
 

    

Advertising and your Online Choices 

Self-regulation in action 

Or Contact: 
Angela Mills Wade 
EPC Executive Director 
 
Tel: +44 1865 310 732; 
angela.mills@wade.uk.net  
 
or Heidi Lambert  
 
Tel: +44 1245 476 265;  
heidilambert@hlcltd.demon.co.uk  
 
Alternatively visit 
www.epceurope.org 

Best Practice Recommendation on Online Behavioural 
Advertising 

Industry: Standards and Obligations
Based on five core principles

Principle I : NOTICE

Principle II : USER CHOICE

Principle III : SENSITIVE SEGMENTATION

Principle IV : COMPLIANCE AND ENFORCEMENT

Principle V : REVIEW

 

Notice

Visibility – One single icon to be shown across Europe, attached (or in 
close proximity) to the ad

Link – Icon will link to consumer information page and opt-out control 
mechanism

Responsibility – Third Party must be responsible for icon placement and 
oversight

Following an opt-out, users will still receive randomised display ads and 
content-based ads, but NO interest-targeted ads based on previous 
browsing behaviour

 

 

 

 

 Further independent redress to the public is provided 
through EASA’s system for advertising self-regulation, 
involving national Self-Regulatory Organisations (SROs) 

 SROs bind all players, including third-parties who have 
not signed up to the Framework, website operators, 
advertisers, agencies, etc. 

 SROs operate tried and tested complaint-handling 
processes, including via easy-to-use Online Complaint 
Forms 

 SROs publish the outcomes of their formal 
investigations, ensuring transparency and ‘naming and 
shaming’ those found to have broken the rules  

 For further information, please go to:  
 www.youronlinechoices.com  
  http://www.easa-alliance.org/page.aspx/386  
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