THE CODE OF
ADVERTISING PRACTICE
It is held that the responsibility of advertisers, advertising agencies and associated companies is
a constructive force in business. To discharge this responsibility, the parties within the industry
must recognise not only an obligation to clients, but to the public, the media they employ and to
each other.
As a business the industry must operate in the spirit of vigorous competition honestly conducted.
It is also recognised that unethical competitive practices in the advertising business lead to
financial waste, divisiveness, loss of prestige and to the weakening of public confidence in both
the advertisements and the industry.
The Pakistan Advertisers Society (PAS) will, in addition to supporting and obeying the laws and
legal regulations pertaining to advertising, undertake to extend and broaden the application of
high ethical standard: specifically society members will not create advertising that is:
1.
2.
3.
4.
5.

False or misleading visual or verbal.
Claims insufficiently supported that distort the true meaning or practicable
application of statements made by professional or scientific authority.
Testimonials that do not reflect the real opinions of individuals involved.
Price claims that are misleading.
Statements, suggestions or pictures offensive to public decency or minority
segments of the population.

The Pakistan Advertisers Society also recognises that there are areas that are subject to honestly
different interpretations and judgments: comparative advertising shall be governed by the same
standards of truthfulness, claim substantiation, tastefulness, etc. as apply to other types of
advertising.
1. OBJECTIVES
The code is primarily intended to enhance the ethical and professional standards of the
advertising industry in Pakistan via a self-regulatory process. Further development of the code is
recognised and a wider group of interested parties’ involvement, including such customers,
educationalists, etc. could develop later.
2. STAKEHOLDERS
The code of advertising practice should cover advertisers, advertising agencies and media
owners.
3.
SCOPE
The scope of the code of conduct initially covers:
a)
b)

Truth, honesty and integrity of advertising and the use of advertising copy.
A yearly development plan should also be provided for, whereby additional topics
would be added to the code of conduct, examples would be:
 plagiarism
 commerciality / handling of political advertising/consumer complaints.

However, for start-up given the infancy and lack of structure the emphasis should be on
establishing those items under a).
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4.

SANCTIONS
a)
Given that the objective of the code in operation is to enhance the professionalism
of the industry, the primary task is to advise on behaviour and practice rather that
rules and regulations. However, it is recognised that continuous malpractice can
only be handled via the suspension of a member from the PAS.
b)
Any complaint or issue raised by a member of the PAS against another internal
member will be handled via a Code of Advertising Practice Standing Committee
which would take advice, consider the issues and either reject the issue/complaint
(no record kept) or make recommendations to the PAS Council for further action.
Actions on any member would be via the PAS Council. Only complaints/issues
between members would be handled.

5. DEVELOPMENT
It was recognised that new areas over which the code could operate would need to be added over
time. These should be agreed by the PAS Council and passed to the Standing Committee for
development; an annual development plan should be drawn up by the Standing Committee for
endorsement by the PAS Council.
6.

APLICATIONS
(i)
Definitions
a)
Advertisements which were factually wrong, misleading or used another
advertiser’s property or distinctive device would be covered by the code.
b)
A product encompasses goods, services, causes or opportunities, prizes and
gifts.
(ii)
Business Areas
The codes apply to:
a)
Advertisements in newspapers, magazines, brochures, leaflets, circulars,
mailing, catalogues and other printed publications, facsimile transmission,
posters and aerial announcements.
b)
Television, radio, video commercials, cinema advertising and outdoor
advertising.
c)
Advertisements in non-broadcast electronic media such as computer games
and the internet.
d)
View data services.
e)
Mailing lists.
f)
Sales promotions.
g)
Advertisement promotions.
h)
Overlay.
(iii)

Exceptions
a)
Advertisements in foreign media.
b)
Health-related claims in advertisements and promotions addressed only to
the medical and allied professions.
c)
Classified private advertisements.
d)
Statutory, public, police and other official notices.
e)
Works of art exhibited in public or private.
f)
Private correspondence.
g)
Oral communications, including telephone calls.
h)
Press releases and other public relations matter.
i)
The content of books and editorial communications.
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7.

PRINCIPLES

The following principles apply to the code:
a)
All advertisements should be legal, decent, honest and truthful.
b)
All advertisements should be prepared with a sense of responsibility to consumers
and to society.
c)
All advertisements should respect the principles of fair competition generally
accepted in business.
d)
No advertisements should bring advertising into disrepute.
e)
Advertisements must conform to the Code of Advertising Practice.
8.

COVERAGE
8.1.

Substantiation
8.1.1 If there is a significant division of informed opinion about any claims made
in an advertisement they should not be portrayed as universally agreed.
8.1.2 If the contents of non-fiction books, tapes, videos and the like have not been
independently substantiated, advertisements should not exaggerate the value
of practical usefulness of their contents.
8.1.3 Obvious untruths or exaggerations that are unlikely to mislead and
incidental minor errors and unorthodox spellings are all allowed provided
they do not affect the accuracy or perception of the advertisement in any
material way.

8.2.

Legality
8.2.1 Advertisers have primary responsibility for ensuring that their
advertisements are legal. Advertisements should contain nothing that break
the law or incites anyone to break it, and should omit nothing that the law
requires.

8.3.

Decency
8.3.1 Advertisements should contain nothing that is likely to cause serious or
widespread offence. Particular care should be taken to avoid causing
offence on the grounds of race, religion, sex, sexual orientation or
disability. Compliance with the Codes will be judged on the context,
medium, audience, product and prevailing standards of decency.

8.4.

Honesty
8.4.1 Advertisers should not exploit the credulity, lack of knowledge or
inexperience of consumers.

8.5.

Truthfulness
8.5.1 No advertisement should mislead by inaccuracy, ambiguity, exaggeration,
omission or otherwise.

8.6.

Fear Distress
8.6.1 No advertisement should cause fear or distress without good reason.
Advertisers should not use shocking claims or images merely to attract
attention.
8.6.2 Advertisers may use an appeal to fear to encourage prudent behaviour or to
discourage dangerous or ill-advised actions; the fear likely to be aroused
should not be disproportionate to the risk.

Pakistan Advertisers Society (PAS)
2nd Floor, 6-C, 7th Commercial Lane, Zamzama Phase V, DHA, Karachi – Pakistan
Tel: +92(21) 583 6072-3. Fax: +92(21) 583 6073.
Email: coap@pas.org.pk / secretariat@pas.org.pk

3 of 5

The Code of Advertising Practice
8.7.

Safety
8.7.1 Advertisements should not show or encourage unsafe practices except in the
context of promoting safety. Particular care should be taken with
advertisements addressed to or depicting children and young people.

8.8.

Violence & Anti-social Behaviour
8.8.1 Advertisements should contain nothing that condones or is likely to provoke
violence or anti-social behaviour.

8.9.

Protection of Privacy
8.9.1 Advertisers are urged to obtain written permission in advance if they
portray or refer to individuals or their identifiable possessions in any
advertisement. Exceptions include most crowd scenes, portraying anyone
who is the subject of the book or film being advertised and depicting
property in general outdoor locations.

8.10.

Testimonials & Endorsements
8.10.1 Advertisers should hold signed and dated proof, including a contact address,
for any testimonial they use. Testimonials should be used only with the
written permission of those giving them.

8.11.

Pricing
8.11.1 Any stated price should be clear and should relate to the products
advertised. Advertisers should ensure that prices match the products
illustrated.
8.11.2 It should be apparent immediately whether any price quoted exclude other
taxes, duties or compulsory charges and these should, wherever possible, be
given in the advertisement.
8.11.3 If the price of one product is dependent on the purchase of another, the
extent of any commitment by consumers should be made clear.
8.11.4 Price claims such as “up to” and “from” should not exaggerate the
availability of benefits likely to be obtained by consumers.

8.12.

Free Offers
8.12.1 There is not objection to making a free offer conditional on the purchase of
other items. Consumers’ liability for any cost should be made clear in all
material featuring the offer. An offer should only be described as free if
consumers pay no more than:
a) the current public rates of postage.
b) the actual cost of freight or delivery.
c) the cost, including incidental expenses, of any travel involved if
consumers collect the offer.

Advertisers should make no additional charges for packing and handling.
8.13.

Availability of Products
8.13.1 Advertisers must make it clear if stocks are limited. Products must not be
advertised unless advertisers can demonstrate that they have reasonable
grounds for believing that they can satisfy demand.
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8.14.

Guarantees
8.14.1 The full terms of any guarantee should be available for consumers to
inspect before they are committed to purchase. Any substantial limitation
should be spelled out in the advertisement.
8.14.2 Advertisers should inform consumers about the nature and extent of any
additional rights provided by the guarantee, over and above those given to
them by law, and should make clear how to obtain redress.
8.14.3 ‘Guarantee’ when used simply as a figure of speech should not cause
confusion about consumers’ legal rights.

8.15. Comparisons
8.15.1 Comparisons can be explicit or implied and can relate to advertiser’s own
product or to those of their competitors; they are permitted in the interest of
vigorous competition and public information.
8.15.2 Comparisons should be clear and fair. The elements of any comparison
should not be selected in a way that gives the advertisers an artificial
advantage.
8.16.

Denigration
8.16.1 Advertisers should not unfairly attack or discredit other businesses or their
products.
8.16.2 The only acceptable use of another business’s broken or defaced products in
advertisements is in the illustration of comparative test, and the source,
nature and results of these should be clear.

8.17.

Exploitation of Goodwill
8.17.1 Advertisers should not make unfair use of the goodwill attached on the
trademark, name, brand, or the advertising campaign of any other business.

8.18.

Imitation
8.18.1 No advertisement should so closely resemble any other transmitted or
published in Pakistan or any other country that it misleads or causes
confusion.
8.18.2 The subject matter of an advertisement should not be chosen in such a way
that it gives unfair and artificial advantage to the advertisers.
8.18.3 No advertiser should use another’s concept, distinctive devices or key
visuals in such a way that it gives the advertiser unfair advantage or
deliberately mislead the consumer.

8.19. Identifying Advertisers and Recognizing Advertisements
8.19.1 Advertisers, publishers and owners of other media should ensure that
advertisements are designed and presented in such a way that they can be
easily distinguished from editorial.
8.19.2 Features, announcements or promotions that are disseminated in exchange
for a payment or other reciprocal arrangement should comply with the
Codes if their content is controlled by the advertisers. They should also be
clearly identified and distinguished from editorial.
8.19.3 Mail order and direct response advertisements and those for one day sales,
homework schemes, business opportunities and the like should contain the
name and address of the advertisers.
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