
STANDARDS OF ADVERTISING FREE FROM GENDER DISCRIMINATION 
 

The current Marketing System in Ukraine is a complex interacting association of 

advertising agencies, organizations, media, research firms, industrial companies and other 

institutions that promote products, create new brands and effect development of national 

business. 

  Standards of gender non-discriminatory advertising is a mechanism for self-

regulation of the advertising market to promote more effective advertising products and 

formation of democratic marketing relations. 

 Standards of gender non-discriminatory advertising have been developed by 

experts of the Ukrainian civic organization "Ukrainian  Marketing Association”, UMA Legal 

and Gender Education Centre in collaboration with the All-Ukrainian Advertising Coalition, 

the Outdoor Advertising Association, the Ukrainian Association of Direct Marketing, 

International Association of Marketing Initiatives, Union of Advertisers of Ukraine, KCNGO 

Institute of liberal society, CNGO School of Equal Opportunities, CNGO Ukrainian Women's 

Fund, AUNGO Women's Consortium of Ukraine and in partnership with Friedrich Ebert 

Foundation (Germany), EU-UNDP Program of Equal Rights and Opportunities for Women. 

  In the process of  the development  of Ukrainian standards of gender non-

discriminatory advertising, national and international requirements for marketing and 

advertising business activities were taken into account, samples of relevant standards, 

codes, memoranda, etc., as well as regulatory and legal framework and practical 

experience in implementing policy of equal rights and opportunities for women and men in 

Ukraine were used (the list of used materials can be found in references and the appendix). 

  These Standards of gender non-discriminatory advertising apply to all advertising 

media. The Standards do not conflict with existing national legislation1, but they should not 

be considered as comprehensive. 

 

SECTION 1. BASIC PRINCIPLES, THE CONCEPT, GOAL, 

TERMINOLOGY  

1.1. Basic Principles for the Development of Standards of Gender Non-

Discriminatory Advertising  

The following basic principles for the development of Standards of gender non-

discriminatory advertising were defined: 

• Understanding and initiating the need to develop mechanisms for self-regulation in 

advertising market by professional associations working  in the field of advertising and 

marketing, civic human rights and gender organizations in Ukraine, to promote more 

                                                 
1
 Constitution of Ukraine, The Law of Ukraine  «On advertising» (art. 20) , the Law of Ukraine «On Childhood 

protection», the Law of Ukraine  „On ensuring equal rights and opportunities for women and men”, others (for detailed 

information see Appendix  2) 



effective advertising products and a culture of democratic relations, through advertising 

communication means and marketing interactions on the basis of professional ethics, 

mutual respect and dialogue among stakeholders (producers, clients, partners, end users). 

• Integrating social responsibility principles into the advertising business and marketing 

relationships, which, along with responsibility for the impact on the formation and 

development of socio-economic, environmental interests and needs of society, for 

minimizing industrial and social development risks2, provides for the prevention of gender 

discrimination in terms of physical characteristics, disability, social status, employment, 

marital status and family responsibilities, maternity and paternity, nationality, race, political 

interests, religious belief, other types and forms of human socio-economic and personal 

relationship, during and as a result of professional promotional and marketing activities. 

• Political and socio-economic situation in Ukraine, which is defined by national and 

ratified international legal frameworks for ensuring equal rights and opportunities for women 

and men, as well as by the system of measures to tackle gender discrimination in Ukraine. 

1.2. The Concept of Gender Non-Discriminatory Advertising 

The concept of gender non-discriminatory advertising integrates the non-

discrimination principle3, the principle of equal rights and equal opportunities for women 

and men, the principle of social justice4. 

The non-discrimination principle ensures an equal attitude to all people regardless 

of nationality, gender, race or ethnic origin, religion or beliefs, disabilities, age or sexual 

orientation. 

The principles of social justice and equal rights and opportunities for women and 

men (gender equality) provide equal rights and equal opportunities for women and men in 

society, including the right to dignity and social recognition of the results of their activities in 

all spheres of life, the right to equal conditions for exercising their human rights by 

participation in national, political, economic, social and cultural development. Social justice 

involves the formation of intolerance to social and gender discrimination in society. 

  Thus, the Concept of gender non-discriminatory advertising is to ensure equal 

treatment for all people regardless of gender and to prevent gender discrimination in terms 

of physical characteristics, disabilities, social status, employment, marital status and family 

responsibilities, maternity and affiliation, nationality, race, political interests, religious 

believes, other types and forms of human socio-economic and personal relationship, during 

and as a result of professional advertising and marketing activities. 

                                                 
2 KIMO Consulting Company: "The introduction of the principles of social responsibility forms long-term advantages for 

Business", Kyiv, Ukraine. [http://www.kimo-consulting.com] 

3   Vienna Declaration and Action Plan adopted at the Vienna World Conference on Human Rights, Vienna, Austria, 1993, 

P. 15.  [http://www.ozis.kr.ua] 

4   Commission on the Status of Women Canada. Ottawa, Canada, 1995 



1.3. The Goal of the Standards of Gender Non-Discriminatory Advertising 

The Goal of the Standards of Gender Non-Discriminatory Advertising is to create 

mechanisms for self-regulation in an advertising market in order to promote more effective 

advertising of products and a culture of democratic relations through advertising 

communication means and marketing interactions on the basis of professional ethics, 

mutual respect and dialogue among stakeholders (producers, clients, partners, end users), 

to increase confidence in the advertising, introduce civilized norms of information space 

shaping, ensure social responsibility of advertising business and minimize industrial and 

social development risks in accordance with national and ratified international legal 

frameworks in Ukraine. 

1.4. Basic Concepts of the Standards of Gender Non-Discriminatory 

Advertising 

Gender equality is equal legal status of women and men and equal opportunities for its 

implementation, which allows persons of both sexes to equally participate in all spheres of 

life. 

Gender stereotypes mean a fixed idea on races, qualities, capabilities and behavior of 

sexes. Stereotypes are closely related to gender roles embodied through cultural norms, 

functional specialization of a man and a woman in society. 

Gender discrimination is an action or omission that contains any gender-based 

distinction, exclusion or benefits, if they intended to limit or preclude the recognition, 

enjoyment or exercise of equal rights and freedoms for women and men5 

Marketing Communications is a term that covers advertising and other promotion 

technologies: sponsorship, direct marketing, distribution, dissemination of the information 

about a product via the Internet or other mechanical (digital) devices. 

Advertising is information about a person or a product which is distributed in any form and 

manner and is designed to outline or support advertising consumers’ awareness and 

interest in such persons or goods 

Equal rights for women and men mean no gender-based restrictions or privileges. 

Equal opportunities for women and men mean equal conditions for exercising equal 

rights for women and men. 

Sexist advertising is an advertising that humiliates human’s dignity gender-wise in terms 

of or in combination with physical characteristics, disabilities, social status, employment, 

marital status and family responsibilities, maternity and paternity, nationality,, race, political 

interests, religious believes, other types and forms of socio-economic and personal 

relations of a human being. 

                                                 
5
 The Law of Ukraine „On Ensuring Equal rights and Opportunities for women and men in Ukraineі”, N 2866-

IV, Kiev, 8.09.2005 



Sexism is a concept and practice of gender-based discrimination (humiliation of dignity), 

which is based on demonstrating superiority of intellectual, physical, creative and other 

characteristics or abilities of one individual or a group over another individual or a group of 

persons; components of sexism are the concept and models of domination of some people 

and the inferiority of others. 

Sexual abuse, violence means humiliating, insulting, openly aggressive or concealed 

sexual actions of an individual or a group against another individual or a group, expressed 

verbally (comments, gestures, threats, intimidation, obscene remarks, mockery) or 

physically (sexual touch, pat, or physical contact, or its imitation etc.) that are intentional, 

occasional or recurring, and performed against the will of either party. 

Social stereotype is fixed, often simplified, standard point of view on social groups or 

individuals as representatives of these groups. 

  

1.5. Responsibility of the professional community members 

  Adhering to Standards of gender non-discriminatory advertising, members of the 

marketing and advertising community undertake to abide by the following key principles: 

• Rule of law (compliance with existing legislation); 

• Clarity and correctness of expression and creative art forms; 

• Reliability of information; 

• Use of forms and means that do not humiliate or discriminate a person on the basis of 

gender in the light of socio-economic and cultural values; 

• Respect and following ethical, humanistic and morality norms of social culture and human 

values. 

• Tolerant attitudes towards human characteristics and differences with no regard to 

violence or discrimination against others. 

 

  Marketers and advertisers should be aware of the importance of being sensitive and 

responsible for the use of social and gender stereotypes in creation of advertising product. 

  Marketers and advertisers may conduct independent testing for compliance of the 

external perception of advertising with its content, which prevents incorrect interpretation 

and unsubstantiated accusations from customers and consumers of advertising products. 

  Marketers and advertisers should be aware that competitiveness, minimization of 

risks, the effectiveness of companies in the fields of manufacturing and various services, 

including advertising are ensured and enhanced due to firm self-regulation and participation 

in shaping the culture of democratic relationships through advertising communication 

means and marketing interactions on the basis of professional ethics, mutual respect and 

dialogue among stakeholders (producers, clients, partners, end users) and promotion of 

human values and non-discriminatory practices in creative activities, through the 



introduction of civilized norms of  information space shaping due to the social responsibility 

of advertising and marketing businesses. 

 

SECTION 2 

STANDARDS OF ADVERTISING FREE FROM GENDER 

 DISCRIMINATION 

 

2.1. Basic guidelines 

 

Basic guidelines for the Standards of Gender Non-Discriminatory Advertising and key 

managerial advice on avoiding non-discriminatory ads: 

2.1.1. Marketers and advertisers ensure self-regulation of professional activities, social 

responsibility, minimizing industrial and social development risks, as well as protect the 

honor and dignity of advertising, marketing and business professional association members 

and consumers, and increase social confidence in the advertising industry. 

2.1.2. The Standards should cover different types, forms and means of advertising, 

including mass media that influence the formation of social attitudes and patterns of socio-

economic relations, so they should be socially responsible and gender-sensitive. 

2.1.3. Standards are intended to incorporate advertising practices, including the innovative 

ones that currently exist on the market, emerging technology-wise or evolutionary. 

2.1.4. Marketing communications should respect human dignity, not to provoke and not to 

defend any form of discrimination, including racial, ethnic or religious, gender, age, 

disabilities or sexual orientation-based. 

2.1.5. Adoption of the Standards will promote mutual understanding and joint creative 

approaches to professional development of advertising products and application of 

information and marketing practices in both the advertising business and gender civic 

movement in Ukraine. 

2.1.6. Marketers and advertisers have the right to conduct independent testing for 

compliance of the external perception of advertising with its content, which prevents 

incorrect interpretation and insubstantional accusations from customers and consumers of 

advertising products. 

 

2.2. The Main Criteria for Determining Gender Discriminatory and Non-Discriminatory 

Advertising  

 

2.2.1. Advertising shall not humiliate the rights or undermine significance of duties, 

expectations, relationships and social roles of people of any sex in accordance with the 

current legislation of Ukraine. 



2.2.2. Advertising shall not impose or promote negative stereotypes of social and gender 

roles of women and men. 

2.2.3. Advertising shall not promote sexual abuse or violence. 

2.2.4. Advertising shall not impose or promote negative stereotypes or trends, especially of 

explicit or hidden sexual content towards children, and shall not use images of children in 

advertising that are not related to the spheres of children's consumption or socializing, 

taking into account the limitations of children's cognitive abilities, their ability adequately 

evaluate the ad content and their psycho-emotional and social vulnerability. 

  2.2.4.a. The breach of the child’ freedom and the right to personal integrity and 

dignity is banned. 

 2.2.4.b. Promotion of violence and cruelty, pornography and information that 

violates human dignity and harms the moral welfare of a child are banned in advertising. 

  2.2.4.c. It is recommended to carefully distribute materials that target children in the 

media, announcements which are not suitable for children's consumption or 

communication. In such cases special messages should be used to clearly define / identify 

materials not suitable for children. 

 2.2.4.d. Involving well-known and respected personalities to advertise products, 

services, etc. should also be done carefully, as that may contribute to formation of a false 

impression in terms of social and gender stereotypes in the socialization of a child. 

Involvement of celebrities may enhance stereotypes based on expressed personal 

approvals, certain ideas, practical experience and beliefs, that may not correspond with 

positive norms and social expectations. 

2.2.5. Advertising shall not use ambiguous phrases that could be interpreted as an 

insult for a person of any gender. 

 2.2.6. Advertising shall be cautious about using models and images that influence 

the formation of an unhealthy lifestyle, or may be dangerous to lives of women and men, 

especially young people and children (models with anorexia or bulimia); advertising must 

attempt to reflect more realistic images, appearance, behavior of both women men and 

prevent the humiliation of men and women who are overweight or have physiological or 

physical peculiarities / differences. 

 2.2.7. Advertising should not include statements and visual presentations, which 

may affect or violate the norms of public culture and morality, generally accepted among 

the majority of advertising product consumers in a given community (readers, viewers, 

customers, visitors, etc.). 

2.2.8. Advertising is considered to be gender discriminatory and violates fair marketing 

practices, if: 

 2.2.8.a. Advertising shows or describes a woman or a man as an ornament or 

sexual object, includes allusions to sex and sexuality of people who are in no way 



connected to the advertised product, and have no direct association with consumption of 

the advertised product, goods, services, etc.; violation is enhanced if human sexuality is 

portrayed or described in a humiliating, denigrating, defamatory (for human dignity) manner 

through language, posturing, verbal or nonverbal hints, etc.). 

  2.2.8.b. Advertising is considered to be gender discriminatory and violates fair 

marketing practices, if it states or implies that the role of one gender in social, economic 

and cultural life is lower than in the other’s. 

2.2.9. Advertising is considered to be gender non-discriminatory and does not violate 

the fair advertising and marketing practices when it depicts nude parts of human’s body so 

that they associate with the advertised product, there is a direct associations with 

consumption of the advertised product, goods, services, etc, complies with legislation, and 

does not humiliate human dignity, does not violate the norms of public culture and morality, 

which are generally accepted among the majority of advertising product consumer in a 

given community (readers, viewers, customers, visitors, etc.). 

 

SECTION 3 

ADVERTISING IN NEW MEDIA  

3.1. The development of "new media" that is created by the users of social networks 

requires an understanding from advertisers that advertising in such media creates 

opportunities for expression of certain social groups.  

3.2. Clients of advertising agencies, advertisers and marketers should avoid supporting 

those groups in social networks, whose communication is of a discriminatory or sexist 

nature in its content, form or information notices, and promotes or encourages gender 

discrimination. 

SECTION 4  

PRINCIPLES AND MECHANISMS OF SELF-REGULATION  

MEETING STANDARDS OF GENDER NON-DISCRIMINATORY ADVERTISING  

4.1. Basic principles of self-regulation  

4.1.1.Professional associations in the field of advertising and marketing, human rights 

activists and gender organizations in Ukraine, believe that mechanisms of non-

discriminatory advertising standards should be applied for advertising market self-regulation 

to promote more effective advertising products and formation of the culture of democratic 

relations through advertising communication means and in marketing interactions on the 

basis of professional ethics, mutual respect and dialogue among stakeholders (producers, 

customers, partners, customers).  



4.1.2. Application of gender non-discriminatory advertising standards is perceived as the 

obligation of members of professional organizations that have adopted these standards.  

4.1.3. The coordination of meeting gender non-discriminatory advertising standards is 

assigned to the Secretariat of the Industrial Gender Committee on Advertisings.  

4.1.4. The Secretariat of the Industrial Gender Committee on Advertisings (IGCA) is 

responsible for creating the Industrial Gender Committee and the Disciplinary Committee 

on the observance of gender non-discriminatory Standards (DCS).  

4.1.5. The Secretariat has the right to inform members of professional associations and in 

some cases the public, about the process and results of self-regulatory meeting of gender 

non- discriminatory Standards.  

4.1.6. The observance of Standards will be assessed by the context, environment, level of 

acceptance by consumers and the norms of ethics and dignity, which exist in society.  

4.1.7. Advertising should be tested for gender discrimination in the context of physical 

characteristics, disability, social status, employment, marital status and family 

responsibilities, maternity and paternity, nationality, race, political interests, religious belief, 

other types and forms of socio-economic and personal relationship between people, during 

and as a result of professional advertising and marketing activities.  

4.1.8. Advertising defined as discriminatory according to the test results must be corrected, 

or its distribution should be stopped.  

4.1.9. Violation of Standards of gender non-discriminatory advertising will be considered by 

the Industrial Gender Committee on Advertising or Disciplinary Committee on the 

Observance of Standards of gender non-discriminatory advertising, including social and 

socio-economic context, attitude to advertising products by targeted market segment and 

use of media.  

4.1.10. NGO "Ukrainian Association of Marketing” and other leading professional 

associations (unions, coalition) that signed the Standard will promote the necessary 

information and consultation support, expert analysis, education, training, practical 

assistance and support of advertisers and marketers, to clarify the requirements of Gender  

Non-Discriminatory Advertising Standards, the concept of gender equality and social 

justice, practical mechanisms for integration and self-regulation.  

4.2. Key self-regulatory mechanisms  

Key mechanisms of self-regulation for meeting Gender Non-Discriminatory Advertising 

Standards include the Industrial Gender Committee on Advertising and Disciplinary 

Committee on the Observance of Standards of gender non-discriminatory advertising 

(DCS), which apply the principles of socially responsible self-regulation to minimize risks for 

sector and social development, as well as protect the honor and dignity of members of 



professional advertising and marketing associations, business, consumers, and increase 

confidence in the advertising industry of the society in general.  

4.2.1.   Industrial Gender Committee on Advertising (IGCA) 

Professional associations of advertisers and marketers that have adopted gender non-

discriminatory advertising standards will create the Industrial Gender Committee on 

Advertising (IGCA) to promote these Standards in advertising and marketing practices 

and to monitor meeting gender non-discriminatory standards by professional associations.  

4.2.1.a. IGCA Composition:  

 The IGCA Chairman is elected by the majority of professional associations’ 

representatives present at the meeting devoted to considering each particular case 

 The meeting is considered to be legitimate, if not less than three IGCA members, 

representing not less than 3 professional organizations / associations are present. 2 

representatives of gender organizations, chosen from amongst those that have 

signed the Standards, should be invited to the meeting. Representatives of gender 

organizations have full voting rights.  

4.2.1.b. Work of the Industrial Gender Committee on Advertising on the Observance 

of Standards (IGCA)  

 IGCA gathers to deal with complaints, and suggestions which are already 

planned, notifying members of the IGCA no later than two weeks before the 

meeting.  

 Place of assembly is chosen by the IGCA Secretariat.  

 A Secretary is appointed for the assembly, whose candidacy is submitted by the 

IGCA Chairman and approved by IGCA members.  

4.2.2. The procedure for considering appeals to IGCA, transparency, confidentiality 

and feedback  

 IGCA will consider appeals, complaints, suggestions from professional 

organizations / associations, companies, clients, customers, partners, NGOs or 

individuals regarding the content of advertising and marketing products, including 

cases of possible violations of the Standards for gender non-discriminatory 

advertising, offers to improve the quality of advertising and marketing products that 

are submitted to the Secretariat. All appeals to the Secretariat are registered in the 

Register of appeals to IGCA.  



 Applications, complaints, proposals should be submitted in writing in the official 

language, while other languages of submission are not in themselves grounds to 

deny registration, and should include the description of the case and all necessary 

documents (photos, videos, testimonials, copies of texts, other possible evidence).  

 Registered appeals, complaints, suggestions are presented and considered at the 

IGCA meeting. If IGCA members have personal interest / relevance to the matter of 

appeals, complaints, suggestions or any relations with those who address IGCA, 

which may affect the ability of IGCA act objectively, they should inform IGCA about 

the circumstances and refuse to participate in the consideration of these appeals, 

complaints, and suggestions.  

 IGCA offers / assigns testing or examination of the facts and circumstances of the 

case by any means that IGCA considers relevant for the case.  

 Tools that can be used by IGCA include but are not limited to: study of advertising 

and marketing products using materials of legal and regulatory support, social and 

gender-sensitive indicators of emotional and linguistic impact of products on 

stakeholders, interviews of producers of advertising and marketing products, survey 

among other consumers, partners and others. Results should be presented at a 

meeting of IGCA.  

 IGCA makes decisions on submitted appeals, complaints, suggestions and in 

writing informs those who applied within the next quarter after the IGCA meeting 

where the appeal was considered.  

 If necessary, IGCA can attract additional / enhanced expert support.  

 In case, when for the settlement of the compliant or dispute IGCA is provided with 

sufficient evidence to make a decision against the producer of the advertising or 

marketing product, that gender non-discriminatory advertising standards have been 

violated IGCA adopts the decision and notify the plaintiff and defendant on the 

conclusions of IGCA in writing.  

 IGCA will offer the defendant an opportunity to provide a written response on the 

IGCA decision within twenty-eight calendar days, after receiving the feedback IGCA 

decides on further actions.  

 When dealing with complex cases that require in-depth research and application of 

disciplinary sanctions, the case will be referred to the Disciplinary Committee on the 

Observance of Standards of gender non-discriminatory advertising (DCS) (see 

.4.2.3. of the Standards). IGCA shall notify the plaintiff and defendant that the case 

has been redirected to the Disciplinary Commission.  

 IGCA must inform professional associations on the activities of IGCA quarterly 

(through informational messages) and annually (via an annual report at the annual 

conference).  



 IGCA will not describe the whole content of appeals, complaints or suggestions in 

the information messages, reports, electronic resources, but professional 

associations, companies, customers, partners, community organizations will receive 

information about the subject  of appeals, complaints, suggestions, IGCA 

consideration procedures, and the final decision of IGCA within the next quarter 

after the IGCA meeting, where the appeal for possible confidential consideration of 

appeals, complaints, suggestions was addressed.  

 IGCA may provide decisions and conclusions of meetings on request, upon demand 

of judicial authorities, acting under statutory and common law, state authorities, 

national associations and national self-regulatory organization on the interpretation 

of the Standards.  

4.2.3. Disciplinary procedures  

The Disciplinary Commission on the Observance of Gender Non-Discriminatory 

Advertising Standards (DCS) will be created for dealing with complaints and disputes 

regarding the content of advertising and marketing products, including cases of possible 

violations of the Gender Non-Discriminatory Advertising Standards that were submitted to 

and reviewed by IGCA, and IGCA concluded that one or more serious sanctions should be 

applied to the offender of the Standards, as well as for submission and consideration of 

appeals in relation to IGCA decisions.  

General practices of DCS are pursuant to IGCA practices, however, DCS composition 

should include an independent lawyer acknowledged with the advertising market, and 

specialists who have a variety of professional competence related to the markets.  

4.2.3.a. The procedure for considering appeals to DCS  

 DCS deals with complaints and disputes regarding the content of advertising and 

marketing products, including cases of possible violations of the Gender Non-

Discriminatory Advertising Standards which were submitted to and reviewed by 

IGCA,  and where IGCA concluded that one or more serious sanctions should be 

applied to the offender of the Standards. Submissions from IGCA should be 

registered in accordance to the usual procedure in the Register of appeals to the 

DCS.  

 If IGCA decides to refer a case to DCS, the professional association shall refund the 

cost of any further procedures connected to settling the case / dispute.  

 DCS will accept appeals under collateral bail, the amount of which will be 

determined by IGCA and DCS, but shall not exceed the amount of five annual 



membership fees. The bail will be returned to the appellant if the appeal is 

successful. In this case, offender bears all the costs.  

 DCS also examines appeals against adopted decisions and any sanctions imposed 

by IGCA.  

 A Disciplinary Committee’s consideration is legitimate, if the Chairman and five DCS 

members are present.  

 The Chairman is elected at the general meeting of professional associations that 

have signed the Standards 

 DCS does not involve participation of witnesses. complaints and disputes are 

considered on the basis of documents, test results, IGCA minutes of meetings, etc. 

that are presented by IGCA; additional research, experts’ evaluation and counseling 

are applied, if needed.  

 DCS shall be the final arbiter in complaints and disputes examination. Further 

examination of complaints and disputes may be conducted by a court, if needed.  

 Under a corresponding request and having a power of attorney, DCS and IGCA 

reserve the right to represent members of professional organizations / associations 

in court in the framework of the observation of the Standards, rules of professional 

ethics and corporate cooperation in the interests of industry and all stakeholders.  

 DCS and IGCA will accept complaints and disputes for consideration from non-

associated representatives of advertising and marketing industry according to the 

abovementioned procedures, but even at the request of  non-associated members it 

does not go to court  regarding these matters.  

 IGCA shall inform professional associations about the activities of IGCA, quarterly 

(through informational messages) and annually (via an annual report at the annual 

conference).  

 DCS will establish regulations of the review and settlement of complaints / disputes 

and inform all parties of the case in writing. Consideration of a complaint / dispute 

should not exceed three months from the date of its filing and registration.  

 In view of the privacy of complaints and disputes,  DCS will not disclose the full 

content and the process of settlement of complaints and disputes in information 

announcements or electronic resources, while professional associations, 

companies, customers, partners, civic organizations will receive information about 

the subject of complaints or dispute and the final decision IGCA within the quarter 

following the IGCA meeting, where complaints or disputes were considered.  

4.2.3.b. Penalties for violation of Gender Non-Discriminatory Advertising Standards 

IGCA and DCS may impose one or more of the following sanctions:  



 Warning.  

 Recommendation.  

 Reprimand.  

 Publication.  

 The suspension of the advertising campaign.  

 Submission of requirements for the relevant professional association to suspend 

membership in trade unions / associations.  

 Informing authorities.  

 Other additional measures according to the decision of IGCA.  

 Passing a case to the court is not in the competencies of  IGCA or DCS; these 

decisions are taken only by the plaintiff or defendant, but the IGCA and DCS can 

provide decisions on the submitted appeals and cases, etc. on request from the 

plaintiffs or defendants.  

 

APPENDIXES 

APPENDIX 1 

Guidelines on testing advertising and marketing products  

In order to prevent the creation and distribution of discriminatory advertising and marketing 

products it is recommended to include the following question to the test. These questions 

may serve as indicators to determine gender discrimination:  

1. Is a woman / man in the advertising and marketing products presented as an object 

or a subject of the decision-making?  

2. Is an image of a nude body (of a woman or a man), an allusion to genitals, sexual 

relations or sexuality of a person used in advertising and marketing products?  

3. If so, are these images / hints connected to the qualities, characteristics and 

purpose of the advertised product?  

4. Does this image / hint help to better explain the quality, features, benefits and 

purpose of the advertised product?  

5. Does the advertising demonstrate advantages of one gender over the other? Does 

a representative of one gender seem more prudent, intelligent, progressive, honest, 

responsible, fair, etc., than a representative of another one? How does it help to 

understand the quality, features, benefits and purpose of the advertised product?  

6. Does the advertising include statements about "female" and "male" roles in a family, 

society and the "female" and "male" professions? Do these statements help to 



understand the quality, features, advantages and benefits of the advertised 

product?  

7. Does the advertising have an ambiguous meaning, subtext, which could be 

perceived as a statement about the inequality of men and women?  

8. Which channel is used to distribute advertising? How easily can children gain 

access to advertising?  

APPENDIX 2 

 

The Group of experts, consultants and partners that has developed Gender Non-

Discriminatory Advertising Standards  

 

1 AUNGO „Ukrainian Marketing Association” Irina Lylyk,  

AUNGO UMA General Director; 

national representative of ESOMAR  

in Ukraine, author and coordinator of 

Standards development 

2 Gender and Legal Education Centre NGO 

„Ukrainian Marketing Association” 

Larysa Mahdyuk, The Head of the 

UMA GLE Centre, national expert on 

gender policy in Ukraine,  author and 

coordinator of Standards development 

3 All-Ukrainian Advertising Coalition  Maxim Lazebnik, expert on Standards 

development 

4 The President of the Ukrainian Association 

of Periodical Press Publishers   

Oleksey Pogorelov, expert on 

Standards development 

5 The Chairman of the Ukrainian Advertisers 

Association  

Yevgen Romat, expert on Standards 

development 

6 KCNGO „Liberal Society Institute” Oksana Kisiliova, KCNGO LSI, expert 

on Standards development 

7 CNGO „School of Equal Opportunities”  Larysa Kolos, The Chairwoman of the 

Board, expert on Standards 

development  

8 CNGO „Ukrainian Women’s Fund” Olena Zaytseva, consultant on the 

issues of sexism in advertising 

9 AUNGO „Women’s Consortium of Ukraine” Natalia Tochilenkova, consultant on 

the issues of sexism in advertising 

10 Friedrich Ebert Foundation in Ukraine 

(Germany) 

Ursula Koch-Laugwitz, Director of the 

Friedrich Ebert Foundation in Ukraine   



Svitlana Garashenko, Program 

Coordinator  

Olena Davlikanova, Program 

Coordinator  

11 Program of Equal Rights and 

Opportunities for Women implemented 

under EU UNDP support  

Mykhailo Korukalov, Program 

Coordinator 

12 Association of Outdoor Advertising  Roman Palamarchuk, consultant on 

the issues of sexism in advertising 

13 Ukrainian Association of Direct Marketing  Valentyn Kalashnyk, consultant on the 

issues of sexism in advertising 

14 International Association of Marketing 

Initiatives  

Vitalina Yashenko, consultant on the 

issues of sexism in advertising  

15 Women Centre for Information and 

Consultancy  

Olena Suslova, the Chairwoman of 

the Board 

16 AtlanticGroup Olena Kovtun, Head of Legal 

Department 

 
 
 

APPENDIX 3 

Resources  
Used for Development of Gender Non-Discriminatory Advertising Standards  

 

The following documents were considered for the development of the Standards: 

The Canadian Code of Advertising Standards, Council Directive 2004/113/ec of 13 
December 2004 Implementing the principal of equal treatment between men and 
women in the access to and supply of goods and services; Code EASA: The 
European Advertising Standards; Ethics Code of “Guardian” (Great Britain); BMA 
Code of Ethics (Business Marketing Association (BMA)); CAC creative guidelines 
Cinema Advertising Council; Marketers Constitutions. ICC Consolidated Code of 
Advertising and Marketing Communication Practice, Report on how marketing and 
advertising affect equality between women and men European Commission, 
Committee on women's rights and gender equality, Rapporteur: depute Eva-Britt 
Svensson 29.5.2008. 

 


