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1 ADVERTISING FRAMEWORK 

1.1 How is advertising regulated in Cyprus? 

In Cyprus advertising is regulated by both legislation and self-regulatory codes. Much of the 
legislation is influenced by European Union directives. There are a variety of consumer 
protection laws (such as the Control of Misleading and Comparative Advertising Law of 
2000, the Unfair Business-to-Consumer Practices Law of 2007), as well as industry specific 
legislation and the Advertising Code published by the Cyprus Advertising Regulation 
Organization (CARO). 

1.2 What types of communications are considered to be ‘advertising’? How is this 
determined? 

There is no fixed definition of ‘advertising’ in Cyprus law. The Control of Misleading and 
Comparative Advertising Law of 2000 defines an advertisement as ‘the making of a 
representation in any form in connection with a trade, business, craft or profession in order 
to promote the supply of goods or services, including the transfer of immovable property, 
rights and obligations’. The Radio and Television Broadcasting Stations Law of 1998 
distinguishes between television advertisement, radio advertisements and political 
advertisements. The CARO Code defines advertising as including, but not limited to, ‘any 
form of advertising and communications for all sorts of products and services’. Advertising is 
considered by CARO in its wider context, and includes advertisements carried by the media, 
as well as other activities for presenting and promoting products and services, and all forms 
of marketing and social communications irrespective of the medium used, produced directly 
by or on behalf of marketers intended primarily to promote products or to influence 
consumer behavior. 

1.3 What is the basic regulatory framework for advertising regulation? 

The two main regulatory bodies are the Consumer Protection Service (CPS) and the Cyprus 
Radio Television Authority (CRTA) which regulates private broadcasting and media 
organizations in Cyprus and oversees adherence to its Broadcasting Code regarding the 
characteristics of advertisements. There is also CARO, an industry-founded, non-profit 
organization, whose Advertising Code is voluntary and has no statutory enforcement. 
However, a significant number of advertisers in Cyprus are members of CARO and must, 
therefore, abide by its Code. Moreover, the majority of Cyprus’s media and advertising 
agencies have already signed up with CARO and are committed to abide by its Code. 

1.4 Are there certain types of advertising practices that are specifically regulated (eg, text 
message advertising)? 

(a) Prohibited commercial practices—Annexes I and II of the Unfair Business-to-
Consumer Practices Law of 2007 contain a list of prohibited commercial practices 
(based on the EU Unfair Commercial Practices Directive); 

(b) Political advertisement—the Radio and Television Broadcasting Stations Law of 
1998 provides the required conditions for broadcasting political advertisements 
during election periods; 

(c) Alcohol—the Radio and Television Broadcasting Stations Law of 1998 provides the 
required conditions for advertising and telemarketing of alcoholic drinks; 
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(d) Children’s toys—the Radio and Television Broadcasting Stations Law of 1998 
contains a list of hours/periods during which advertisements of children’s toys are 
prohibited. 

The above list is non-exhaustive. 

1.5 Are there certain industries whose advertising practices are specifically regulated (eg, drug 
advertising)?  

There are industry specific Laws and Regulations which are briefly summarized as follows: 

(a) Insurance practices—the Insurance and Reinsurance Business and Other Related 
Issues Law of 2016 prohibits the advertising of insurance and reinsurance business, 
or the exercise of any professional activity from such business, before the granting 
of the required license; 

(b) Smoking—the Health Protection (Control of Smoking) Law of 2017 prohibits, subject 
to exceptions, the advertising and/or sponsorship of tobacco products in every form 
of message: written, oral, printed, radio broadcasting, cinematographic or of 
information society services; and 

(c) Medicines—the Medicinal Products for Human Use (Control of Quality, Supply and 
Prices) Law (70(I)/2001) prohibits, inter alia, advertisements of medicinal products 
which have not been granted a marketing authorisation. 

Again, the above list is non-exhaustive.  

1.6 Are any government pre-approvals required? 

There are no government pre-approvals required for individual advertisements, but there 
are requirements that certain specific types of advertising must contain pre-approved 
warnings or disclaimers in order to be permissible. These include political advertisements, 
financial services advertising and product placement advertising. 

1.7 Does the media pre-clear advertising? 

CARO offers copy advice, not pre-clearance. Copy advice is confidential, non-binding, pre-
publication advice about a specific advertising proposal. Non-binding means that the 
advertiser, agency or media organization requesting CARO’s advice is free to disregard it. 
Conversely, in the event of a subsequent complaint, CARO’s Complaints Committee is not 
bound by advice previously given by the Secretariat; however, the Complaints Committee 
will take into consideration any advice given and whether or not it was followed. In practice, 
copy advice is mostly taken into account and the advertisement amended accordingly. The 
main difference between copy advice and pre-clearance is the binding nature of pre-
clearance. 

In general, media outlets do not pre-clear advertisements. However, upon receipt of an 
advertisement, if they consider there is an issue with it, they alert the advertiser and/or ask 
CARO to advise them accordingly. 

1.8 How does the government enforce advertising laws? What are the potential remedies? 

The CRTA, which was established by the Radio and Television Stations Law of 1998, is an 
independent body whose decisions are directly enforceable without the need for approval of 
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any other body or the state. It is the body responsible for monitoring, inter alia, adherence 
to its Broadcasting Code regarding the length, content and placement of advertisements. 
The CRTA can, amongst other things, impose administrative sanctions against an offending 
broadcasting service provider for breaches of the 1998 Law and of the Broadcasting Code. 
Also, the CRTA can initiate court proceedings for injunctive relief seeking an order directing 
the offending broadcasting service provider to do or refrain from a specified act or behavior. 

The CPS is empowered by the Unfair Business-to-Consumer Practices Law of 2007 and the 
Control of Misleading and Comparative Advertising Law of 2000 to investigate and deal with 
complaints regarding issues such as unfair commercial practices (whose definition 
encompasses advertising) and misleading and comparative advertisements. The CPS can 
impose administrative sanctions for any breach of the abovementioned laws as well as 
initiate court proceedings for injunctive relief seeking an order directing the offending party 
to do or refrain from a specified act or behavior. 

1.9 When does a competitor have a right of action? What are the potential remedies? 

A competitor can file a complaint to CRTA for breach of the Radio and Television Stations 
Law of 1998 regarding a broadcasting. It can also file a complaint to CARO, though CARO’s 
powers are restricted to issuing recommendations based on the relevant Cyprus advertising 
legislation and on its own Advertising Code. However, following a recent Memorandum of 
Understanding signed between these two bodies, in cases of non-compliance with CARO’s 
recommendations/decision, CARO may brief the CRTA accordingly, indicating any advertising 
points that, in its opinion, violate the CRTA Broadcasting Code and/or the Radio and 
Television Stations Law of 1998. Following such a briefing, the CRTA may instigate its own 
proceedings. Also, the CRTA may request CARO’s opinion in relation to complaints it receives 
and then CARO may inform the CRTA about the steps it has taken to resolve the issue and/or 
the outcome of the investigation it has carried out in relation to the complaint in question.  

A competitor is also free to use the Cypriot courts should it feels its legal rights have been 
breached by an advertisement. The courts offer various remedies depending on the 
legislation on which the claim is based. 

1.10 When do consumers have a right of action? What are the potential remedies? 

The Unfair Business-to-Consumer Practices Law of 2007 and the Control of Misleading and 
Comparative Advertising Law of 2000 allows consumers to challenge advertising and 
commercial practices in the Cypriot courts for injunctive relief seeking an order directing the 
offending party to do or refrain from a specified act or behavior. 

It is, however, more common for a consumer to bring their complaint to the CPS. Although it 
offers no provision for damages to the consumer, it offers a free, non-risky, complaints 
service to consumers who can bring their complaint without the accompanying risk and cost 
of court proceedings. Similarly, complaints are frequently brought to the CRTA regarding 
broadcast advertising for the same reason—it offers a free, non-risky, complaints service.  

A consumer can also file a complaint with CARO, however, being a self-regulatory body, it 
does not offer compensatory remedies to the complaining consumer. Recommendations to 
amend or withdraw the advertisement are the usual sanctions imposed by CARO. 
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2 SELF-REGULATORY FRAMEWORK 

2.1 Does Cyprus have a primary advertising self-regulation system? 

Cyprus has an established advertising self‐regulation system in place. The main body 
responsible for the self-regulation of advertising across all media is CARO. CARO is a 
voluntary, non-profit organization and a member of the European Advertising Standards 
Alliance. Its aim is to promote ethical standards in advertising through industry self-
regulation in Cyprus according to Cyprus legislation and its own Advertising Code and 
guidance notes. CARO’s advertising code follows the respective code of the International 
Chamber of Commerce. 

2.2 Is there a self-regulatory advertising code? What are the key principles? 

CARO has introduced its own Advertising Code which is founded on the corresponding code 
of the International Chamber of Commerce. The Advertising Code’s main principles are that 
advertisements should: 

(a) be legal, decent, honest and truthful; 

(b) be prepared with a sense of responsibility to consumers and society; 

(c) respect the principle of fair competition; and  

(d) deal fairly with consumers. 

2.3 Does the system have an enforcement or dispute resolution mechanism? How does it 
work? 

CARO’s committee is convened whenever a complaint is filed relating to any advertisement 
that the applicant considers to be offensive, misleading or contrary to CARO’s code. Within 
three business days, CARO invites both parties to submit their views either orally or in 
writing, and within 2 working days following this CARO’s committee issues a decision which 
is placed on its website. 

If CARO’s committee concludes that an advertisement is not compliant with the provisions 
of the Code, they may request: 

(a) the withdrawal of advertising or  

(b) modifying the advertisement in order to comply with its Advertising Code. CARO is 
then entitled to review amended version of the advertisement before it is published 
to determine whether their decision has been complied with. 

If there is non-compliance with the decision or if it is determined that delaying tactics are 
used by the advertiser, CARO informs the media where the advertisement is displayed, 
requesting its immediate withdrawal, and proceeds to make a special reference on its 
website. The majority of media have already signed up with CARO and are committed to 
enforcing CARO’s decisions and protecting their audiences from non-ethical advertising. 
CARO may also proceed to inform other state agencies such as the CPS or the CRTA 
requesting that the decision is published designating the non-compliant entity. 
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2.4 Is the self-regulation system effective? Is it widely used and followed? 

Generally, the system is quite effective, taking into account the speed with which complaints 
are processed and dealt with. Moreover, the majority of Cyprus media and advertising 
agencies have already signed up with CARO and are committed not only to supporting CARO 
economically but also to ensuring that its decisions are complied with in order to protect the 
public from non-ethical advertising. As a result of the above, CARO is quite able to enforce 
its decisions through mainstream media as opposed to social media and the internet. 

2.5 Are the self-regulatory system’s decisions reported? 

The decisions are publicly reported and can be accessed through CARO’s website. The 
decisions do not disclose the details of the complainant but will disclose the details of the 
advertiser in breach of the Code. 

2.6 Are there any key areas of focus, or key principles, that companies should be aware of? 

It is advisable that companies observe CARO’s Advertising Code and the key principles 
identified above and take particular notice of the guidance notes published regarding 
children, alcohol and food in general. Moreover, companies should engage with the CARO 
procedures and obligations, providing detailed responses to any requests. Additionally, 
CARO offers the service of reviewing advertisements before they are published in order to 
determine whether the advertisement breaches its Advertising Code. This service is offered 
to members for free, or is available to non-members on the payment of a fee. 

2.7 Are there any other self-regulatory systems that govern advertising practices in Cyprus? 

Yes, the CRTA publishes its own Regulations with a specific Broadcasting Code regarding 
advertisements in Cyprus television and radio stations. This Broadcasting Code amongst 
other things stipulates the general principles to which advertisers should adhere in forming 
their advertisements. To an extent these mirror CARO’s Advertising Code, setting out 
products for which advertising is prohibited as well as the form and duration of 
advertisements, with a specific focus in advertisements addressed to children. 

3 ADVERTISING LAW BASICS 

3.1 What are the basic laws governing advertising claims in Cyprus (eg, consumer protection 
laws; IP laws; unfair competition laws)? 

The most important piece of legislation governing advertising claims in Cyprus is the Unfair 
Commercial Practices Law of 2007 to 2013 which transposed the EU Unfair Commercial 
Practices Directive into Cyprus law. This legislation is dedicated to the protection of 
consumers. The Misleading and Comparative Advertising Law of 2000 to 2008 (which is in 
accordance with Directive 2006/114/EC) aims to protect traders involved in commercial, 
industrial, craft or professional activity against misleading advertising and its unfair 
consequences.  

Advertising campaigns that are broadcast via the media (radio and television) must satisfy 
the requirements of the Radio and Television Broadcasters Law of 1998 and the 
requirements of secondary legislation (Broadcasting Code) deriving from this law.  

In terms of the intellectual property laws when it comes to advertising claims, of importance 
are the Trade Marks Law (Cap 268) and the Trade Description Law of 1987 to 1992.  
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Finally, claims for unfair competition can also be initiated under the tort of passing-off which 
is regulated by the Civil Wrongs Law (Cap 148). 

3.2 Is substantiation required for advertising claims? 

The advertiser should be in a position to substantiate as a matter of fact any claim in an 
advertisement when this is requested by a body or authority reviewing the advertisement. 
Under the CARO Advertising Code, it is a requirement for advertisers to be able to 
substantiate any claims made in their advertisements and for this purpose, they must have 
in their possession such documentary evidence as to prove that a claim is true and correct. A 
similar requirement also exists under the Broadcasting Code for which the CRTA has 
competence. The same is true in case of an examination of a complaint by the CPS which is 
the competent authority for the implementation of the Unfair Commercial Practices Law. 
This law lists some commercial practices that are considered as unfair, but, in addition, in 
the general context of consumer protection, it gives the Consumer Protection Commission 
the authority to deal with misleading advertising as a commercial practice. 

3.3 Are there certain types of advertising messages that do not require substantiation (ie, 
puffery)? 

The general principle both in the Broadcasting Code and in the CARO code, is that the claims 
in the advertisement must be substantiated and advertisements in general must not contain 
hyperbolic or exaggerating allegations. There are no provisions regulating puffery specifically 
but there is case law which shows that in a civil action before a court of law for 
misrepresentation, it might be possible to argue that a statement was obviously untrue so 
that it was not intended to be believed; but each case will ultimately depend on its own 
facts.  

3.4 What are the rules governing the use of disclosures in advertising? 

There are no general rules governing the use of disclosures, and it is difficult to provide an 
exhaustive list of disclosure requirements. The disclosures required will ultimately depend 
on the product being advertised. Therefore, only indicative examples are provided in this 
paragraph, namely: 

(a) Loan advertisements have specific disclosure requirements, and when it comes to 
housing loans there are even more specific requirements.  

(b) Alcohol and gambling are other products for which specific disclosure requirements 
apply.  

(c) The Advertisement Code of the CRTA also includes some disclosure requirements. 
For example, in an advertisement for a weight loss method, it is a requirement to 
disclose that its effectiveness is subject to diet and/or exercise where applicable.  

Finally, it is worth mentioning that the information being disclosed must be presented in a 
specific way, depending on the type of advertisement. Legibility of letters and duration for 
which the disclosed information must be available are some of the issues under concern. 

3.5 What are the rules governing the use of endorsements and testimonials in advertising? 

CARO’s Advertising Code explicitly regulates the use of testimonials in advertisements. 
Testimonials are allowed, provided that they are genuine and are based on the actual 
personal experience of the person making the statement. Further, testimonials or 
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confirmations that, as a matter of fact, have become obsolete, are inaccurate or misleading 
must not be used in the advertisement. Also, under the Unfair Commercial Practices Law, it 
is considered as unfair commercial practice for a trader to claim that a product has been 
authorized, approved or endorsed by a public or private body, when this is not the case. 

3.6 What are the rules governing the use of product demonstrations in advertising? 

There are no separate provisions regulating product demonstrations. Such demonstrations 
will be regulated by general advertising provisions. In this respect, it is advisable that 
exaggerations are avoided and that representations in respect of the product are true and 
accurate. Finally, if such demonstrations are presented in lengthy television advertisements, 
the Broadcasting Code provisions on lengthy advertisements might apply and which provide, 
inter alia, for specific times within the day during which such advertisements can be 
broadcast. 

3.7 Is comparative advertising permitted? If so, are there any special rules that apply? 

Comparative advertising is permitted provided that it is made in accordance with the 
provisions of the Unfair Commercial Practices Law and the Misleading and Comparative 
Advertising Law. The CARO and Broadcasting Codes also include provisions that regulate 
comparative advertising. In general, comparative advertising statements must not be 
misleading, nor defamatory for the products or services of a competitor. In addition, an 
advertisement must not create confusion between the products, trademarks, trade names 
and other distinguish marks of the advertiser and a competitor. Products or services being 
compared must meet the same needs or be intended for the same purpose. A comparative 
advertisement must objectively compare one or more characteristics which are material, 
relevant, verifiable and representative of the said products or services, and price can also be 
one of these characteristics. Finally, for products with designation of origin, the 
advertisement must relate to products with the same designation. 

3.8 Are there any special copyright or trade mark rules that may impact comparative 
advertising (eg, whether the use of a competitor’s trade mark or products may be used)? 

Comparative advertising shall, as far as the comparison is concerned, be permitted when: 

(a) it does not discredit or denigrate the trademarks, trade names, other distinguishing 
marks, goods, services, activities or circumstances of a competitor;  

(b) it does not take unfair advantage of the reputation of a trade mark, trade name or 
other distinguishing marks of a competitor or of the designation of origin of 
competing products;  

(c) it does not present goods or services as imitations or replicas of goods or services 
bearing a protected trade mark or trade name;  

(d) it does not create confusion among traders, between the advertiser and a 
competitor or between the advertiser’s trademarks, trade names, other 
distinguishing marks, goods or services and those of a competitor.  

3.9 Are there any special rules that govern claims relating to geographic origin (for example, 
that the product is ‘made in France’)? 

The Unfair Commercial Practices Law includes a general provision that a commercial practice 
is considered misleading if it contains inaccurate information and as such is untrue, or when, 
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in any manner, including the overall presentation of the practice it deceives or it may 
deceive the average consumer with regards to one or more characteristics mentioned in the 
Law. Among those characteristics is the geographic origin of the product.  

More specific provisions relating to claims for geographic origin are those which are covered 
by the schemes for the ‘Protected Designation of Origin’, in accordance with EU Regulation 
1151/2012, the provisions of which apply in Cyprus as well. In order for a product to use the 
protected designation of origin scheme, it must comply with certain specifications relating to 
such designation. 

3.10 Are there any special rules governing product packaging? 

The rules governing product packaging are those set contained in Directive 94/62/EC which 
has been transposed into domestic law by the Packaging and Packaging Waste Law of 2002. 
In general, this law sets general rules for packaging, such as: 

(a) the concentration of heavy metals in the packaging; 

(b) the need to recover certain amounts of packaging from the market for recycling 
purposes; and  

(c) the labelling on the packaging.  

More detailed provisions can be found in other pieces of legislation and which regulated 
more specific issues such as food packaging. 

4 PRICE ADVERTISING 

4.1 What are Cyprus’s rules regarding price advertising? 

Section 5 of the Unfair Business-to-Consumer Practices Law of 2007 states that a commercial 
practice will be deemed misleading if incorrect information is provided to consumers 
concerning the ‘price of the product, the manner in which that price is calculated or the 
existence or nature of a specific price advantage’.  
Also, section 3 of the Control of Misleading and Comparative Advertising Law of 2000 states 
that in determining whether advertising is misleading, account shall be taken of all its 
features, and in particular of any information it contains concerning the price or the manner 
in which the price is calculated, and the conditions on which the goods are supplied or the 
services provided.  

Section 6 of the Law on the Display of the Sale Price states that any advertisement which 
mentions the selling price of products shall also indicate the unit price. The CPS has 
published guidelines on price advertising to assist retailers with this. 

The CPS can investigate complaints on price advertising on the basis that the advertisement 
was misleading. Its case reports constantly contain details of complaints regarding pricing. 

4.2 What are Cyprus’s rules regarding advertising ‘free’ products? 

The Unfair Business-to-Consumer Practices Law of 2007 includes in its list of prohibited 
commercial practices the description of a product as ‘free’, ‘without charge’ or similar if the 
consumer has to pay anything other than the unavoidable cost of responding to the 
commercial practice and collecting or paying for delivery of the item. The CARO Code 
permits the use of the term ‘free’ only in certain circumstances, for example where the offer 
involves no additional payment or obligation, or where the only consumer obligation is to 
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pay handling and delivery charges which should not exceed the cost estimated to be 
incurred by the marketer etc. 

4.3 What are Cyprus’s rules regarding sales and special offers? 

Section 5 of the Control of Misleading and Comparative Advertising Law of 2000 provides 
that any comparison referring to a special offer must indicate in a clear way, unreceptive of 
misconceptions, the date on which the offer ends or, where appropriate, that the special 
offer is subject to availability of goods and services, and, where the special offer has not yet 
started, the date of the period during which the special price or other special terms apply. 

Under section 6(1) of the Unfair Business-to-Consumer Practices Law of 2007, a commercial 
practice will be deemed misleading if it omits material information that the average 
consumer needs, according to the context, in order to take an informed transactional 
decision and thereby causes or is likely to cause the average consumer to take a 
transactional decision that he would not have taken otherwise. In the case of an invitation to 
purchase, ‘material information’ includes the price, inclusive of taxes, or, where the nature 
of the product means that the price cannot reasonably be calculated in advance, the manner 
in which the price is calculated, as well as, where appropriate, all additional freight, delivery 
or postal charges or, where these charges cannot reasonably be calculated in advance, the 
fact that such additional charges may be required. 

There is a general freedom on the seller to set the duration of the promotion—provided that 
this is reasonable—in order to avoid misleading consumers that the promotion is valid 
indefinitely. In practice, a long-lasting promotional offer may render the product’s 
promotional/discounted price to be considered as its selling price. 

Additionally, section 9(c) of The Electronic Commerce Law of 2004 states that: 

(a) offers such as sales, special prizes and gifts must be clearly identifiable,  

(b) the access to the terms under which one can benefit from the offers must be easy, 
and  

(c) the terms must be presented clearly and precisely. 

4.4 What are Cyprus’s rules regarding rebates? 

There are no specific rules regarding rebates in the Unfair Business-to-Consumer Practices 
Law of 2007 or the Control of Misleading and Comparative Advertising Law of 2000. 
However, certain industries whose advertising practices are specifically regulated provide for 
rebates to consumers. For example, Regulation (EC) 261/2004 provides for a right to 
reimbursement of tickets issued by air carriers. 

4.5 Are there other key restrictions which advertisers should be aware of regarding retail 
advertising practices? 

There are no key restrictions. Any retailer would be advised to consider the guidelines 
published by the CPS to avoid any issues arising. 
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5 PROHIBITED PRACTICES 

5.1 Are there any products or services that may not be advertised, or may not be advertised in 
certain media? (eg, guns, medicines etc)? 

The CRTA’s Broadcasting Code and Regulations specifically prohibit the advertising of the 
following products amongst others: 

(a) any form of tobacco products; 

(b) prescription drugs and medical treatments; 

(c) betting predictions; 

(d) betting and betting agencies with the exception of the national lottery and OPAP—
Greek Organisation of Football Prognostics SA bets; 

(e) firearms, weapons and shooting organizations; 

(f) pornography; 

(g) the granting of loans other than from banks and other financial institutions; 

(h) wedding agencies; 

(i) businesses in relation to death or funeral agencies; 

(j) services of fortune tellers and similar services; 

(k) non-licensed private employment seeking agencies; and 

(l) hypnotism, hypnotherapy and spiritual services. 

5.2 Are there any types of advertising practices that are specifically prohibited (eg, 
telemarketing to mobile phones)? 

Annexes I and II of the Unfair Business-to-Consumer Practices Law of 2007 refer to and 
contain a list of prohibited commercial practices. Moreover, the Unfair Business-to-
Consumer Practices Law of 2007 includes in its list of prohibited commercial practices the 
description of a product as ‘free’, ‘without charge’ or similar if the consumer has to pay 
anything other than the unavoidable cost of responding to the commercial practice and 
collecting or paying for delivery of the item. 

CARO’s Advertising Code contains similar provisions to this effect which detail prohibited 
advertising practices and, in particular, provide that any reference to the word ‘guarantee’ in 
advertisements is prohibited where consumers are not afforded rights beyond those already 
provided by the law. Advertisements can contain the word ‘guarantee’ as long as the 
services, terms, and the process for obtaining the benefit of the guarantee are clearly visible 
in the content of the advertisement and are readily available in writing to the buyer at the 
point of purchase. 

The CRTA Broadcasting Code also contains a list of prohibited advertising practices such as 
subliminal and surreptitious advertising. Additionally, advertisements should not attempt to 
exploit sentiments of fears and superstitions. 

5.3 Are there any laws or regulations governing indecency or obscenity that apply? 

There are no specific laws for advertising relating to indecency or obscenity. CARO’s 
Advertising Code contains a specific section on decency which states that ‘Advertisements 
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should not contain statements or visual/audio representations that offend the morals and 
the prevailing perceptions of decency’. Similarly, the CRTA’s Advertising Code for 
advertisements contains provisions regarding decency and propriety and specifically prohibit 
the advertisement of any pornographic content. 

6 SPONSOR/ADVERTISER IDENTIFICATION 

6.1 Are there special rules requiring that advertising identify who the advertiser/sponsor of 
the advertising is? 

CARO’s Advertising Code specifically states that the advertiser's identity must be clearly 
visible and where possible, advertisements must include the advertiser's contact 
information so that consumers can readily contact the advertiser. However, this section 
does not apply to advertisements whose sole purpose is to attract interest in future teaser 
communications. 

7 BRANDED CONTENT 

7.1 Are there any special rules governing the integration of advertising content and 
entertainment (or editorial) content? 

The CRTA’s Broadcasting Code and Regulations provide special rules for the integration of 
advertising content and entertainment. Specifically, it is provided that the duration of 
television advertisements must not exceed 12 minutes each hour. Moreover, for certain 
categories of products and services other rules apply in their integration with other content. 
Advertising of alcohol is prohibited during broadcasting breaks either before, during or after 
children’s programs or programs with religious content. Additionally, advertising in relation 
to games of chance is prohibited either before or after children’s programs or programs 
addressed to individuals under the age of 18. Similarly, advertisements of a movie which has 
been rated as over 15 or 18 cannot be advertised in children’s programs.  

Additionally, it is also stipulated that intermissions of programs for the purpose of 
advertising must not exceed 3.5 minutes. In relation to advertisements which exceed the 
display time of 1 minute, it is vital to ensure that there is no risk of confusion between the 
content of the advert and that of the program, and therefore announcements of 
advertisement must be displayed both before and after the advertisement. 

7.2 Are there any special disclosure or other obligations when integrating advertising content 
with other content? 

CRTA’s Broadcasting Code and Regulations and for advertisements provides for detailed and 
specific rules relating to the identity of the sponsor of an audio-visual broadcasting. 
Specifically, sponsorship of programs is permitted and it is specified that sponsored 
programs broadcasted must identify the name of the sponsor and/or the sponsor’s trade 
mark both at the beginning and at the end of the specific program. The relevant regulations 
also provide for the duration of the announcement of the sponsor and also state which 
types of programs are not allowed to be sponsored.  

Further, programs containing product placement must be adequately designated both 
before and after the end of the broadcasting and then display in the end credits of the 
broadcasting the details of the companies who have paid for product placement in the 
respective programming. Additionally, sponsorships of religious programs, political news 
broadcasts and news broadcasts in general is strictly prohibited. 
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8 SOCIAL MEDIA 

8.1 Are there any special rules governing the use of social media for advertising purposes? 

Advertising via social media is currently treated in the same way as other kinds of 
advertising. Therefore, there are no specific legal controls that address advertising and 
marketing via social media. In Cyprus, the dominant advertising legislation are the Control of 
Misleading and Comparative Advertising Law (92(I)/2000) and the Unfair Business-to-
Consumer Practices Law (103(I)/2007). 

It is worth mentioning that the Competition and Consumer Protection Service (CPS) is the 
competent authority responsible for the enforcement of the law on misleading and 
comparative advertising as well as the law on unfair commercial practices. The role of the 
CPS is to monitor the market in order to ensure that clear and adequate information is 
provided to consumers, protecting consumer’s economic interests and improving 
consumers’ education, information and awareness of their rights.  

Consumers who are misled through social media marketing campaigns or find a particular 
online advertisement offensive have the right to file a complaint to the CPS or, alternatively, 
to CARO where the complainant considers that CARO’s Advertising Code has been breached. 

8.2 Is an advertiser responsible for advertising claims made in user generated content (eg, 
statements that a consumer makes on an advertiser’s Facebook page)? 

There is nothing in Cyprus’s laws and regulations which imposes liability on an advertiser for 
advertising claims or statements created by users in its social media pages or any other 
service the advertiser may use which allows for consumer input. However, if a complaint is 
made to any authority or the courts regarding user generated content, it is likely that the 
approach described in question 8.3 will be followed regarding the degree of control over the 
medium used for the advertisement and the actions taken by the advertiser to remedy the 
situation once it became aware of the infringing content. Moreover, in cases where the 
advertiser has incorporated the content in its overall marketing strategy it will also be 
examined whether the advertiser solicited the comments prior to them being used. 

8.3 Are there any key court or self-regulatory decisions that advertisers should be aware of 
regarding the use of social media and user generated content? 

The laws surrounding social media, advertising on social media and user generated content 
have not been actively tested by the Cypriot courts. However, the law of defamation as set 
out in sections 17–19 of the Civil Wrongs Act (Cap 148) may prove to be useful. In the recent 
first-instance judgment Christos Clerides a.o v Arktinos Publishings Ltd 5208/2010, dated 
31/01/2017, the Court endorsed the approach of the English courts and of the European 
Court of Human Rights in the case Delfi AS v Estonia (2015) ECtHR 64669/09 in general 
regarding user generated content posted on websites. Essentially the court, in assessing the 
responsibility of the host, will examine the degree of control over the user generated 
content, the actions taken once it became aware that infringing user generated content had 
been made, the ability of the host to remove the infringing content as well as the nature of 
the content complained of. 
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9 RIGHTS OF PRIVACY/PUBLICITY 

9.1 What are the rules governing the use of an individual’s name, picture, likeness, voice and 
identity in advertising? 

CARO’s Advertising Code prohibits the use of an individual’s name or picture in 
advertisements unless their permission has been sought and obtained in advance. However, 
this issue has to be assessed within the general context of the EU General Data Protection 
Regulation, the provisions of which are applicable in Cyprus. In this context, the consent of 
the individual must be obtained in relation to any of such uses and such consent must be 
clear and unequivocal. In addition, it must be valid at the time of the broadcasting of the 
advertisement (ie not have been withheld) and the content of the advertisement must be 
within the boundaries of the consent. 

9.2 Are there situations when permission is not required? 

Under the Broadcasting Code, where this is justified in terms of public interest, scenes which 
make use of an individual’s image etc can be broadcast without his or her permission. 
However, in the context of advertising, such permission must always be obtained. 

10 SPECIAL CLEARANCE 

10.1 Are there any specific rules governing the types of materials that must be cleared before 
they may be used in advertising (eg, historic places)? 

The Antiquities Law (Cap 31) prohibits commercial exploitation or other use of pictures, 
cinematographic or other visual material however produced which depicts antiquities, 
archaeological places or ancient monuments without the written permission of the Director 
of Antiquities. It follows that the written permission of the Director should be obtained for 
the use of such type of material in an advertisement.  

Further, even though a clearance in advance is not required, the Broadcasting Code states 
that for advertisements related to educational services or medicinal products, the CRTA has 
the right to ask the opinion of the responsible Ministries (ie the Ministry of Education and 
Ministry of Health respectively) on the content of the advertisement. However, the 
Broadcasting Code makes it clear that the CRTA is not obliged to opine on the content of an 
advertisement in advance of its broadcasting.  

10.2 Is it permissible to use other companies’ recognisable products in advertising (eg, an actor 
wearing branded training shoes)? 

Use of other companies’ recognisable products is allowed, but in such cases the intellectual 
property rights of the other company, especially trade mark rights as safeguarded by the 
Trade Marks Law (Cap 268), must be respected.  

As already pointed out in question 3.8 above, use of another company’s product can be 
made in comparative advertisement provided that the advertisement is in accordance with 
the requirements of the applicable legislation.  

Further, under the Trade Marks Law, it is prohibited to use the trade mark of another party 
without consent. However, the Law allows the use of someone’s trade mark to indicate the 
purpose of goods or services, for example as spare parts or accessories of another branded 
product. Such use of a third party’s trade mark must be made with honesty and be necessary 
in order to indicate the intended use of someone’s own product. 
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11 CULTURAL CONCERNS 

11.1 Are there any rules that are particular to the culture of Cyprus which affect advertising (eg 
Swedish gender equality law)? 

The Cypriot Penal Code (Cap 154) prohibits any advertisements offering a reward for the 
return of stolen property which may imply that no question will be asked as to how the 
stolen property came into the possession of such person or that the person will have no 
consequences whatsoever.  

Further, any statement made by anybody which can be taken as an insult to any religion in 
prohibited. Consequently, such statements must be avoided whether in an advertisement or 
otherwise.  

Finally, the Penal Code has been recently amended so as to make it an offence to advertise 
means which can artificially terminate a pregnancy. 

Another point to be mentioned is that the National Betting Authority has issued guidance on 
the advertisement of betting activity. According to the Authority, all advertisements must 
contain messages for responsible gaming and such messages must be reviewed and 
approved by the Authority. 

11.2 Are there any other cultural norms that should be considered (eg religious concerns)? 

Gender equality is of particular concern to the Cypriot society and any advertising campaigns 
that discriminate against women or show disrespect by promoting women as objects for the 
promotion of goods or services will not be appreciated by the Cypriot audience.  

Another point to be mentioned is that the Church has a strong presence and influence on a 
large portion of Cypriot society and with a role to play in terms of the educational affairs of 
Cyprus. Further, as discussed at question 11.1 above, the insult of any religion is a criminal 
offence. 

Finally, Cypriot society approaches with great respect issues of the LGBT community, and, in 
that respect, the Cypriot Parliament, with a significant majority, approved the Civil 
Partnership Law which allows same-sex couples to enter into a legal agreement known as 
civil partnership which confers similar rights as those conferred in a marriage. 

12 MISCELLANEOUS 

12.1 Is there any other general advice or cautions you would give to advertisers operating in 
Cyprus? 

It is advisable for advertisers to obtain domestic legal advice as Cyprus lacks a uniform legal 
framework regarding advertising. Advertisers should also endeavor to abide by CARO’s 
Advertising Code, the CRTA’s Broadcasting Code and consumer laws. While there is currently 
no specific legislation relating to social media, consumer protection laws are applicable and 
therefore advertisers should refrain from engaging in any kind of advertising practices 
contrary to Cyprus legislation.  


