND SERVICES

DIRECTORY & DATABASE PUBLISHERS ASSOC

DISCOVERY CHANNEL

DOLCE & GABBANA

DOMINO'S PIZZA LLC

DONER CARDWELL HAWKINS

DRAFTFCB

DSG RETAIL LIMITED

DURHAM EURO OFFICE

E. ON RETAIL LTD

EARTH ADVERTISING

EASYJET AIRLINE COMPANY LIMITED

EASYLIFE GROUP LIMITED

EAVES (POPPY PROJECT)

EBAY INTERNATIONAL AG

ECUMENICAL COUNCIL FOR CORPORATE RESPONSIBILITY

EDEE

EHS BRANN LTD

EKKLESIA

ELECTORAL REFORM SOCIETY

ELECTRONIC ARTS LTD

EMPLOYERS' FORUM ON DISABILITY

ENGENDER

ENPOCKET LTD

ENTERPRISE INSIGHT

ENTERTAINMENT & LEISURE SOFTWARE PUBLISHERS ASSOCIATION LIMITED

ENTERTAINMENT FILM DISTRIBUTORS LIMITED

EPILEPSY RESEARCH UK

EPSOM DOWNS BUSINESS CENTRE LTD

EQUALITY & HUMAN RIGHTS COMMISSION

EQUI MEDIA LIMITED

EQUINOX COMMUNICATIONS LIMITED

ERA EUROPE

ERA UK
ESTÉE LAUDER GROUP
EURO RSCG KLP LTD

EURO RSCG LIFE UK

EURO RSCG LONDON LIMITED

EUROMONITOR PUBLICATIONS LIMITED

EUROPEAN ADVERTISING STANDARDS ALLIANCE

EUROPEAN ASSOCIATION OF COMMUNICATIONS AGENCIES

EUROPEAN ASSOCIATION OF DIRECTORY AND DATABASE PUBLISHERS

EUROPEAN ECONOMIC AND SOCIAL COUNCIL

EUROPEAN FEDERATION OF MAGAZINES PUBLISHERS

EUROPEAN FOOD LAW ASSOCIATION

EUROPEAN FOOD SAFETY AUTHORITY

EUROPEAN GROUP OF TELEVISION ADVERTISING

EUROPEAN MEDICINES AGENCY

EUROPEAN NEWSPAPER PUBLISHER'S ASSOCIATION

EUROPEAN PUBLIC HEALTH ALLIANCE

EVEREST LIMITED

EWA LIMITED

EXPEDIA.CO.UK

EXPRESS GIFTS LIMITED

EXPRESS NEWSPAPERS

EXPRESS SHOPPING CHANNEL

EXXONMOBIL UK LIMITED

FACTOR 3 COMMUNICATIONS LIMITED

FALLON LONDON LIMITED

FAMILY ADVERTISING LTD

FARM COMMUNICATIONS LTD

FARMFOODS LIMITED

FAWCETT SOCIETY

FEATHER BROOKSBANK LTD

FEDERATION OF EUROPEAN DIRECT MARKETING

FIA FOUNDATION FOR THE AUTOMOBILE AND SOCIETY

FIAT GROUP AUTOMOBILES UK LTD

FIELD FISHER WATERHOUSE LLP

FINANCIAL SERVICES CONSUMER PANEL

FINDUS LIMITED

FIRST CITY ADVERTISING LIMITED

FIVE BROADCASTING LTD

FLYBE LIMITED

FOCUS (DIY) LIMITED

FOOD STANDARDS AGENCY

FORD MOTOR COMPANY LTD

FOUNDATION FOR ADVERTISING RESEARCH

FOUR COMMUNICATIONS GROUP PLC

FOX KALOMASKI LTD

FOX MURPHY LIMITED

FRIENDS OF THE EARTH LIMITED

FUNDRAISING STANDARDS BOARD

FURNITURE VILLAGE LTD

G8WAVE LIMITED

GAMBLING COMMISSION

GAMESYS LTD

GCAP MEDIA PLC

GENDER AND DEVELOPMENT NETWORK

GENERAL MEDICAL COUNCIL

GILLETT & BEVAN LTD

GIRARDOT LIMITED

GLASGOW UNIVERSITY LIBRARY

GLAXOSMITHKLINE UK LTD

GLOBAL RADIO LIMITED

GMTV LTD

GOLLEY SLATER & PARTNERS (MIDLANDS) LIMITED

GOLLEY SLATER GROUP LIMITED

GOODMAN DERRICK & CO

GOUGH SQUARE CHAMBERS LTD

GREENPEACE LIMITED

GREY ADVERTISING LIMITED

GROUP M WORLDWIDE INC

GROUPM UK LTD

GUARDIAN MEDIA GROUP PLC

GUERILLA COMMUNICATIONS LTD

GYRO INTERNATIONAL LIMITED

H H & S GROUP LTD

H M TREASURY

H P S GROUP LTD

H.J.HEINZ COMPANY LTD

HALFORDS LTD

HALIFAX LIMITED

HARVEYS FURNISHING GROUP LIMITED

HAYMARKET BUSINESS MEDIA LTD.

HAYMARKET BUSINESS PUBLICATIONS LTD

HBOS PLC

HEADLINERS

HEALTH COMMITTEE

HEALTH FOOD MANUFACTURERS ASSOCIATION

HEALTHSPAN GROUP LTD

HEALTHY DIRECT LTD

HEANOR GATE SCHOOL

HEATHROW EXPRESS OPERATING COMPANY LIMITED

HEINEKEN UK LTD

HELLO LTD

HELP THE AGED

HIDDEN HEARING LIMITED

HILLARYS BLINDS LIMITED

HINDU COUNCIL UK

HINDU FORUM

HLC GROUP LIMITED

HM REVENUE AND CUSTOMS

HMV RETAIL LIMITED

HOLLY BENSON COMMUNICATIONS LIMITED

HOLMAN ADVERTISING LIMITED

HOME MARKETING LIMITED

HOME OFFICE

HOMEBASE LIMITED

HOMEOWNERS FRIENDLY SOCIETY LTD

HOMEWORKERS WORLDWIDE

HONDA (U.K.) LIMITED

HOOD PHILLIPS CONSULTANTS

HOOPER GALTON LIMITED

HOPE UK

HOUSE OF COMMONS

HOUSE OF FRASER (STORES) LIMITED

HOUSE OF LORDS

HOUSES OF PARLIAMENT

HRO'C LIMITED

HSBC BANK PLC

HUBBUB COMMUNICATIONS LTD

HUDSON WRIGHT ASSOCIATES LIMITED

HUET AMINTO LIMITED

HUMANIST SOCIETY OF SCOTLAND

HUTCHISON 3G UK LIMITED

IBM UNITED KINGDOM LIMITED

IDEAL SHOPPING DIRECT P L C

IGAMING BUSINESS

IKEA LIMITED

I-LEVEL LTD

IMAGINATION LIMITED

INBEV UK LTD

INCENTIVATED LIMITED

INCORPORATED SOCIETY OF BRITISH ADVERTISERS
INDEPENDENT HEALTHCARE ADVISORY SERVICES LIMITED

INDEPENDENT NEWS AND MEDIA LTD

INFANT AND DIETETIC FOODS ASSOCIATION LIMITED

INFERNO LTD

INFORMATION COMMISSIONER

ING DIRECT NV

INITIATIVE MEDIA LONDON LTD

INSTITUTE FOR PUBLIC POLICY RESEARCH

INSTITUTE OF ALCOHOL STUDIES

INSTITUTE OF COMPLEMENTARY MEDICINE

INSTITUTE OF FUNDRAISING

INSTITUTE OF SALES PROMOTION

INSTITUTO CIVIL DA AUTODISCIPLINA DA PUBLICIDADE

INSTORE

INTERACTIVE ADVERTISING BUREAU

INTERACTIVE DIGITAL SALES LTD

INTERNATIONAL ADVERTISING ASSOCIATION

INTERNATIONAL CHAMBER OF COMMERCE UK

INTERNET ADVERTISING BUREAU

IPC MEDIA LIMITED

ISOBEL ADVERTISING LIMITED

ISTITUTO DELL'AUTODISCIPLINA PUBBLICITARIA

ITV NETWORK LIMITED

ITV PLC

J C DECAUX

J SAINSBURY PLC

J. WALTER THOMPSON COMPANY LTD

J.D. WILLIAMS & CO LTD

JAGUAR CARS LTD

JDM MARKETING LTD

JOHN AYLING & ASSOCIATES LTD

JOHN LEWIS PARTNERSHIP PLC

JOSHUA-G2 AGENCY LTD

JOSHUA-G2 INTERACTIVE LTD

JURY D'ETHIQUE PUBLICITAIRE

KALEIDOSCOPE LIMITED

KARMARAMA COMMUNICATIONS LIMITED

KASTNER & PARTNERS IN LONDON LIMITED

KAYE SCHOLER LLP

KELLOGG MARKETING AND SALES COMPANY (UK) LIMITED

KENTUCKY FRIED CHICKEN (GREAT BRITAIN) LIMITED

KIA MOTORS (UK) LIMITED

KINDRED AGENCY LIMITED

KINETIC WORLDWIDE LIMITED

KING ALFRED SCHOOL

KINGSTOWN ASSOCIATES LIMITED

KIRKHAM MOTTE LTD

KITCATT NOHR ALEXANDER SHAW LIMITED

KR MEDIA UK LIMITED

KROW COMMUNICATIONS LIMITED

LA LECHE LEAGUE GB

LABOUR EUROPEAN OFFICE
LADBROKES BETTING AND GAMING LTD
LAMBIE-NAIRN & COMPANY LIMITED

LAND OF LEATHER LTD

LAND ROVER

LAST MINUTE NETWORK LIMITED

LAVERY ROWE ADVERTISING LIMITED

LAW SOCIETY OF NORTHERN IRELAND

LAW SOCIETY OF SCOTLAND

LEAGAS DELANEY - LONDON LTD

LEATHERHEAD INFORMATION TECHNOLOGY LTD

LEGAL & GENERAL GROUP PLC

LEO BURNETT LTD

LEWIS SILKIN LLP

LEXUS (GB) LIMITED

LG ELECTRONICS UK LTD

LIBERAL DEMOCRAT PARTY

LIBERTINE LONDON LIMITED

LIDL U.K. GMBH

LIIKETAPALAUTAKUNTA

LITTLEWOODS COMPETITIONS CO LTD

LITTLEWOODS GAMING LIMITED

LITTLEWOODS HOME SHOPPING FINANCE LTD

LIVERPOOL VICTORIA FRIENDLY SOCIETY

LIVERPOOL VICTORIA LIFE COMPANY LIMITED

LLOYDS TSB BANK PLC

LOCAL AUTHORITIES COORDINATORS OF REGULATORY SERVICES

LOCAL BETTER REGULATION OFFICE

LOCAL GOVERNMENT ASSOCIATION (PROPERTIES) LTD

LOEWY GROUP LIMITED

LONDON BUSINESS SCHOOL

LONDON SCHOOL OF ECONOMICS AND POLITICAL SCIENCE

L'OREAL (U.K.) LIMITED

LORNAMEAD UK LIMITED

LOTUS GROUP LTD

LOUIS VUITTON UK LTD

LOVELLS LLP

LOW CARBON VEHICLE PARTNERSHIP

LOWE & PARTNERS LTD

LUNAR BBDO

LYCEUM PUBLISHING LLC

M B I INC

M&C SAATCHI PLC

MACMILLAN CANCER SUPPORT

MAGNET LTD

MAHER BIRD ASSOCIATES LIMITED

MAIL COMPETITION FORUM

MANCHESTER EVENING NEWS LTD

MANNING GOTTLIEB OMD

MARIE STOPES INTERNATIONAL

MARKETING MATTERS LIMITED

MARKS & SPENCER P.L.C.

MARS U.K. LIMITED

MARTEN GIBBON ASSOCIATES LTD

MARTIN TAIT REDHEADS LTD.

MASIUS PUBLICIS CONSULTANTS LTD

MATALAN RETAIL LTD.

MATTERS MEDIA LIMITED

MAZDA MOTORS UK LIMITED

MBNA EUROPE BANK LTD

MCCAIN FOODS (GB) LTD

MCCANN-ERICKSON ADVERTISING LTD

MCDONALD'S RESTAURANTS LTD

MEC INTERACTION

MEDIA BY DESIGN LIMITED

MEDIA CAMPAIGN LIMITED

MEDIA GUARDIAN

MEDIA PLANNING LTD

MEDIA TRUST

MEDIABILITY LIMITED

MEDIACOM EDINBURGH LTD

MEDIACOM HOLDINGS LIMITED

MEDIACOM NORTH LTD

MEDIAEDGE:CIA MANCHESTER

MEDIAEDGE:CIA UK LIMITED

MEDIA-MARKETING.CO.UK. LTD

MEDIAVEST (LEEDS) LIMITED

MEDIAVEST (MANCHESTER) LTD

MEDIAVISION (MANCHESTER) LIMITED

MEDIAWATCH

MEDICINES AND HEALTHCARE PRODUCTS REGULATORY AGENCY

MERCEDES-BENZ UK LIMITED

MERLE LTD

METEORITE MARKETING LIMITED

MICROSOFT LIMITED

MIDASPLAYER.COM LTD

MILES CALCRAFT BRIGINSHAW DUFFY LTD

MILLENNIUM ADMP LTD

MINDSHARE MEDIA UK LTD

MINISTRY OF DEFENCE

MINISTRY OF JUSTICE

MOBILE ENTERTAINMENT FORUM

MORRIS NICHOLSON CARTWRIGHT LTD

MORTIMER WHITTAKER O'SULLIVAN LIMITED

MOSTLY MEDIA LIMITED

MOTHER LIMITED

MRC HUMAN NUTRITION RESEARCH

MUSLIM COUNCIL OF BRITAIN

NATIONAL ALLIANCE OF WOMEN'S ORGANISATIONS

NATIONAL ASSOCIATION FOR GAMBLING CARE,

NATIONAL ASSOCIATION OF SCHOOLMASTERS AND UNION OF WOMEN TEACHERS

NATIONAL CHILDREN'S BUREAU

NATIONAL CONFEDERATION OF PARENT TEACHER ASSOCIATIONS

NATIONAL CONSUMER FEDERATION

NATIONAL CONSUMER RIGHTS PROTECTION BOARD

NATIONAL COUNCIL OF WOMEN

NATIONAL FAMILY AND PARENTING INSTITUTE

NATIONAL FEDERATION OF SPIRITUAL HEALERS

NATIONAL HEART FORUM

NATIONAL KIDNEY FEDERATION

NATIONAL MEDIA MUSEUM

NATIONAL SECULAR SOCIETY

NATIONAL SOCIETY FOR THE PREVENTION OF CRUELTY TO CHILDREN

NATIONAL TRUST

NATIONAL UNION OF JOURNALISTS

NATIONAL WESTMINSTER BANK PUBLIC LIMITED COMPANY

NATIONWIDE BUILDING SOCIETY

NAVIGATOR BLUE LIMITED

NESTLE UK LTD

NESTLE WATERS UK LIMITED

NETTO FOODSTORES LIMITED

NEW HUMANIST

NEW MEDIA AGE

NEW TESTAMENT CHURCH OF GOD

NEWS GROUP NEWSPAPERS LIMITED

NEWS GROUP NEWSPAPERS LTD

NEWSQUEST (BRADFORD) LTD

NEXUS/H UK LIMITED

NHS CONFEDERATION

NISSAN MOTOR (GB) LIMITED

NITRO LTD

NOISE ABATEMENT SOCIETY

NOKIA UK LIMITED

NORTHERN & SHELL PLC

NORTHERN FILM SCHOOL

NORTHERN IRELAND ASSEMBLY

NORTHGATE HIGH SCHOOL

NOTTINGHAMSHIRE COUNTY COUNCIL

NOW GROUP UK LTD

NPOWER LIMITED

NPOWER RENEWABLES LIMITED

OAKBASE P L C
OFCOM TELEVISION AND RADIO LICENCEES
OFFICE OF FAIR TRADING

OFFICE OF GAS AND ELECTRICITY MARKETS

OFFICE OF RAIL REGULATION

OFFICE OF THE SCOTTISH CHARITY REGULATOR

OGILVY ADVERTISING LTD

OGILVY GROUP UK

OGILVY PRIMARY CONTACT LIMITED

OMD GROUP LIMITED

ONE WORLD BROADCASTING TRUST

ÖNSZABÁLYOZÓ REKLÁM TESTÜLET

OPTICAL EXPRESS LIMITED

ORANGE PERSONAL COMMUNICATIONS SERVICES LIMITED

ORKLA FOODS

OSBORNE CLARKE

OSTERREICHISCHER WERBERAT

OXFAM

OXFORD COLLEGE OF MARKETING LTD

P&O CRUISES LTD

PAGAN FEDERATION

PALING WALTERS LIMITED

PANASONIC UK LTD

PARAMOUNT PICTURES UK

PARAMOUNT UK PARTNERSHIP

PARTNERS ANDREWS ALDRIDGE LIMITED

PARYS COMMUNICATIONS LIMITED

PD 3 LIMITED

PEARL & DEAN CINEMAS LTD

PERIODICAL PUBLISHERS ASSOCIATION LTD

PEUGEOT MOTOR COMPANY PLC

PHD MEDIA LIMITED

PHD ROCKET

PHONEPAYPLUS LIMITED

PHONES 4U LIMITED

PIZZA HUT (U.K.) LTD

PLAID CYMRU

PLUMBS LIMITED

POSITIVE THINKING LTD

POST OFFICE LTD

POSTAL SERVICES COMMISION

POSTERSCOPE LTD

PREMIER COMMUNICATIONS

PREMIUM RATE ASSOCIATION LTD

PRESBYTERIAN CHURCH IN IRELAND

PRESBYTERIAN CHURCH OF WALES

PRESCRIPTION MEDICINES CODE OF PRACTICE AUTHORITY

PRINCIPLES COMMUNICATIONS LTD

PROCTER & GAMBLE (HEALTH & BEAUTY CARE) LIMITED

PROCTER & GAMBLE TECHNICAL CENTRES

PROCTER & GAMBLE UK

PRODUCERS' ALLIANCE FOR CINEMA AND TELEVISION LIMITED

PROFERO LIMITED

PROLIFE ALLIANCE

PROXIMITY LONDON LTD

PRUDENTIAL PUBLIC LIMITED COMPANY

PSYCHIC TV LTD

PUBAFFAIRS LIMITED

PUBLIC LTD

PUBLICIS LTD

Q RADIO NETWORK

QUAKER ACTION ON ALCOHOL AND DRUGS

QUAKERS

QUANTUM MEDIA SERVICES LIMITED

QUIET STORM LIMITED

QUIT

QVC

R H ADVERTISING LTD

R.A.C. MOTORING SERVICES

R.O. EYE LTD

RADA PRE REKLAMU

RADFORD ADVERTISING MARKETING LTD

RADIO ADVERTISING CLEARANCE CENTRE

RADIOCENTRE LIMITED

RAINEY KELLY CAMPBELL ROALFE/YOUNG & RUBICAM LIMITED

RAISINGKIDS LTD

RAPIER LTD

RAPP LIMITED

RATHBONE MEDIA LIMITED

RAW MEDIA LTD

RDF MEDIA LIMITED

REACHOUT TRUST

READER OFFERS LIMITED

RED CIRCLE TECHNOLOGY LTD

RED CONSULTANCY

REDCATS (BRANDS) LIMITED

REFORM LIMITED

REKLAM ÖZDENETIM KURULU

REKLAMNY SOVET ROSSII

REKLAMOS BIURAS

REMOTE GAMBLING ASSOCIATION

RENAULT U.K. LIMITED

RE-SOLV

RESPONSE DIRECT PUBLISHING LTD

RIAS PLC

RIDGE ADVERTISING (MARKETING) LTD

RIPON COLLEGE

RIVIERA TRAVEL LIMITED

RMG CONNECT LTD

ROBSON BROWN LIMITED

RODGERS & RODGERS LTD

ROMANIAN ADVERTISING STANDARDS COUNCIL

ROYAL & SUN ALLIANCE INSURANCE GROUP PLC

ROYAL BOROUGH OF KINGSTON-UPON-THAMES

ROYAL COLLEGE OF GENERAL PRACTITIONERS

ROYAL COLLEGE OF PAEDIATRIC & CHILD HEALTH

ROYAL HOLLOWAY COLLEGE

ROYAL MAIL GROUP PLC

ROYAL NATIONAL INSTITUTE OF BLIND PEOPLE

ROYAL NATIONAL LIFEBOAT INSTITUTION

ROYAL SOCIETY FOR THE PREVENTION OF CRUELTY TO ANIMALS

ROYAL TELEVISION SOCIETY

RUBICON DRINKS 

RULEBOOK CONSULTING LTD

RUSSELL, CHARLES

SAAB GREAT BRITAIN LTD

SAATCHI & SAATCHI LTD

SAATCHI SAATCHI FALLON UK GROUP

SAGA GROUP LIMITED

SALVATION OF GOD MINISTRY CHERUBIM AND SERAPHIM CHURCH

SAMARITANS

SAMSUNG ELECTRONICS (UK) LIMITED

SASS BRAND COMMUNICATIONS LTD

SAVE THE CHILDREN FUND

SCHMIDT UK LTD

SCHOOL FOOD TRUST

SCIENTIFIC ADVISORY COMMITTEE ON NUTRITION

SCOTTISH & NEWCASTLE UK LTD

SCOTTISH DAILY NEWSPAPER SOCIETY

SCOTTISH FRIENDLY ASSURANCE SOCIETY LIMITED

SCOTTISH HEALTH ACTION ON ALCOHOL PROBLEMS

SCOTTISH NATIONAL PARTY

SCOTTISH NEWSPRINT USERS ASSOCIATION

SCREWFIX DIRECT LTD

SELECTIVE MARKETPLACE LTD

SEQUENCE (UK) LIMITED

SETANTA SPORT LTD

SEVEN SEAS LTD

SHED PRODUCTIONS LIMITED

SHELL CHEMICALS LTD

SHELL INTERNATIONAL LIMITED

SHIFT

SHOP DIRECT HOME SHOPPING LIMITED

SIKH MISSIONARY SOCIETY UK

SILVERMERE PARTNERSHIP

SIMPLY SUPPLEMENTS

SIMPLYHEALTH ACCESS

SINN FÉIN

SKILLSET

SKILLSTRAIN LIMITED

SLOVENSKA OGLASEVALSKA ZBORNICA

SMART ENERGY UK LTD

SMARTS LTD/ IAS B2B PLC

SMG PRODUCTIONS

SNACK, NUT AND CRISP MANUFACTURERS ASSOCIATION

SOCIAL DEMOCRATIC AND LABOUR PARTY

SOLAR HOME ENERGY LTD

SOLD OUT ADVERTISING LTD

SOLICITORS REGULATION AUTHORITY

SOMERFIELD STORES LIMITED

SONY COMPUTER ENTERTAINMENT UK LIMITED

SONY ERICSSON MOBILE COMMUNICATIONS INTERNATIONAL AB

SONY MUSIC ENTERTAINMENT (UK) LTD.

SONY PICTURES DIGITAL INC

SONY PICTURES HOME ENTERTAINMENT LTD

SONY PICTURES RELEASING UK

SONY UNITED KINGDOM LIMITED

SOUK COMMUNICATIONS LTD

SOUTH TYNESIDE TRADING STANDARDS

SOUTHBANK CENTRE

SPECSAVERS OPTICAL GROUP LTD

SPIRIT ADVERTISING

SPRING HARVEST

SPRINGDOO MEDIA LTD

SQUARE 1 COMMUNICATIONS LTD

ST LUKE'S COMMUNICATIONS LIMITED

STANLEY CASINOS LIMITED

STAPLES UK LIMITED

STARCOM MEDIAVEST GROUP UK

STARLAND ENTERTAINMENTS

STEPHENSON HARWOOD

STICHTING RECLAMENCODE (SRC)

STIRLING MEDIA RESEARCH INSTITUTE

STONELY TRAINING

STONEWALL EQUALITY LIMITED

STRATTONS LTD

STV INTERNATIONAL LTD

SUE RYDER CARE

SUN INTERNATIONAL

SUNDAY MAIL

SUNSPOT TOURS LIMITED

SUSTAIN: THE ALLIANCE FOR BETTER FOOD & FARMING

SUZUKI GB PLC

SYNERGYSTA LTD

SYZYGY UK LTD

T.C.S. MEDIA (NORTH) LIMITED

T.C.S. MEDIA (PLANNING & BUYING) LIMITED

TALKBACK PRODUCTIONS LIMITED

TANGIBLE FINANCIAL LTD

TARGET MEDIA LTD

TARGETBASE CLAYDON HEELEY

TBWA\LONDON LIMITED

TBWA\MANCHESTER LIMITED

TDA (THE DIRECT AGENCY) LTD

TEAM SAATCHI

TEAMSPIRIT LTD

TELEFONICA O2 UK LIMITED

TELEGRAPH MEDIA GROUP LTD

TELETEXT LTD

TEQUILA LONDON LIMITED

TERENCE HIGGINS TRUST

TESCO PERSONAL FINANCE LIMITED

TESCO STORES LIMITED

THE A & S LEISURE GROUP LIMITED

THE ADVERTISING ASSOCIATION

THE ADVERTISING STANDARDS BOARD OF FINANCE LIMITED

THE ADVERTISING STANDARDS BUREAU

THE ANIMAL PROCEDURES COMMITTEE

THE ASSOCIATION FOR TELEVISION ON-DEMAND LIMITED

THE ASSOCIATION OF CHIEF POLICE OFFICERS

THE ASSOCIATION OF PROFESSIONAL ASTROLOGERS INTERNATIONAL

THE ASTROLOGICAL ASSOCIATION

THE AUTOMOBILE ASSOCIATION LIMITED

THE BAPTIST TIMES LTD

THE BINGO ASSOCIATION

THE BLUE CROSS TRADING COMPANY LIMITED

THE BOARD OF DEPUTIES OF BRITISH JEWS

THE BOOK PEOPLE LIMITED

THE BOOTS COMPANY PLC

THE BOYS' BRIGADE UK

THE BRADFORD GROUP

THE BRIDGE

THE BRITISH ACADEMY OF FILM & TELEVISION ARTS

THE BRITISH CASINO ASSOCIATION

THE BRITISH COMPLEMENTARY MEDICINE ASSOCIATION

THE BRITISH DIABETIC ASSOCIATION

THE BRITISH DIETETIC ASSOCIATION

THE BRITISH INSTITUTE OF HUMAN RIGHTS

THE BRITISH NUTRITION FOUNDATION

THE BRITISH PSYCHOLOGICAL SOCIETY

THE BRITISH SOFT DRINKS ASSOCIATION LTD

THE BRITISH YOUTH COUNCIL

THE BROADCASTING, ENTERTAINMENT, CINEMATOGRAPH AND THEATRE UNION

THE BUDDHIST SOCIETY

THE CAMPAIGN FOR HOMOSEXUAL EQUALITY

THE CAPTIVE ANIMALS PROTECTION SOCIETY

THE CARPHONE WAREHOUSE LIMITED

THE CATHOLIC CHURCH IN ENGLAND AND WALES

THE CHILD ACCIDENT PREVENTION TRUST

THE CHRISTIAN INSTITUTE

THE CHURCH OF ENGLAND

THE CHURCH OF ENGLAND CHILDREN'S SOCIETY

THE CHURCH OF ENGLAND NEWSPAPER

THE CHURCH OF IRELAND BOARD FOR SOCIAL RESPONSIBILITY

THE CHURCH OF SCOTLAND

THE COMMUNICATIONS AGENCY LTD

THE COMMUNICATIONS UNIT LIMITED

THE COMMUNITY PRACTITIONERS’ AND HEALTH VISITORS’ ASSOCIATION

THE COMPLEMENTARY AND NATURAL HEALTHCARE COUNCIL

THE CONSUMER COUNCIL FOR NORTHERN IRELAND

THE CO-OPERATIVE GROUP LTD

THE COSMETIC, TOILETRY AND PERFUMERY ASSOCIATION LIMITED

THE COUNCIL FOR ACADEMIC FREEDOM AND ACADEMIC STANDARDS

THE DAIRY COUNCIL

THE DIRECT MARKETING ASSOCIATION (UK) LIMITED

THE DIRECT MARKETING COMMISSION

THE DIRECT SELLING ASSOCIATION LTD

THE ECONOMIST GROUP

THE ENTERPRISE DEPARTMENT LIMITED

THE ETHICAL SOCIETY

THE ETHNIC MINORITY FOUNDATION

THE EUROPEAN FEDERATION OF ASSOCIATIONS OF HEALTH PRODUCT MANUFACTURERS

THE EUROPEAN FORUM FOR RESPONSIBLE DRINKING

THE EVANGELICAL ALLIANCE

THE FAMILY PLANNING ASSOCIATION

THE FEDERATION OF SYNAGOGUES

THE FINANCIAL SERVICES AUTHORITY

THE FINANCIAL TIMES LIMITED

THE FOOD AND DRINK FEDERATION

THE FOOD COMMISSION (UK) LTD

THE FREEDOM ORGANISATION FOR THE RIGHT TO ENJOY SMOKING TOBACCO LIMITED

THE GATE WORLDWIDE LIMITED

THE GREEN PARTY

THE GROCER

THE HEALTHCARE COMMISSION

THE INSERT & LEAFLET TEAM LIMITED

THE INSTITUTE FOR RELIGION, ETHICS & PUBLIC LIFE

THE INSTITUTE OF CONSUMER AFFAIRS

THE INSTITUTE OF PRACTITIONERS IN ADVERTISING

THE INSTITUTE OF SALES PROMOTION LIMITED

THE ISLAMIC SOCIETY OF BRITAIN

THE J D A GROUP LTD

THE JJ GROUP LTD

THE KENNEL CLUB LIMITED

THE LEITH AGENCY LIMITED

THE LIBERTARIAN ALLIANCE

THE LOTTERIES COUNCIL

THE MARKETING SOCIETY LTD

THE MARKETING STORE

THE MEDIA SHOP LIMITED

THE METHODIST CHURCH

THE MOBILE BROADBAND GROUP

THE MOBILE MARKETING ASSOCIATION (UK) LIMITED

THE MUSLIM COLLEGE

THE NATIONAL ASSOCIATION OF CITIZENS ADVICE BUREAUX

THE NATIONAL ASSOCIATION OF HEAD TEACHERS

THE NATIONAL ASSOCIATION OF PRESS AGENCIES

THE NATIONAL COUNCIL FOR VOLUNTARY ORGANISATIONS

THE NATIONAL COUNCIL OF WOMEN

THE NATIONAL FEDERATION OF WOMEN'S INSTITUTES OF ENGLAND, WALES, JERSEY, GUERNSEY AND THE ISLE OF MAN

THE NATIONAL FILM AND TELEVISION SCHOOL

THE NATIONAL LOTTERY COMMISSION

THE NATIONAL SOCIETY FOR EPILEPSY

THE NATIONAL UNION OF STUDENTS INTERNATIONAL CENTRE LIMITED

THE NATIONAL UNION OF TEACHERS

THE NEONATAL SOCIETY

THE NEWSPAPER PUBLISHERS ASSOCIATION LTD

THE NEWSPAPER SOCIETY

THE NUTRITION SOCIETY

THE OFFICE OF COMMUNICATIONS

THE OPEN UNIVERSITY

THE ORCHARD CONSULTANCY

THE ORGANIC FOOD FEDERATION

THE ORION PUBLISHING GROUP LIMITED

THE OUTDOOR ADVERTISING ASSOCIATION OF GREAT BRITAIN

THE PEOPLES DISPENSARY FOR SICK ANIMALS

THE PORTMAN GROUP

THE PRESCRIPTION MEDICINES CODE OF PRACTICE AUTHORITY

THE PRESS ASSOCIATION LIMITED

THE PROPAGANDA AGENCY LIMITED

THE PROPRIETARY ASSOCIATION OF GREAT BRITAIN

THE RADIO ACADEMY

THE READERS DIGEST ASSOCIATION LIMITED

THE RED BRICK ROAD LIMITED

THE RESPONSE TEAM LTD

THE ROLEX WATCH COMPANY LIMITED

THE ROYAL ASSOCIATION FOR DISABILITY AND REHABILITATION

THE ROYAL BRITISH LEGION

THE ROYAL COLLEGE OF PSYCHIATRISTS

THE ROYAL NATIONAL INSTITUTE FOR DEAF PEOPLE

THE ROYAL SOCIETY FOR THE PREVENTION OF ACCIDENTS

THE RUNNYMEDE TRUST

THE SALVATION ARMY

THE SATELLITE AND CABLE BROADCASTERS' GROUP

THE SCOTSMAN PUBLICATIONS LTD

THE SCOTT TRUST

THE SCOTTISH GOVERNMENT

THE SIMKINS PARTNERSHIP

THE SOCIETY OF EDITORS

THE SOCIETY OF MOTOR MANUFACTURERS AND TRADERS LIMITED

THE SPIRITUALIST ASSOCIATION OF GREAT BRITAIN

THE SWATCH GROUP (UK) LIMITED

THE TERRENCE HIGGINS TRUST

THE THEOSOPHICAL SOCIETY ENGLAND

THE TIMES

THE TRADING STANDARDS INSTITUTE

THE UNION ADVERTISING AGENCY LTD

THE UNION OF LIBERAL & PROGRESSIVE SYNANGOGUES

THE UNITED FREE CHURCH OF SCOTLAND

THE UNITED KINGDOM'S DISABLED PEOPLE'S COUNCIL

THE UNITED REFORMED CHURCH

THE UNIVERSITY LIBRARY

THE WALKER AGENCY LIMITED

THE WALT DISNEY COMPANY LTD

THE WELSH ASSEMBLY GOVERNMENT

THE WINE AND SPIRIT TRADE ASSOCIATION

THINKBOX LIMITED

THIRD SECTOR

THOMAS COOK RETAIL LIMITED

THOMPSON & MORGAN LIMITED

TIGER ASPECT PRODUCTIONS LIMITED

TIME WARNER LIMITED

TISCALI UK LTD

T-MOBILE (UK) LIMITED

TOBACCO MANUFACTURERS' ASSOCIATION

TOGETHER AGENCY

TOMBOLA LIMITED

TOP UP TV

TOTAL MEDIA GROUP LIMITED

TOUCHDOWN INTEGRATED MARKETING LTD

TOYOTA(G.B.) PLC

TOYS 'R' US LTD

TRADING STANDARDS

TRAIDCRAFT PLC

TRANSPORT FOR LONDON

TRINITY MIRROR PLC

TULLO MARSHALL WARREN LTD

TV SHOPPING DIRECT LIMITED

TWENTIETH CENTURY FOX

TWENTYSIX LONDON LTD

TWININGS

UBER AGENCY LIMITED

UK ADVERTISING & MARKETING SERVICES

UK FILM COUNCIL

UK INDEPENDENCE PARTY

UK MEN'S MOVEMENT LIMITED

UK MUSIC

ULTRAVOX HOLDINGS LIMITED

UNILEVER BESTFOODS UK LTD

UNILEVER UK LTD

UNIVERSAL MCCANN INTERACTIVE

UNIVERSAL MCCANN LONDON

UNIVERSAL MCCANN MANCHESTER

UNIVERSAL PICTURES (UK) LIMITED

UNIVERSITY OF EAST LONDON

UNIVERSITY OF EDINBURGH

UNIVERSITY OF GREENWICH

UNIVERSITY OF LONDON

UTV RADIO (GB) LTD

VAUXHALL MOTORS LTD

VCCP LIMITED

VEHICLE CERTIFICATION AGENCY

VIACOM BRAND SOLUTIONS LIMITED

VICTORIA TRAVEL SERVICE LIMITED

VIDEO REKLAMOS STUDIJA

VIRGIN ATLANTIC AIRWAYS LIMITED

VIRGIN HOLIDAYS LIMITED

VIRGIN MEDIA LIMITED

VIRGIN MOBILE TELECOMS LTD

VIRGIN MONEY LIMITED

VISA INTERNATIONAL

VIZEUM UK LIMITED

VODAFONE UK LIMITED

VOICE LIMITED

VOICE OF THE LISTENER AND VIEWER

VOLKSWAGEN GROUP UNITED KINGDOM LTD

VOLVO CAR UK LIMITED

WAA LIMITED

WALKER MEDIA LIMITED

WARE ANTHONY RUST LTD

WARL GROUP LIMITED

WARNER BROS DISTRIBUTORS (UK) LTD

WCRS LTD

WDMP KF LIMITED

WELSH FOURTH CHANNEL AUTHORITY

WELSH LOCAL GOVERNMENT ASSOCIATION

WEST MIDLANDS LABOUR OFFICE

WESTMINSTER DIET AND HEALTH FORUM

WFCA INTEGRATED LIMITED

WHICH? 

WHIPPET UK LTD

WICKES BUILDING SUPPLIES LTD

WIEDEN & KENNEDY UK LTD

WILKINSON HARDWARE STORES LIMITED

WILLIAM HILL ORGANIZATION LIMITED

WM MORRISON SUPERMARKETS P L C

WOMEN'S AID FEDERATION

WOO COMMUNICATIONS

WORKING LUNCH

WORLD DEVELOPMENT MOVEMENT

WORLD FEDERATION OF ADVERTISERS

WORTH LTD

WUNDERMAN LTD

WWAV RAPP COLLINS EDINBURGH

WWAV RAPP COLLINS MEDIA LTD

WYATT INTERNATIONAL LTD

YAHOO! EUROPE LIMITED

YAKULT UK LIMITED

YELL LTD

YOUNG MINDS TRUST

YOUTH FOR CHRIST

ZED MEDIA LTD

ZENITHOPTIMEDIA SERVICES LTD

ZENTRALE ZUR BEKÄMPFUNG  UNLAUTEREN WETTBEWERBS

ZEST ST LIMITED

ZINC ADVERTISING LTD

ZURICH FINANCIAL SERVICES
Please note that BCAP welcomes responses from all other interested parties.

According to need, we will endeavour to provide copies of this document in alternative formats upon request. 
Please contact us at:

Code Policy Team

Broadcast Committee of Advertising Practice

Mid City Place

71 High Holborn

London WC1V 6QT

T +44 (0)20 7492 2200

F +44 (0)20 7404 3404

E consult@cap.org.uk 
The Broadcast Committee of Advertising Practice (BCAP) is the industry body responsible for writing and enforcing the UK’s TV and radio advertising Codes to ensure that all broadcast advertisements are legal, decent, honest and truthful.

To find out more about the work of the Committee or to subscribe to our quarterly advertising industry e-mail newsletter, visit our website at:

www.cap.org.uk
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