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Principle
Marketing communications should not condone or encourage unsafe or inconsiderate
driving practices. If they make environmental claims, marketing communications for
motor vehicles, fuel or accessories should comply with the rules in Section 11.

Rules
19.1

Marketing communications for motor vehicles, fuel or accessories must not
depict or refer to practices that condone or encourage anti-social behaviour.

19.2

Marketing communications must not condone or encourage unsafe or
irresponsible driving. If it could be emulated, marketing communications must
not depict a driving practice that is likely to condone or encourage a breach of
those rules of the Highway Code that are legal requirements if that driving
practice seems to take place on a public road or in a public space. Vehicles'
capabilities may be demonstrated on a track or circuit if it is obviously not in use
as a public highway.

19.3

Marketing communications must not depict speed in a way that might encourage
motorists to drive irresponsibly or to break the law.
To avoid the implication of irresponsible driving through excessive speed, care
must be taken in the style of presentation of marketing communications.
Particular care must be taken in, for example, cinema commercials and in
marketing communications that appear in electronic media to avoid moving
images that imply excessive speed. If they are shown in normal driving
circumstances on public roads, vehicles must be seen not to exceed UK speed
limits.

19.4

Marketers must not make speed or acceleration the main message of their
marketing communications. Marketing communications may give general
information about a vehicle's performance, such as acceleration and mid-range
statistics, braking power, road-holding and top speed.

19.5

Safety claims must not exaggerate the benefit to consumers. Marketers must
not make absolute claims about safety unless they hold evidence to substantiate
them.
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