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All-Party Group on Climate Action
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The ASA

THE ADVERTISING
STANDARDS
AUTHORITY (ASA)
IS THE UK'S
INDEPENDENT
REGULATOR OF
ADVERTISING
ACROSS ALL
MEDIA.

il

THE ASA IS A SELF-
REGULATORY/CO-
REGULATORY
BODY, SET UP BY
THE AD INDUSTRY.
INDEPENDENT OF
GOVERNMENT AND
THE INDUSTRY,
PAID FOR BY AN
ARM’S LENGTH
LEVY ON AD
SPEND.

Legal, decent, honest and truthful
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THE RULES WORK
WITHIN, REFLECT
AND SUPPLEMENT
THE LAW. WE
PROVIDE AN
ALTERNATIVE
DISPUTE
RESOLUTION
OPTION FOR SOME
ISSUES AND THE
ONLY RESOLUTION
OPTION FOR
OTHERS.
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IN 2023, WE
RECEIVED 732
COMPLAINTS FROM
NORTHERN IRISH
CITIZENS, WHICH
LED TO 551 CASES
BEING RESOLVED.
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COMPLIANCE
ACTION — ADVERSE
PUBLICITY;
REMOVAL OF PAID
SEARCH; DENIAL
OF MEDIA SPACE;
AD ALERTS;
REMOVAL OF
TRADING
PRIVILEGES.
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Climate Change and Environment Project: Context

« The Climate Change Committee made a AShwill shineaspotlighton sco

series of recommendations for achieving claims to expose greenwashing
net Zero targets. O Jenemineon = Sepomier 21,2090 ®70 w0
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‘Behavioural change is essential, and advertising &
regulation must contribute’
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It's time to fight fake net-zero

« The ASA will ‘'shine a g reater carbon claims W Bmwm—
regulatory spotlight’ on areas of e —
concern. g
The UK Advertising Standards Authority (ASA) will step up
¢ N O new ru IeS n GEd ed y b ut its investigations into brands’ eco claims - including
COﬂSOl |dated and more detal Ied g:rtg):)er;::::;:z:;d net zero statements - in a crackdown
guidance
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Current project progress:

« Research

* Proactive investigations —
Active Ad Monitoring System

* Reactive investigations
« Partnership working including
with the CMA, FCA and other

government agencies

e Guidance and advice to the
industry
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People’s understanding ASAJ
of environmental

claims in food ads

Our latest research

Anti-greenwashing rule to tackle
misleading investment claims
comes into effect

The Financial Conduct Authority said claims on the green goals of investme
products and services should be ‘fair, clean and not misleading”.

Advice and resources on
environmental issues

See the advice and resources available to advertisers who are making environmental
claims in their ads.




Key rulings

Sponsored

etihad.com
www.etihad.com/

Etihad Airways - Book Your Flight
Today

= we miss “SHI
our environmental. -
imits; our expansion,

. . . will be'stopped
Enjoy Great Discounts, Offers and Deals On Your Flight inits fracks.
Bookings. Explore the World With Confidence and Total -
Peace Of Mind With Etihad Airways. Environmental

Advocacy. Award-Winning Service.

Evening'-Standard
Air France, Lufthansa and Etihad ads BUSINESS  EVENTS  CULTURE  INSIDER  THEESCAMST  THEREVELLER  THEOPTIMIST  COMMENT
banned for misleading claims _ Luton airport advertising
Ad watchdog cracks down on oil giants Shell 'misleading' - watchdog
UK advertising watchdog says firms could not corroborate and Petronas’ ‘greenwashing’ campaigns
claims on environmental impact of air travel The ASA said Shell and Petronas should have revealed the “overall environmental impact of
their business” in the ads
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Brian Farmer
BBC News, Bedfordshire
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How can you engage with us?

« Become a member of our Parliamentary Network
« We're visiting Belfast on the 4 and 5 September

« Get in contact if you have any concerns
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| PROMOTING THE RIGHTS OF
CHILDREN & YOUNG PEOPLE

NICCY Youth
Panel

GENERAL COMMENT 26




Agenda

01. What is GC 26 02. Why it’s
important
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1.GC 26

General Comment 26 is the United
Nations Committee on the Rights of
the Child's authoritative guidance on
how children's rights are impacted by
the environmental crisis and what
governments must do to uphold these
rights to ensure that children live in a
clean, healthy and sustainable world.

2 August, 2024




2. Why it’s important
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Looking after the place that looks after us
The Outer Circle - Ecological Ceiling

« Living within our means

¢« Minimizing the harm we do to
the natural environment

< Maximizing the amount of
ecological benefit we give
back

The Inner Circle - Social Foundations

< Addressing shortfalls and
meeting needs

« Creating opportunity for all

The Centre - Our Aim

« The “sweet spot” where we are
meeting the needs of all, while
respecting the limits of our

o Jl::.‘th environment

« Where we will thrive



What NICCY are
doing...

Raising Awareness Political Engagement Data
=  Communications Campaign = Motion in the Assembly = Measuring impact of climate
and environmental breakdown
= General Comment 26 on CYP Rights
Workshop & Resources &
wp?.
&
GC 26 Gathering g p
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OUR ASKS

1. Supporting a motion ‘being drafted’ by
us on General Comment 26 by signing
up to lead on it.

2. Write to departments and local councils
asking how they are involving children
and young people in climate mitigation
and adaptation plans.

3. Be part of designing the Big GC26
Event in April '25.




THANK YOU

ANY QUESTIONS?
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