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Global
Regulatory
Hotspots



Total Global Ad Spend in 2025
(including online and offline channels) 

$1.16
TRILLION

S O U R C E :  S T A T I S T A  
F I G U R E S  R E P R E S E N T  E S T I M A T E S

Digital ad spend 
as percentage of total ad spend

72.7 %
Digital Ad Spend

Digital Ad Spend has more than doubled since 2019
73% of internet users still regularly discover new brands and products through “traditional” media like TV, print, and radio.
Advertising now accounts for roughly 1 percent of global GDP.



There are many issues we
need and want to effectively
address



ABOUT ICAS
The International Council for
Advertising Self-Regulation
(ICAS) is a global network
promoting responsible
advertising through the
effective implementation of
self-regulatory standards.
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ICAS March 2025 Survey
What are the key sensitive issues in your country? 

Top 10 issues across the globe
(in ICAS member countries)

HFSS Foods Advert is ing (85%)

Environmental  & Sustainabi l i ty  Claims (80%)

Inf luencer  Marketing (75%)

Gambling Advert is ing (75%)

Digital  Services /  Onl ine Platforms (60%)

AI  and automated advert is ing (60%)

Alcohol  Advert is ing (60%)

Advert is ing to Chi ldren (60%)

Cryptocurrency & Digital  Assests  Advert is ing (55%)

Transparency and Disclosures in  Advert is ing (50%)
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K E Y  S E N S I T I V E  I S S U E S

A d v e r t i s i n g  t o  C h i l d r e n

A l c o h o l  A d v e r t i s i n g

A r t i f i t i a l  I n t e l l i g e n c e  &  A u t o m a t e d  A d v e r t i s i n g

C r y p t o c u r r e n c y  &  D i g i t a l  A s s e t s  A d v e r t i s i n g

D i g i t a l  S e r v i c e s  &  O n l i n e  P l a t f o r m s

E n v i r o n m e n t a l  &  S u s t a i n a b i l i t y  C l a i m s

F inanc ia l  Serv ices  Adver t i s ing

Food Suplements  Adver t i s ing

G a m b l i n g  A d v e r t i s i n g

H S S S  F o o d s  A d v e r t i s i n g  o r  U P F  A d s

I n f l u e n c e r  M a r k e t i n g

Medic ines  &  Medic ional  P roducts  Adver t i s ing

Pr ivacy  &  Data  Protect ion

Sexual i zat ion  &  Stereotypes  in  Adver t i s ing

Tobacco &  E-Cigaret te  in  Adver t i s ing

T r a n s p a r e n c y  &  D i s c l o s u r e s  i n  A d v e r t i s i n g

Other

Adver t i s ing  o f  Tu i t ion  and Enr ichment  C lasses

E lect ion  Adver t i s ing  on  Soc ia l  Media

Media  Reform and Content  Regulat ion
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ICAS March 2025 Survey
What are the key regulatory developments in your country? 

HFSS Foods Advert is ing /  UPFs (70%)

Gambling Advert is ing (55%)

Digital  Services /  Onl ine Platforms (55%)

Environmental  & Sustainabi l i ty  Claims (55%)

Alcohol  Advert is ing (50%)

Top 5 regulatory
developments (across ICAS
member countries):

1

2

3

4

5

K E Y  R E G U L A T O R Y  D E V E L O P M E N T S

Adver t i s ing  to  Ch i ldren

A l c o h o l  A d v e r t i s i n g

Art i f i t ia l  In te l l igence &  Automated Adver t i s ing

Cryptocur rency  &  D ig i ta l  Assets  Adver t i s ing

D i g i t a l  S e r v i c e s  &  O n l i n e  P l a t f o r m s

E n v i r o n m e n t a l  &  S u s t a i n a b i l i t y  C l a i m s

F inanc ia l  Serv ices  Adver t i s ing

Food Suplements  Adver t i s ing

G a m b l i n g  A d v e r t i s i n g

H S S S  F o o d s  A d v e r t i s i n g  o r  U P F  A d s

In f luencer  Market ing

Medic ines  &  Medic ional  P roducts  Adver t i s ing

Pr ivacy  &  Data  Protect ion

Sexual i zat ion  &  Stereotypes  in  Adver t i s ing

Tobacco &  E-Cigaret te  in  Adver t i s ing

Transparency  &  D isc losures  in  Adver t i s ing

Adver t i s ing  o f  Tu i t ion  and Enr ichment  C lasses
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Emerging
challenges

The ad ecosystem is
evolving with new players
(e.g., virtual influencers) and
challenges, such as the
misuse of deepfakes.
Additionally, the sheer
volume of ads, the speed of
technology (e.g.,
programmatic advertising),
and the variety of ad formats
create issues of scalability
and complexity.

Evolving ways to
advertise DEI and ESG efforts

under pressure

Regulators are
concerned about a
“commercial surveillance
ecosystem” that collects
vast amounts of data.

Privacy & Data
Protection

Supercharged by AI,
polarization & 
geopolitical shifts

The Ad Industry needs to
increasingly navigating
divisive audiences



Why Advertising
Self-Regulation is
well-equipped to deal
with these challenges 

L i s tens  to  the  publ ic  and conducts  research
Understands  market  dynamics
Addresses  i ssues  in  the  loca l  language ,  ta i lo red  to
nat ional  needs

Locally Embedded & Consumer-Focused

Br ings  compet i tors  together  for  common ad s tandards
Works  o f ten  c lose ly  w i th  regu lators  and supports  key
pol icy  pr ior i t ies

Strong Industry & Regulatory Connections

Quick ly  updates  codes  and processes  as  needed
Exper ienced in  handl ing  complex  and d iverg ing
pos i t ions

Agile & Adaptive

Adapts  to  new chal lenges  &  expands  remit  where
necessary
Wel l-connected reg ional ly  and g lobal ly  &  co-operates
across  borders
Uses  A I  and advanced technology  to  moni tor  ads
Cooperates  on  too ls ,  serv ices ,  and best  pract ice

Expanding Scope & Technological Advancements



ICAS March 2025 Survey
What are the top priorities for your SRO in 2025 & 2026? 

Inf luencer  Marketing (65%)

Environmental  & Sustainabi l i ty  Claims (65%)

HFSS Foods Advert is ing (50%)

AI  and automated advert is ing (55%)

Gambling Advert is ing (50%)

Digital  Services /  Onl ine Platforms (45%)

Transparency and Disclosures in  Advert is ing

(40%)

Top 7 priorities for SROs
across ICAS markets
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T O P  P R I O R I T I E S  2 0 2 5  &  2 0 2 6

Adver t i s ing  to  Ch i ldren

Alcohol  Adver t i s ing

A r t i f i t i a l  I n t e l l i g e n c e  &  A u t o m a t e d  A d v e r t i s i n g

Cryptocur rency  &  D ig i ta l  Assets  Adver t i s ing

D i g i t a l  S e r v i c e s  &  O n l i n e  P l a t f o r m s

E n v i r o n m e n t a l  &  S u s t a i n a b i l i t y  C l a i m s

F inanc ia l  Serv ices  Adver t i s ing

Food Suplements  Adver t i s ing

G a m b l i n g  A d v e r t i s i n g

H S S S  F o o d s  A d v e r t i s i n g  o r  U P F  A d s

I n f l u e n c e r  M a r k e t i n g

Medic ines  &  Medic ional  P roducts  Adver t i s ing

Pr ivacy  &  Data  Protect ion

Sexual i zat ion  &  Stereotypes  in  Adver t i s ing

Tobacco &  E-Cigaret te  in  Adver t i s ing

T r a n s p a r e n c y  &  D i s c l o s u r e s  i n  A d v e r t i s i n g

Content  Regulat ion

Others
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ICAS:
Supporting
Members &

Driving
Global Best

Practices

Collecting and sharing
knowledge across the
network & helping
members address
emerging issues
Linking local and global
efforts and enabling
collaboration
Recognizing excellence
with the ICAS Awards 

A forum for
exchanging
information and
best practices

Engaging with
global partners &
stakeholders

2022: First-of-its-kind
global guidance on
environmental claims
for global brands and
agencies
Woking closely with
the ICC and ICAS
members to update
regularly the ICC
advertising and
marketing code
Upcoming: Influencer
Marketing Guidance
Upcoming: A Global
Roadmap on
responsible
marketing of HFSS
foods and beverages 

Developing global
guidance and
roadmaps on key
topics

Exchanging information
& collaboration with
intergovernmental
bodies (OECD, UN,
UNICEF, ICPEN) and
engaging with ISO on
consumer protection
issues
Active ally of the
Unstereotype Alliance
of UN Women



The future of
responsible
advertising
& ad self-
regulation.
Let’s shape
it together!



Launched in September 2024 in NYC
A platform for open & honest discussions
Focused on collaborative engagement and
research

The ICAS Global
Think Tank

Key Topics & Focus Areas
Responsible use of AI in advertising
As the Think Tank evolves it will address more
key industry challenges to enhance self-
regulation in this areas



The ICAS Global 
Think Tank
A place that brings together ad standards bodies, industry leaders, universities, legal

experts and others to address core issues, support self-regulatory best practices and

drive  progress across the board, with the goal of developing quality thinking and

increasing impact.

Organizing roundtables and

discussions around global topics;

Analyzing emerging issues and

technological developments that affect

advertising and ad self-regulation;

IN THE GLOBAL THINK TANK WE ARE

05

Producing briefs and research papers to

inform policy decisions at ICAS and ad

standards bodies (SROs);

Help shape the development of policies

for companies and advertising industry

associations.



10Global Think Tank members so far



Thank You!
Do you have questions about ICAS, Ad Self-Regulation or

the ICAS Global Think Tank?

Visit: https://icas.global
Contact: sibylle.stanciu@icas.global

https://icas.global/

