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The CAP Code: The UK Code of Non-broadcast Advertising and Direct & Promotional 

Marketing 

 

1. Compliance 

Principle 

The central principle for all marketing communications is that they should be legal, 

decent, honest and truthful. All marketing communications should be prepared with 

a sense of responsibility to consumers and society and should reflect the spirit, not 

merely the letter, of the Code. 

 

2. Recognition of marketing communications 

Rules 

1.1 Marketing communications must be obviously identifiable as such.  

1.2 Unsolicited e-mail marketing communications must be obviously identifiable as 

marketing communications without the need to open them.  

1.3 Marketing communications must not falsely claim or imply that the marketer is 

acting as a consumer or for purposes outside its trade, business, craft or 

profession; marketing communications must make clear their commercial 

intent, if that is not obvious from the context.  

1.4 Marketers and publishers must make clear that advertorials are marketing 

communications; for example, by heading them “advertisement feature.”  

 

5. Children 

Principle 

Care should be taken when featuring or addressing children in marketing 

communications. 

The way in which children perceive and react to marketing communications is 

influenced by their age, experience and the context in which the message is 

delivered. Marketing communications that are acceptable for young teenagers will 

not necessarily be acceptable for younger children. The ASA will take those factors 

into account when assessing whether a marketing communication complies with the 

Code.  
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15. Food, Food Supplements and Associated Health or Nutrition Claims 

Principle 

Public health policy increasingly emphasises good dietary behaviour and an active 

lifestyle as a means of promoting health. Commercial product advertising cannot 

reasonably be expected to perform the same role as education and public 

information in promoting a varied and balanced diet but should not undermine 

progress towards national dietary improvement by misleading or confusing 

consumers.  

 

Rules 

15.1 Marketing communications that contain nutrition or health claims must be 

supported by documentary evidence to show they meet the conditions of use 

associated with the relevant claim, as specific in the EU Register. Claims must be 

presented clearly and without exaggeration.  

15.2 References to general benefits of a nutrient or food for overall good health or 

health-related well-being are acceptable only if accompanied by a specific 

authorised health claim.  

15.3 Comparative nutrition claims must compare the difference in the claimed 

nutrient to a range of foods of the same category which do not have a composition 

which allows them to bear a nutrition claim.  

15.4 Marketing communications must not condone or encourage excessive 

consumption of a food.  

15.5 Marketing communications must not condone or encourage damaging oral 

health care practices, especially in children 

 

Food and soft drink product marketing communications and children 

15.11 Marketing communications must not condone or encourage poor nutritional 

habits or an unhealthy lifestyle in children.  

15.12 Marketing communications must not disparage good dietary practice or the 

selection of options, such as fresh fruit and fresh vegetables, that accepted dietary 

opinion recommends should form part of the average diet.  

15.13 Marketing communications featuring a promotional offer must be prepared with 

a due sense of responsibility.  

15.14 HFSS product advertisements that are targeted through their content directly at 

pre-school or primary school children must not include a promotional offer.  

15.15 Licensed characters and celebrities popular with children must be used with a 

due sense of responsibility. HFSS product advertisements that are targeted directly at 

pre-school or primary school children through their content must not include licensed 

characters or celebrities popular with children. For the avoidance of doubt, that 



prohibition applies to food or drink advertisements only. The prohibition does not apply 

to advertisers-created equity brand characters (puppets, persons or characters), 

which may be used by advertisers to sell the products they were designed to sell. 

Licensed characters and celebrities popular with children may present factual and 

relevant generic statements about nutrition, safety, education or similar.  

15.16 Although children might be expected to exercise some preference over the 

food they eat or drink, marketing communications must be prepared with a due sense 

of responsibility and must not directly advise or ask children to buy or to ask their 

parents or other adults to make enquiries or purchases for them.  

15.17 Claims referring to children’s development and health are acceptable if 

authorised by the European Commission.  

15.18 HFSS product advertisements must not be directed at people under 16 through 

the selection of media or the context in which they appear. No medium should be 

used to adverse HFSS products, if more than 25% of its audience is under 16 year of 

age. 


