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COMING TOGETHER WITH
FSSAI TO UPHOLD HONESTY
AND FAIRNESS IN F&B ADS.

ASCI signs an agreement with FSSAI to
curb unethical F&B ads.

Arun Singhal ) "

« Bejon Misra
(CEO, FSSAL) (Adviser,
Public Affairs,
ASCL)
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Celebrity Influencers may be Roped
in to Amplify Public Service Messages

ASCl sees sharp rise in misleading ads in Aug-Sept
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Celebrity Influencers may be Roped
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ASCI, Futurebrands partner to
study depiction of women in ads
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ASCI goes for digital
overhaul of services

“The ad regulator said thatit also aims to go beyond the role of a watchdog

#® Hindhustan Times

147
related to personal care. In
addition, 364 advertisements

prima fac

of these ads comphed e
modified the untrue clais,
i s needed

sty g o vt Sanar
T e B s o r

. an a
—n further investigation and

in violation of the Drugsand

vcaon 4 & LY 3 orivioN
‘ e el e s ERmA i MERMUR R The suspension of IPL and idea of decency
o ee i
s oty a w.« vy et o e nd e ooy .mm.«
TSyt e o
Covid-19
@

ASCI Slams Brands Using Olympics Winners in Ads without Approval

ISuch ads could be misleading as consumers may think these celebrities genuinely endorse these products, says ASCI secretary general
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Arun Singhal, CEO, FSSAI hands over signed agreement
to Prof Bejon Misra, Adviser Public Affairs, ASCl on 1
July 2021,

1minread. Updated: 05 Jul 2021,07:57 PM IST

Saumya Tewarl

* As per the agreement, ASCI will identify
advertisements which prima facie violate
provisions of Food Safety And Standards
(Advertising And Claims) Regulations, 2018, and
FSSAI would further investigate these
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IRDAI, besides having its
own specific advertising
guidelines for the
insurance sector, also
requires insurance

advertisements to comply
with the ASCI Code.

"ASCI too has noted misleading
claims via consumer complaints
and its own monitoring
service."

Protects consumers by
= @ responding quickly and
efficiently to concerns
Is better placed to
address societal changes
PN Bilds trust and
guarantees alevel
P playing field
Adapts to technological
@ developments and
&7 drives growth
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How to decide between
genuine brand extensions
and surrogate advertising

Genuine brand i dhere to ASCI’s Guidelines for
Qualification of Brand Extension Product or Service.
These guidelines lay down objective criteria to determine
whether a brand extension is genuine.

Brand Extension with
Govt.authority

In-store
Availability

Sales
Turnover

ASCIE

Certificate

The ads...

THE FUTURE OF
HONEST ADVERTISING
LOOKS VIBRANT.

Just like our new Logo!
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New ASCI rules direct influencers
to tell consumers that you are
watching an ad and not an
organic content.
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Education F&B

ASCI's Consumer Complaints Council looked at
287 ads in June & July. Complaints against
257 ads were upheld.
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~ QUTDOOR: L ONLINE: We screened
PHOTOGRAPH SCREENSHOTS & URL more than 500 ads to
ASCIE= safeguard consumers ASCIE=
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150 40 20 12 31 The Ad Report

March 2021

ASCI passed verdicts on
300+ objectionable ads

WHICH OF THESE
ARE AGAINST
ASCI GUIDELINES

SELLING HARMFUL ENCOURAGING
PROMOTING FEATURING CHILD
#ChupNaBaitho

We screen 3,000 digital
platforms, 32 national
newspapers, 50 magazines
and 425 TV channels

Monitoring

across the

country in /
\ 14 languages /4
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Standards
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Tel: 24955077, 24955076, Fax: 24955071
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