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MEELH , ST BER—HEREEE , BEXHIFREBFE
HESEMREARNH SRS  FEESNHEEIEE.

In essence, the advertising industry self-regulatory is a kind of self
management activities, obvious difference in the mandatory
management from the government and from the public and social
supervision, has its own unique characteristics.
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Comparison of characteristics between advertising
industry self-regulatory and

the supervision and management of advertising
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I. The origin and development of the advertising
industry self-regulation in China

REMA SR BERFE LT 20tHE205E,

China modern advertising industry self-regulation, first appeared in the
twentieth Century 20's.

192045850 , 2EIRRMKAS (1919F4B15HMUT LIS ) 7 ME
AE_XESS. BXSWELT (NEFHAERRTFHSZI 5R) |
XERERENT SAEXHE.

In May 5, 1920, the National Newspaper Association (founded in April 15, 1919
in Shanghai) held the second session of the Standing Committee in Guangzhou.
The meeting adopted the "persuasion with prohibiting to publish bad influence
advertisement to the society”, which is China's earliest advertising self-
regulation file.




BIbLARS . EE20tHE7051 , FE S —ESBRARINERE. LH
REE20tHE50FE70FEN , PEMFIEREZH 7T — M HifRRIIE.
H70FEAXK , [MHETWUEHELT , TSI BEEERENRGE. BFI19794F
REN SUARAES | EME.

Since then, until twentieth Century, 70's, Chinese advertising industry has not
been fully developed. Especially in twentieth Century 50's to 70's, China
advertising industry also experienced a tortuous development process. By the
end of the 70's, the advertising industry almost die, advertising industry self-
regulation is impossible. Until 1979, China’'s advertising industry again, back to
life.

1979 Z% , REIEZH T E#MIRERIEFS. HHEEEFORERR . I
SR TIKEMHS.
Since 1979, China experienced remarkable reform and opening up. With the rapid

development of economy, the advertising industry has also been considerable
progress.

2013FRY HEETMB—IXRHE5000{ZTT AR , i5%)5019.75(Z7T , 2
1979£F0.15{Z7TAY334651F.

In 2013 the advertising business sales first exceeded 500000000000 Yuan,
reaching 501975000000 Yuan, 33465 times more than 15000000 Yuan in 1979.

M19795 5120135 , £EHI SEEMFINLRKERBI30%, PERHHEHR
SBKI &g,

From 1979 to 2013, the national advertising turnover average annual growth
rate of more than 30%. China became the world's second-largest advertising
market.
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ma. FREDLEAR. MIEERFTILRAEREE SHERK.

Vigorous development in advertising industry and advertising market, A large
number of various advertising problems also appear constantly, The focus of a
host of the emergence of false illegal advertisement. And the industries of
medicine, medical equipment, food, cosmetics, the press and publishing, the
internet marketing and so on become a major disaster area of false illegal
advertisement.




MWk, SERSPBFEENI—ERIHITHERSR/SHEXE
MERFHELRTBERE. PESR. B53F  MENEREE SHTE

REE , BilAR,

In this respect, the departments of the government in charge of advertising-- the
State Administration for Industry and Commerce and the relevant departments over
the years, such as The State Administration of Press, Publication, Radio, Film and
Television , Ministry of health, Ministry of Commerce, joint supervision of false and
illegal advertisements, often catch indefatigable.

SE3A15HEEENGEFRIF SR 2ERRENEREE SHTER
QFFIRFLIERIBF.

Each year in March 15t in China, World Consumer Rights Day, it is the
day that centralized public exposure and processing times for the most
prominent false illegal advertisement.

HREENERL , PFEN SERBENSHEIRSE , FLHeh.

With the reform and opening up, China's advertising management is also from scattered
to system, gradually standardized.

Date Subject | Name of laws and regulations Effect
E55he (rrEEEHTEL) e o R N
1982  The State The Interim Regulations on %ﬁiﬁ%aﬁ$§§%%%%éﬁ'im
Council Advertising Management v BB S TR
E55h (rrHEEEME) N ST e s
1987 The State The Regulations o;_Advertising Z%@%{é;%%}éﬁgﬁg’imgbr
Council Management = > IEIS T AR
XIFSERE ShipfEstiiE L&
EEE HT—2 , RAKE SREIN—NHE
e |l (r55) Bi2f, Bi, SREE SHEEEE
Coundil Advertisement Law ERGEETEEME UM, IXEE

Bl5e (&%) T —BERGRTE
R SEEEEE.
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fEE SiaRELZRE  RES ST EEZFSERNRL. 201HiE80
FRzE  £ERMGEHSMARHEEY , AVBEXITIMARNrT S
28, ARMERR SR FERHIEL BRI SEHIEEN.

With the rapid development of the advertising industry, China's contemporary
advertising industry self-discipline to longitudinal deepening step by step. After
the 1980's, the national and local advertising association at all levels have
established, a lot of relevant industries and organizations such as advertising
company, the mass media, and advertisers have to develop the self-discipline
rules of the AD campaign.

SfTkinahErBERN

Self-discipline rules formulated by the advertising industry association

-z =k BEHE
Date Name of self-regulation system

(rrETRAERSHEE) (134T )

1991 The Advertising Industry Post Job Specifications
( Trial implementation )

1994 (SPE SR EAEH)

The China Advertising Association Self-discipline Rules

(PERMIMNRZ SihaxRITHA STFRIBESTU)
1994 The Member of China Advertising Association of Foreign Trade on Export

Advertisements Self-discipline Rules

1998 (TR )

Advertising Self-discipline Rules of Spiritual Civilization
1999 (ST AT ESEET)

The Fair Competition in the Advertising Industry Self-Discipline Rules
— (A AHERE SR AHTE ()

The City Public Transport Advertising Specification (Try Out)
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&7k HRENBERN (£2)

Self-discipline rules formulated by the advertising industry association ( continue )

Z = BEHE
Date Name of self-regulation system

B HE SMEEMERRS  FHET (EaiMeE STl EEST)

2007 China advertising association interactive network commission was established and
introduced interactive online advertising industry self-discipline rules
2008 (P 547 AL ESAERAY)
The Chinese Advertising Industry Self-discipline Rules
5008 (S EEHIE)
Advertising self-discipline exhortation method
2008 (TSR
The Milk Powder Advertising Self-discipline Rules
5008 (BeEM-ESEE)

The Sanitary Napkin Advertising Self-discipline Rules
KHEHRNT ShipkREIBES R SEENETER

2010 About strengthening agricultural advertising to promote the advertising market development several
opinions of self-discipline

—. HRES1TBEIIR
II. China ad industry self-regulatory status

hE/r-S1TBEIKH
ENEEEB1ERK :

China ad industry self-discipline
status is composed of three main
parts:

BEEM
Self-regulatory
subject

BHEFE

self-regulatory
methods

BE&IE

Self-regulatory
basis




(— ) B@E=E{#Self-regulatory body

basis

B BHEFER

Self-regulatory self-regulatory

methods

ST BEER
Advertising industry
self-regulatory body

1. [ Sigah £

Advertising campaign body

2. [ StRAR

Advertising Community
organizations

/ AN
/ EEEEﬂi’.ﬁ:IkEg\
—E/ENE
Some from other |
industry Self- /

\regulatory power /
~ /
~o _ 7

—_—
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1. [TSiGElER
Advertising campaign body

fEERE STIVRAETAZRE , ZHl SHEEX , REBRFIRIIMNTE
HHEATEESIIFERIN S.
With the continuous development of China's advertising industry, advertising a

huge number, from the administrative review is impossible to cover all
advertising.

B , WFEXSH Ems KRB SEEFZANEE5HERER
BHEEFE.

therefore, for the vast majority of ads, self-discipline and review from the
advertising subjects is the most effective means of management.

I'&%

Advertisers

| 5=
I H=L=
advertising agencies

SiaslER

Advertising campaign body

r&&%hsE

Advertising and media agencies

BthS5r SiEmaABRMmMA
Other organizations and individuals
involved in advertising activities
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SiasEMHEETATERIEINTRANSGME

?elllf-regulation of the advertising campaign body mainly includes two aspects as
ollows:

— . UATHERARES:  INEBTSREITRIN SSR , ALARLE
YL
First, to compete in a fair way, fulfill the sign advertisin% contract carefully, not

on cgmrgerlclal bribery, defamation of reputation and other improper means to
reach a deal;

= 8 (- 55) RiEEEE. HRBenD, FuapsEme
BE RN SHE HABE S, ALl SEEE S . RiE
ShrE B e - -

Second, examine advertising content basis "advertisement law" and relevant
laws and regulations, social ethics, industry standards, and so on, completely

eradicate illegal advertising, such as false advertising, misleading advertising,
offensive advertising and other advertising in question.

Heip , BIMMEA SRHTESHRUENREEXE  ABRAEENBESEIE.

Among them, the media as an advertising platform providers and final gatekeeper,
bear the most important responsibility of self-discipline.

9/8/2014
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2. TEHBEHR

Advertising community organizations

o (1) Ir&EFEAR
Advertising industry organizations
[ SHEER (2) FEFREW
Adverﬂsmg Community Advertisement academic group
organizations

(3) EfsrSEE

International Advertising Association

HFERE SFABRNENF SEAFSEST SITIHARET 7 ZNSIE.
B TIARRARLIE  EmPE ST BEEZMH STIARARHER.

Due to the Chinese advertisement academic organizations and international
advertising group establish close cooperation with advertising industry organizations,
and carry out the work through advertising industry organizations, so Chinese
advertising industry self-regulatory is mainly composed of the advertising industry

organization to promote.

9/8/2014
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(1) I&5i7dk4aR

Advertising industry organizations

TAA (ER/ETIE. BE ) SZEAARRFERR. HRENE
Eﬂ*.u?égﬁgeﬂgﬁﬁl&‘ﬁﬁﬁ‘ YRR S iZN TR s oAz RS E

Industry organizations (including industry associations, chambers of Commerce)
is the organization members In line with the principle of voluntary and
spontaneous, for common development goals, the industry to maintain the
legitimate rights and interests of the common, form non-profit social
organizations.

BRI SWSHE. StSrKEaiELG
Build effective communication mechanism of the
advertising industry and the government, and
society

BERAHRSTS , PTIRRES

= Public service platform, for the development of
I~ %ﬁ)IkZHQQHSIIEHRﬁE the advertising industry
The main function of
advertising industry
organization

XI5HE1SI SRV FHRERIMG | IR
EfF=FKESEED
Support and guide the advertising companies
develop domestic and foreign markets, improve

the international competitive ability

9/8/2014
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FEREARENSE ST STIHERIER

Chinese most representative national advertising industry organizations
RREH e RS Gl
Member Authorities Function point date 9

PERST She
China SEBES S A DGR eI AV ATRRSS |

Advertising = iy BEE  (BEREmEER 1981
Association of IEmRhEANEIR= Lk NGNS %Eﬁfﬁﬂgﬂﬁ%e
Commerce
T E&AT. TEEK,
HESSihE  IB=EN =GR BBAFE XS0 IR AT ENAEN ;
Chinese ERFEMHENTE ERIHTH FEXR. ZHRAE. TUHELRGSE 1983
Advertising 231U a1 I 3= VS R e A (i
Association  E=FsERREE-—F et i BRI ERE , FFETIHENTE,
hESEhe THSRTA
===V F = P € .
Chine SEEE LS iy
Assr\ticiationI Oof m=E= F%ﬁ%ﬂ% ﬁﬁfi{g%:ﬁiﬁﬁ%*ﬂ_gﬂ: i’ﬂéﬁﬂﬁ 2005
ationa RE = St v TR
Advertisers = BRESENHTRSE.
sHE4A . o [AETElEEg
Chinese 4A I ERENT [EEaY E;;%ﬁfﬂ&aaﬁﬂ% ; 2006

(2) TEFAAR

Advertisement academic organization

B SiEER. I SIECHREHT ST SR IS HMINFEARTE
A, URigER STWHHEHHARIE , BTHHZE, fR. TRER
SUiEED , AAEHRE S1TIVRIVSSKESIBICKE , Al SFRIEESIH
RMEESIR, BEIEHREKEHAZTEFEN , AitAERE 51718
a7 —EBRHE.

A coalition of advertising subject, advertising theory research and advertising
administration and academic research organizations, and provided with
advertising professional education and research institutions, through its
teaching, research, exchange and other series of activities, can improve the
service level and the theoretical level of the advertising industry, advertising
industry has to provide corresponding self-discipline consciousness, ethics
specifications and operating level of talent, etc, thus it contributes a part of
power for the self-discipline of China’s advertising industry.

13
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PEIRBRARMEN SFARER

China advertising representative academic organization

EEP BREEUE R

Authorities Function point

Ir&HeEIlERRE
Advertising BHT S AR | BT SFRIIEAE™ ;
Education 3 7S IBETSEHENEMCSTRALEE ;
Professional SERRT SR HERXHEACIERR.
Committee

I &iE9E

Advertising RiEspgm TR, SRS, IR ;

ImERIRCRIRR SHERE.

Museum
BRI SH7RER EESERBERARE S HARE. BEEERIEBERTIA
National EPIEH?&%*M Eﬁ%’ﬂgﬁﬁ% 7
Advertising T EOERETSSIENEARSIY ;
Research Institute HNEBEE ZSWRAREFRSRAT.

(3) EfFrSEE

International Advertising Association

EfF SRS ESERERY SN STIARRITSESFA | (RiEhE
ST SHFSERIE | EERAPE STLAESEREIENER |
REHER T RE ST BEEE.

International advertising group in China by means of establishing branch or
cooperating with industry organization, promote China advertising industry
exchanges with countries in the world, indirectly enhance China advertising
operation level and the degree of standardization, ultimately promote the process
Chinese advertising industry self-discipline.
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SHEBAZZENHEENARIENERRSEIF

Close contact with Chinese representative international advertising group

FEIZRSTEI B2
LS BRSSXISR =e

Founding time Service object Purpose

And place
Bl . RFFIEHREISICE HNEEE 5 hEE

International iy TEE rEa s 2 R o

Advertising New York ~ MUSEHRERER HALARMBEIRI, 3L
EHENN IS EERREIIEE ;
HR-EEHES 19534 e BYRHER SEhatiEcEREENE
World Federation of HEER = HEBITHEREN ;
Advertisers Brussels L ECTENNGN S TEEEE ;
BUEEERNAIRE,

M-S thaix
= 20074
Asian Association of FOmE
Advertising Agencies JERILTeE ool
Association

B2 oNTE S
T AT, e BRI SLMRSICE

3. HithiTIEXAER

Other industry related organizations

¥ SiafeitREIEREFESTIL , REEMITILN—LEE
TAEHENPREES TSI RIBERZ RN,
The advertising campaign involves many sectors of the national economy,

some self-discipline behavior from other industries will impact on the
advertising industry self-regulatory.

5N : BEAMTIEIREEEANINS., PEBRZLITIHRINS. PELER
IErSaEatuniEs | F5F.

For example: China Internet association, China Film Association, The Cosmetics
industry chamber of Commerce of the National Association of business, etc..

15



( =) B1#{«kiESelf-regulatory basis

BEER
Self-regulatory
subject

Self-regulatory

i

BHEFER

self-regulatory
methods

9/8/2014

1. iZEENR

Laws and regulations

B{kiE

Self-regulatory basis

2. ik EERu

The self-regulatory rules of the industry

3. GiatEHHESE

Advertising campaign body examination rules

16



1. Z@Z#Laws and regulations

ZEEMESTI BEEEHIEBEMN TS IRFERTRETEL,

Laws and regulations is the basis for the self-regulatory subject to develop self-
regulatory rules when the reference and support.

IkE: | RES R SEENEEZEMELL (TEE) Al L (TSE
A1) AiezE , LEMTEHE. SetEE@Esudie)iimahseirzE
KIBZ RIXEEIE AR,

At present, China's laws and regulations relating to the advertising management
is the "advertisement law" as the core, with "advertising management
regulations” as a supplement, in other administrative regulations, laws and
judicial interpretation for the multi-level legal system based on the actual
operation.

. (1) %@

Law

(2) {FBGER

Administrative regulations

ERE

Laws and regulations

( 3) {TEREFRE B EESUT
Administrative rules and other normative legal
documents

_— (4) BiLmEE

The judicial interpretation

9/8/2014
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(1) ix##ELaw

FA199552 B1HERIERIETRY (IFik) A&

In February 1, 1995 the formal implementation of the "advertisement law" as
the core.

iZinELArk, RS SAHRENSR , BEHMEEEMFIARIELNRD
EMESH , RRERFETEER. WS THEERa%E.
The law on commercial, service advertising as the adjustment object, with other

laws and regulations by the incomparable strength and coverage, as well as the
formulation of administrative regulations, local laws and regulations basis.

Rl , BT SENSREOME, (M) . (EESIESENE)
(RFELESZ) . (ARESE) . (ARESEE) . (FEEtXk)
SSAEETHE SR SEEONE | XELES (&%) MaEsh
Ba5H7 , RELENA.

At the same time, because the advertising campaign involved a number of areas,
"criminal law", "consumer protection law,” "Anti Unfair Competition Law",
"food safety law", "Drug Administration Law", "tobacco monopoly law" and
other laws are involved in advertising management content, is matched with the
beneficial supplement these laws and "advertising law", to play the effect.

9/8/2014
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( 2) FEZE#MAdministrative regulations

XELA1987 MR (I SEER) AERE , B (M5iE) ETE .
HitfEA (IEiE) B FKIBEITEGERRIRH ERIFER.

This is in 1987 promulgated the "Regulations on the administration of
advertising” as the main body, even in the "advertisement law" after the
implementation of the ", also as supplement advertising law" still play a role in
the administrative regulations of the position.

(3) TBHENHtH e EaEXE
Administrative rules and other normative
legal documents

HESSHRA X HRIEE SR
FRifB RIS SEXAITEIME

By the relevant departments of the

| State Council issued according to the

practical management and
advertising related administrative
regulations

MERFHELRRER (FER
[TERZHRIERE ) F20095F98
8R%&MmAY (I BRI SHELE
BiyE) . BERTHBITHERS
Ry (BT SEEDNE) .
(imrSEEN%) F

i -

Include

A BTSRRI R TEIE
The local government to formulate
administrative regulations

HI¥EH— e SERmtsT S
EERYSERRERETEIT

HERILE{THERSREHRY
Hithilie ik eEseit

~ | Issued by the State Administration

for Industry and Commerce and
other normative legal documents

XRERIHTHEECDSIRGE
I STEIERRISCRE T FARY
X, GEAS. BHHMGHS
IHRNESSSHXG

9/8/2014
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( 4) B)hizfF#Judicial interpretation

BiEREARER. EEAREERERIE P IES L Z (I P L AR
B, ERICEAE, 85, RHEFHENGS  XRFEEE SiENERd
138, EBRENSEFHEHEZIFRIER.

The judicial interpretation of the Supreme People's court, refers to the Supreme
People’s Procuratorate made in the trial or for some cases of interpretation,
involve the advertising content, management, release and other parts, which
alslo regulate advertising activities subject behavior, clear the responsibilities of
role.

2. ["EiT\EEN

Self-regulatory rules of the advertising industry

[‘_‘ %ﬁ;ll_ﬁﬁ?iiﬁ!ﬂﬂ%?ﬁmﬁ (I-Sik) BABXEEZEM , [FSTERFERT
TIRYTTIL. 22 , NUAHLAZRRIE BB EohiRE&E.
Advertising industry self-regulation rules which is based on the "advertisement
law" and relevant laws and regulations, the advertising industry organizations

to develop regulations, the convention industry, so as to provide the basis for
the member organization to regulate their own activities.

9/8/2014
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SiTikEEREN

| Advertising industry

self-regulatory rules

ErSaERN

Special advertising self-

relevant measures to
self-regulatory rules

XRE ST eRE STl
HERSEERR , MM SR8
B. [[STAFHERITH—RME
R,

XERIEL S RRFIHIZNAZESE | &
HARBRMRSH S  HERRAE

VR A=FEll regulatory rules RO STEET | o (R SaE
SZ4I6E E— M) . (BEM-SEE) .

The self-regulatory | | %ﬁﬁﬁéiﬂﬂ“ﬂg*ﬁ SNBSS R IRIES B Mg
rules of the SEIpE BREIR | SITHRRIA S BN FISCHE
industry system | The implementation of Tk , FHETU ARSI, il ,

PESHeEMRMEEREAH T (R
EEmMEr STk aET) .

SR RLFAREES | Hes= ZERR
s M-S aEan | ELh'TJ- &7 E BRI SEFERIRE) | ik
mERARTEF20006 || EEARNY SRS E RN SR Lo,
HEHAY TR STk Local advertising
BERL) industry self-regulation 1 Hin (EE@mmE) = |

rules

3. G EMHESIE

Advertising campaign body censor statutes

RIEEEERRITILAY , T SiENEFESFITHENN SHEEE , & &
ZHExr SiH{TEEENEEEX.
According to the laws and regulations and industry convention, Advertising

campaign body will formulate the corresponding advertising censor statutes, then
self-discipline screening the advertising before the advertisement is published.

fflan , PREWETE2011FLH T (PREBIUST SHE (HT) o) , WH
Fr&®RIr SRBURI SEEERRFHEME TSz,

For example, CCTV released the "review of the CCTV advertisement in 2011
(Provisional) standard”, for the content of advertisements issued and the
advertising business qualification etc made strict provisions.

9/8/2014
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( =) B#EFEsself-regulatory methods

BEER
Self-regulatory
subject

B

Self-regulatory
basis

1. Bi&FER

Direct method

BEFREEEERINER

self-regulatory methods
mainly include two aspects

2. TEN ST BERRIIRS S
The fundamental measure to improve
the advertising industry self-regulation
environment

9/8/2014
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1. B3EFESDirect method

| (1) BEWi

self-regulatory exhortations

| (2) SR

Circulate a notice of criticism

1. BEEFER

Direct method

( 3) EEISMARIRETR
SHEREF

Cancel the Association
awarded the honorary title or
membership

BPREN R AR LB S

WREr-StheER (rEaEmiR
X)) PHE  WFEMNARS5E
&, ZheER "S—RXWiR—=
ZIXW——SB=IRiEiRitE , Hep
PEEE SREERTHTHEERD
REA" RER . SCHEBEWE.
BEMRE STLnSRMNERE
BEFR

MEEARLE , BniRefES L
:“Eﬁgg‘gziﬁﬁﬁﬁﬂﬁﬂg%‘mﬂ@iﬁ%ﬁ

(4) IREBRFEXRERILE
Submitted to the relevant
government departments

BELH SEERHITATFSIT , X
iﬁﬁ%ﬁﬁiﬁﬁ*ﬁ!f" =R St at;
THET

XEBRHMSHEL S

2. EH

ST BERISRIREAF S

The fundamental measure to improve the advertising industry self-
regulation environment

EELEMTAZI I SITWARLEREEY BRG] , PARM
B LIRARE STMBEKE, TEBERR | NTuRSER S/

HI,

In addition to punish illegal behavior, the advertising industry organizations
have been exploring to establish a long-term mechanism of self-discipline, in
order to fundamentally improve the level of China's advertising industry self-
regulation, and reduce or avoid the occurrence of illegal advertisement .

9/8/2014
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(1) AT SENEFBEED

1 Promotion advertising self-

discipline ability

B{F5ht

Specific measures

(2) By ST RIFEEHR
Establishment of advertising
industry good operating order

B— , A SR EBRET S RHRIR
EiRRES.

5=, BRSTHETHEERNX , ¥ &
ENEBHT SHERBTAEE , Mifo
RAENRE SRR R e
EET EROISAM , IR SR

B8EA.

B, ST ERAERD )
SR | DT RS
1R, e IMEAR.

B= , AREEED , MiTILRIFR
=. D

(3) BTk, BitRK&E
Cross industry, cross regional
cooperation

ey

-z, Tl E#thEdREHRS ML
SN MRREX D ERF ISR S

et , RETERERIFRIBENER. )

=, I'&57iaEniFE=E

IV. Advertising industry self-discipline of the existing problems

1. BEEIFAEBH

Self-discipline subject not clear

2. HEHMNARE

Self-discipline rules is not perfect

3.ERINEIARE, BEEMHENESS

Disciplinary mechanism is imperfect, discipline is relatively weak

9/8/2014
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M. IS1TIBEREEEE

The optimum path of advertising industry self-discipline

(—) BCEREFSELE. HESINEEIE

Strengthen the legitimacy of the subject of self-discipline, build professional
self-discipline organization

(Z) r&izhts , BuseEsmunaEnmn
Advertisement law as the criterion, establish and improve effective self-
discipline rules

(=) BuZTOrEM S, S
Advertisement law as the criterion, establish and improve effective
self-discipline rules
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Thank You !
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