Resolution for ACR AGM 2022
Title of Resolution 
Advertising for modern, responsible consumption

Name of individual submitting the Resolution 
Grace Attard- ACR General Secretary
Justifications, reasons and current situations to be addressed
The European Economic and Social Committee (EESC) stresses the need for the European Union (EU) to support its advertising industry, which has been hit hard by the COVID-19 crisis. In the face of the digital transition and competition from the Big Four tech companies, advertising is a driver for economic activities and jobs and is more important now than ever before.

The need for greater respect for consumers and the challenges of the green transition and the fight

against climate change call for a broad debate with a view to the advertising industry accommodating

in particular the Paris Agreement objectives.

Advertising has direct consequences for GHG emissions. It has an impact on the use of paper, as well as 

on the consumption of various resources (in particular by the new LCD screens) and of energy by the
 internet or audiovisual media. The impact in terms of GHG emissions or wider environmental impact 
(e.g. recyclability of the medium) is never in practice used as one of the main criteria when determining
 the form of an advertising campaign.
Outdoor advertising also has a specific environmental impact. This can be observed in particular when it comes to illuminated and digital display boards, whose energy consumption and impact in terms of light pollution are not insignificant
Recommendations
The advertising industry must commit to reducing its carbon footprint in order, in line with the EU's

objectives, to achieve carbon neutrality in its activities by 2050, and to reduce greenhouse gas (GHG) 

emissions by 55% by 2030 with a view to contributing to the collective achievement of carbon neutrality 

by 2050.

Each operator in the advertising industry needs to commit to reducing their environmental impact in 

their own business sector. This can be achieved by; 
· reducing the energy consumption of digital advertising screens and 
· making them more recyclable, 
· by opting to use paper from sustainably managed forests and 
· inks complying with REACH and GreenGuard standards for paper displays and advertising leaflets, and 

· by reducing the technical, energy and logistical impact of 
audiovisual productions.
More recently, the new Circular Economy Action Plan published by the Commission on 11 March 2020 

includes for the first time a focus on responsible advertising. Section 2.2 states the Commission's desire to 
increase consumer protection against greenwashing. Companies will have to substantiate their 
environmental claims using Product and Organisation Environmental Footprint methods. 
Section 3.2 conveys the desire to develop incentives to increase vehicle occupancy rates. (This could be 
done through advertisements showing fewer drivers alone in their cars.)
Operators in the advertising industry must undertake to assess the carbon impact of advertising products 
in order to develop practices, propose greener production alternatives, and examine the options for 
reshoring to Europe.

Operators must increase their pro bono contribution to support the organisations most active in the field 

be developed in a way that involves civil society more widely, potentially by reinventing forms of 

governance.

Operators must organise systematic training on green transition challenges and more responsible 

advertising practices, with internal courses for their staff while helping to train students in marketing and 

communication.

The advertising industry must undertake to continue to strengthen the mechanisms for professional 

regulation of advertising by extending the supervisory powers of the regulatory bodies in Europe and by 

involving civil society (environmental NGOs, consumer associations, trade unions, etc.) more effectively 

in its governance.

