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1 .  L E G A L / R E G U L AT O R Y 
F R A M E W O R K

1.1 Source of Regulations
In July 2021, the Cypriot legal framework gov-
erning advertising practices has experienced an 
extensive overhaul whereby consumer protec-
tion legislation, legislation governing unlawful 
commercial practices and legislation controlling 
misleading and comparative advertisements has 
been consolidated in the Consumer Protection 
Law 2021 (CP Law 2021). The enactment of this 
legislation has further harmonised the Cypriot 
national legislation with the corresponding Euro-
pean legislation, which is the primary source of 
advertising legislation. 

Industry-Specific Legislation/Self-Regulation
Please refer to 1.4 Self-Regulation and 1.5 Pri-
vate Right of Actions for details of industry-
specific legislation, which provides for additional 
requirements and prerequisites when advertising 
goods/services in the sectors mentioned below. 

Additionally, there is an Advertising Ethics Code 
which has been published by Cyprus’s principal 
self-regulatory organisation (see 1.4 Self-Regu-
lation) which, inter alia, includes guidance notes 
on the topics of alcohol, food and advertising 
addressed to children.

1.2 Regulatory Authorities
There are various regulatory authorities which 
oversee advertising practices depending on the 
industry sector in which the trader is engaged. 
However, the main authorities are set out below.

Consumer Protection Service
The primary agency responsible for monitoring 
unfair commercial practices – which includes, 
inter alia, false and misleading advertising – is 
the Consumer Protection Service (CPS), which 
constitutes one of departments of the Ministry 
of Energy, Commerce and Industry. The CPS is 

entrusted with observing compliance with the 
Consumer Protection Law, investigates com-
mercial practices (either following a complaint 
or of its own motion), and commences enforce-
ment actions against traders. Where the CPS 
has identified breaches of the relevant legislation 
it can take the following actions:

• order traders and third parties such as 
domain owners, internet service providers 
and in general anyone hosting or reproduc-
ing the infringing content in any medium to 
remove content, restrict access to it or place 
a written notice to consumers before access-
ing the content;

• apply for injunctive relief against infringing 
traders; and

• impose administrative fines up to 5% of the 
annual turnover of the advertiser during the 
preceding year or up to EUR500,000.

Cyprus Radio Television Authority
Additionally, there is the Cyprus Radio Television 
Authority (CRTA), which is the regulatory author-
ity supervising the operation of private radio and 
television stations in the Republic of Cyprus. The 
CRTA has its own Broadcasting Code and, fol-
lowing an investigation of a complaint, it is able 
to take the following actions:

• impose administrative fines of up to 
EUR8,500;

• revoke a TV or radio station’s licence, either 
temporarily or permanently; and

• apply to court for injunctive relief.

1.3 Scope of Liability
According to well-established principles of Cyp-
riot company law, companies have a separate 
legal personality from their owners/sharehold-
ers and therefore liability does not extend to 
these individuals if the company has engaged 
in deceptive advertising. 
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However, the CP Law 2021 establishes that 
a “trader” for the purposes of the legislation 
includes not only the natural/legal entity engaged 
in the trading practice but also anyone acting 
on behalf of the trader. Consequently, consum-
ers may file an action against directors or other 
officers of the legal entity which is responsible 
for deceptive advertising seeking the remedies 
identified below (please refer to 1.5 Private 
Right of Action

Criminal Offences
According to Article 64 of the CP Law 2021 any 
person who takes any action that may hinder or 
delay the work of the CPS whilst investigating 
any complaint – ie, by providing false or inac-
curate information – commits a criminal offence 
which is punishable with up to six months 
imprisonment or a fine of up to EUR100,000 or 
both of these penalties, and this extends to the 
directors of a legal person as well.

Third Parties
Where third parties are involved, such as domain 
owners, internet service providers and in general 
anyone hosting or reproducing the advertise-
ment in any medium, the failure to comply with 
the instructions of the CPS will have the effect 
that the third party and its directors will have 
committed a criminal offence.

1.4 Self-Regulation
The Cypriot Advertising Regulation Organisation 
(CARO) is the principal self-regulatory non-profit 
organisation in Cyprus for all mediums and for 
all industry sectors. It is a member of the Euro-
pean Advertising Standards Alliance and it has 
published its own Advertising Ethics Code which 
is analogous to the code of the International 
Chamber of Commerce. A substantial number of 
Cypriot TV stations, radio stations, newspapers 
and advertising agencies are members of CARO 
and have committed to adhere to its Code. 

Procedure and Remedies
Any consumer can file a complaint with CARO 
with respect to an advertisement which the con-
sumer considers to be misleading or contrary 
to CARO’s code. CARO operates a fast-track 
procedure in which the views of both parties (the 
complainant and the advertiser) are considered 
before a decision is reached within two weeks. 
CARO has established a two-tier system for 
examining complaints and both are able to pro-
vide the following remedies:

• requesting a withdrawal of the offensive 
advertisement; and 

• ordering an amendment of the advertisement 
to render it compliant with its Code.

Whilst CARO is not afforded with the authority 
to enforce its decisions or to order monetary 
relief against the advertiser, it is able to enforce 
its decisions indirectly by taking the following 
actions:

• publishing its decision on its website;
• informing media providers, in which the 

advertisement is exhibited, of CARO’s deci-
sion and requesting the immediate removal 
of the advertisement (the majority of media 
mediums have contractually agreed to com-
ply with CARO’s decisions); and

• informing other agencies with extensive 
regulatory powers such as the CPS, the CRTA 
and the Press and Information Office of the 
Republic of Cyprus to take action against the 
advertiser.

1.5 Private Right of Action
The CPL Law 2021 has, for the first time, intro-
duced a private cause of action in which any 
consumer whose economic interests have been 
negatively affected through any breach of the 
legislation may bring an action against any trad-
er who has engaged in deceptive or misleading 
advertising practices.
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The court is able to provide the following rem-
edies to consumers:

• declare that the contract is illegal, thereby the 
consumer is no longer legally bound by it;

• order a price reduction of any good/service 
which is the subject matter of the contract;

• award the consumer damages which the 
court considers reasonable; and

• take any other any other remedy the court 
considers reasonable under the circumstanc-
es.

Additionally, consumers are able to seek interim 
and final measures pursuant to Article 62 of the 
law and a trader may be ordered, amongst other 
things, to:

• immediately terminate and/or refrain from 
repeating the infringing acts;

• take remedial action, at the discretion of the 
court with a view to remedying the unlawful 
behaviour; and

• publish all or part of the court judgment or 
publish a remedial statement with a view to 
rectifying the continuing effects of the breach. 

1.6 Regulated Industries
Advertising of certain industries in the Republic 
of Cyprus is specifically regulated by sector-spe-
cific legislation. In this section some of the key 
regulated industries and their respective legisla-
tion are outlined.

• Whilst the advertising of alcohol is gener-
ally not prohibited, the Radio and Televi-
sion Broadcasting Stations Law of 1998 (as 
amended) regulates, inter alia, the time inter-
vals, duration and show category in which 
advertising and telemarketing of alcoholic 
drinks is permitted.

• Similarly, the Radio and Television Broadcast-
ing Stations Law of 1998 contains provisions 
relating to the advertising of children’s toys. 

• The Insurance industry is also a sector which 
is specifically regulated by the Insurance and 
Reinsurance Business and Other Related 
Issues Law of 2016, which prohibits an entity 
from advertising in the specific sector prior 
to obtaining a licence from the supervisory 
authority.

• The Health Protection (Control of Smok-
ing) Law of 2017 imposes a complete ban in 
respect to tobacco advertising in any avail-
able medium.

• The Medicinal Products for Human Use 
(Control of Quality, Supply and Prices) Law 
(70(I)/2001) prohibits, inter alia, advertising of 
all medicines for which a medical practition-
er’s prescription is necessary; there are also 
additional requirements for regulating over the 
counter pharmaceutical products.

• The advertising of gambling activities in 
Cyprus is regulated by a Code of Practice 
issued by the National Betting Authority 
pursuant to the Betting Law (Law 37(I)/2019); 
the code of practice offers a comprehensive 
guideline detailing the general principles that 
should govern advertising of gambling such 
as the protection of minors, specific broad-
casting times and direct marketing.

It is advisable that advertisers also observe 
CARO’s Advertising Ethics Code and specific 
guidelines in relation to children, alcohol, edibles 
and other non-alcoholic drinks. 

1.7 Regulatory Trends
During 2020 the CPS has examined, inter alia, 
the following cases.

Black Friday Sales
Breach of the unfair practices’ legislation dur-
ing the “Black Friday” sales whereby a retailer, 
through its advertisement, invited consumers 
to purchase products at a specified price with-
out disclosing the existence of any reason for 
believing that he would not be able to offer for 
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supply those products or equivalent products at 
that price for a period, and where it was reason-
able to expect that sufficient quantities existed. 
The scale of advertising of the product and the 
price offered constituted “bait advertising” in 
circumstances where consumers were unable 
to purchase the advertised products. The CPS 
imposed an administrative fine of EUR50,000.

Misleading Consumers
Breach of the unfair practices legislation where-
by the trader misled a consumer in the following 
manner:

• making statements to the effect that the 
product could be legally sold when in reality it 
could not; and

• omitted material information which was 
necessary for the average consumer in order 
to make an informed decision causing the 
consumer to take a decision they would not 
have taken otherwise. 

In this case a property developer advertised 
the sale and construction of a residential prop-
erty which was alleged to have the necessary 
licences/permits provided by Cypriot law. The 
developer failed to inform the buyer that the 
property was encumbered. An administrative 
fine of EUR70,000 was imposed which was 
reduced by EUR42,500 following judicial review 
proceedings.

Misleading Display of a Trade Mark
Breach of the unfair practices legislation where-
by a trader continued to display trade marks of 
a prior affiliate at a time where no commercial 
relationship existed. The CPS concluded that 
the average consumer would be misled that 
products of the affiliate were sold at the prem-
ises of the trader or that there was an economic 
link or that products of the affiliate were sold at 
the premises of the trader with the approval of 

the affiliate. The CPS imposed an administrative 
fine of EUR4,000.

1.8 Impact of the COVID-19 Pandemic
The COVID-19 pandemic has not directly 
impacted the existing advertising framework in 
Cyprus. However, through client feedback we 
have identified that there has been a signifi-
cant shift by advertisers/traders towards digital 
advertising/social media as a result of the lock-
downs and restrictions on movement imposed 
by the Cypriot government during 2020.

1.9 Political Climate
The policies of the current administration have 
not substantially impacted the regulation of 
advertising in Cyprus. The legislative overhaul 
described in 1.1 Source of Regulations is a 
direct result of transposing European Union 
directives in national legislation.

2 .  A D V E R T I S I N G  C L A I M S

2.1 General Standards
Law on Consumer Protection
As mentioned in 1.1 Source of Regulations, 
the CP Law 2021 regulates unfair commercial 
practices (Part II) as well as misleading and com-
parative advertising. The Law prohibits unfair 
commercial practices and defines an unfair 
commercial practice as one which is contrary to 
the requirements of professional diligence and/
or distorts, or is likely to substantially distort, the 
purchasing behaviour of the average consumer, 
is misleading and/or is aggressive. 

More specifically, the Law lists certain practices 
that are considered as misleading under any cir-
cumstances, such as falsely claiming to be a sig-
natory to a code of conduct; unauthorised use of 
a quality, certification or other similar mark; and 
claiming that a good can increase the chances 
of winning in games of chance.
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Furthermore, the CP Law 2021 defines both mis-
leading actions and misleading omissions which 
are both considered as unfair commercial prac-
tices and are therefore prohibited. 

A misleading action occurs when an advertis-
ing practice misleads through the information it 
contains, or it is presented in a manner which is 
likely to cause deception (even if the information 
is factually correct) and causes, or is likely to 
cause, the average consumer to take a different 
transactional decision. 

A misleading omission occurs when a trader, 
taking into account any imitations as to the 
means of communication of the commercial 
practice, omits material information required for 
an informed decision and as a result, causes, or 
is likely to cause, the average consumer to take 
a different transactional decision. If the trader is 
hiding material information or is presenting that 
information in an unclear, unintelligible, ambigu-
ous or untimely manner, or is not mentioning the 
commercial intention of the practice, if this is not 
already evident, and if this causes, or is likely to 
cause, the average consumer to take a differ-
ent transactional decision, it is inferred that this 
omission is misleading.

Advertising Ethics Code
Similar considerations are stipulated in CARO’s 
Advertising Ethics Code (please refer to 1.4 Self-
Regulation) whereby all marketing communica-
tions must be truthful and not misleading. Mar-
keting communications should not contain any 
statement, or claim which, directly or by impli-
cation, omission, ambiguity or exaggeration, is 
likely to mislead the consumer, with regard to:

• material characteristics of the product such 
as nature, composition, method and date of 
manufacture, range of use, efficiency and 
performance;

• the value of the product and the total price to 
be paid by the consumer; 

• terms for the delivery, return, repair and main-
tenance of the product; 

• intellectual property rights such as patents, 
trade-marks, designs and models and trade 
names; and

• official recognition or approval, or awards 
such as medals, prizes and diplomas.

2.2 Actionable Advertising Claims
All advertising claims are subject to regulation to 
the extent that they constitute unfair commercial 
practices or are contrary to the provisions of the 
CP Law 2021 subject to an express exception. 
Specifically, the CP Law 2021 provides that a 
statement which was obviously untrue so that 
it was not intended to be believed would not 
be considered as unfair commercial practice. 
There is no absolute requirement that empiri-
cal evidence is necessary before implied claims 
are determined by the courts/regulators, albeit 
such evidence will carry extensive persuasive-
ness. The courts/regulator adopt an approach 
whereby the advertisement is examined based 
on what the average consumer would under-
stand such a claim to mean. 

2.3 Claim Substantiation
According to the CP Law 2021, it is a require-
ment for advertisers to be able to substantiate 
advertising claims when they are investigated 
by the Consumer Protection Service and for 
this purpose, they must have in their possession 
such documentary evidence as required to prove 
that a claim is true and accurate. This is aligned 
with the obligation that advertising claims are 
honest and do not mislead consumers. There 
is no distinction as to the type of substantiation 
necessary based on the nature of the claim.

Similarly, CARO’s Advertising Code of Ethics 
stipulates that advertisers should be able to 
substantiate any claims made in their advertise-
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ments and where testimonials are used these 
must be genuine and based on personal experi-
ence. In respect to claims for goods falling in the 
foods and beverage categories all nutritional and 
health-benefit information should be supported 
by a sound scientific basis. 

2.4 Testing
There are no specific standards that generally 
apply to testing conducted to support adver-
tising claims. However, certain industries (dis-
cussed further in 2.6 Regulated Claims) impose 
their own requirements for making specific 
advertising which provide for scientific substan-
tiation before making specific advertising claims.

2.5 Clinical Studies
Human clinical studies are impliedly necessary 
for making advertising claims, as a result of the 
provisions of the Medicinal Products for Human 
Use Law 70(I)/2001, whereby no medicinal or 
cosmetic product can be advertised without 
having obtained a marketing authorisation first 
from the Cypriot Pharmaceutical Authorities.

2.6 Regulated Claims
There are certain advertising claims which are 
specifically regulated, especially in relation to the 
following industries.

Food
Any claim made in relation to nutritional ele-
ments of food products must comply with the 
requirements of Regulation (EC) No 1924/2006. 
For example, when claiming that a product is 
high in fibre, certain information must be pro-
vided to the consumer in that regard. Further-
more, Regulation (EU) 1169/2011 regulates food 
information to be provided to consumers, and 
establishes general principles to be followed, 
particularly as regards labelling.

Food Supplements
Secondary legislation, namely Order 449/2004 
which implements Directive 2002/46/EC, pro-
vides that no person is allowed, without the prior 
permission of the Director of the Public Health 
Service of the Ministry of Health, to publish any 
advertisement that is intended to promote food 
supplements in the consumer market.

Any advertisement for food supplements shall 
not contain any claim that a balanced diet can-
not be a source of suitable nutrients in general. It 
is prohibited in any advertisement that promotes 
food products relating to weight loss, to make 
any reference to the time required or range of 
weight that can be lost due to the use of such 
product or any reference claiming that this food 
product can lead to reduced hunger pains.

Medicinal Products
Law 70/2001, which transposes Directive 
2001/83/EC, prohibits certain claims to con-
sumers in relation to medicinal products in the 
context of advertising, such as suggesting that 
the effects are guaranteed, without any adverse 
reactions or that they are better and more effec-
tive when compared to other treatments or prod-
ucts.

Other
Any labelling of organic products must be in 
accordance with Regulation (EC) No 834/2007. 
As regards protected designations of origin, pro-
tected geographical indications and traditional 
specialties the provisions of Regulation (EU) No 
1151/2012 shall be followed.

3 .  C O M PA R AT I V E 
A D V E R T I S I N G

3.1 General Requirements
In Cyprus, comparative advertising is permis-
sible in accordance with the provisions of the 
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CP Law 2021 which permits the identifying of a 
competitor. We note that statements must not be 
misleading, nor defamatory for the products or 
services of a competitor. In addition, an adver-
tisement must not create confusion between 
the products, trade marks, trade names and 
other distinguishing marks of the advertiser and 
a competitor. Products or services being com-
pared 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 adver-
tisement must relate to products with the same 
designation.

3.2 Comparative Advertising Standards
Please refer to 3.1 General Requirements.

3.3 Challenging Comparative Claims
Advertisers may choose to challenge claims 
made by competitors in the following three ways.

Civil Action
An advertiser may commence a civil court action 
seeking interim and final relief and a trader may 
be ordered, amongst other things, to:

• immediately terminate and/or refrain from 
repeating the infringing acts;

• take remedial action, at the discretion of the 
court; and

• publish all or part of the court judgment or 
publish a remedial statement with a view to 
rectifying the continuing effects of the breach.

Complaint before the Consumer Protection 
Service
An advertiser may file a complaint with the Con-
sumer Protection Service which may in turn 

order the competitor to take remedial actions 
such as to amend the advertisement or prohibit 
the publication of the advertisement. It may also 
impose fines in case of non-compliance or even 
initiate proceedings for court measures against 
the competitor, including injunctions. 

Nonetheless, according to CP Law 2021, the 
Consumer Protection Service, before examin-
ing any complaint for comparative advertising, 
may ask the advertiser to indicate whether any 
other available mechanisms such as self-regu-
lation have been utilised and whether the com-
plaint had been dealt with effectively under such 
mechanisms.

Complaint before CARO
An advertiser may file a complaint before CARO 
in relation to any claim made by a competi-
tor. Where CARO agrees with the complainant 
it may request that the advertisement is either 
withdrawn or modified. (See 1.4 Self-Regula-
tion for further discussion of the effectiveness 
of CARO’s remedies.)

The CP Law 2021 has enabled advertisers to 
directly seek court remedies in respect to com-
parative advertisements. We expect that in the 
coming years advertisers may seek to utilise 
these remedies more frequently.

4 .  S O C I A L / D I G I TA L  M E D I A

4.1 General Requirements
Cyprus does not, at present, have legislation 
or guidelines addressing advertising via social 
media and, therefore, the advertising bodies 
responsible for monitoring advertising legislation 
as described in 1.1 Source of Regulations do 
not differentiate their approach. Consequently, 
advertisers engaged in social media advertising 
should adhere to the regulation and principles 
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described in 1. Legal/Regulatory Framework, 
including CARO’s Advertising Ethics Code.

4.2 Key Legal Issues
In addition to observing Consumer Protection 
legislation (see 2.1 General Standards), adver-
tisers who choose to advertise on social media 
should consider the following.

GDPR Compliance
The primary source for protecting personal data 
in the European Union is the General Data Pro-
tection Regulation (GDPR). The provisions of 
the GDPR are applicable to operators of social 
media. Additionally, Cyprus has adopted nation-
al legislation in order to better implement and 
enhance its effectiveness. The focus of this sec-
tion is the criminal offences that can be commit-
ted by controllers in circumstances where:

• a controller has provided false, or misleading 
information to the Data Commissioner, or fails 
to cooperate with the Commissioner; and 

• a controller does not notify the Commissioner 
of a personal data breach, or does not carry 
out an impact assessment. 

The ECJ has ruled (Case No. C-210/16 and 
C-40/17) that website owners who use tools 
such as cookies or plug-ins to optimise their 
advertising on social media platforms are con-
sidered joint controllers with the social media 
platform for the purposes of the GDPR.

Accordingly, as a result of the ECJ case law and 
the criminal offences created by Cypriot domes-
tic legislation, operators should be vigilant in col-
lecting personal data.

The Digital Services Act (DSA)
In the near future it is understood that the Digital 
Services Act (DSA) will come into force in the 
European Union. We will focus on the two areas 

of the legislation which have an impact over 
social media advertising.

Content moderation – intermediaries
At present companies hosting data and other 
material in the EU are not liable for the content 
generated by its users. Whilst the existing rule 
will remain in place following the passing of the 
DSA, an exception is created whereby intermedi-
aries will be required to remove content deemed 
illegal once they have been notified of this.

Transparency obligations
The DSA, in its current form, includes provisions 
which directly relate to online advertisements 
and which will render advertisements more 
transparent. Generally, advertisements in online 
platforms and more specifically on social media 
will have to provide users with information allow-
ing them, inter alia, to appreciate that they are 
viewing an ad, why this ad has been displayed 
and on whose behalf the ad is presented.

4.3 Liability
The liability of advertisers for user-generated 
content has not been explicitly examined by the 
Cypriot courts. 

However, the approach of the Cypriot courts 
in considering the liability of website owners in 
respect to defamatory content may be useful. 
In the first instance case Christos Clerides a.o 
v Arktinos Publishings Ltd 5208/2010, dated 31 
January 2017, the court assessed the respon-
sibility of the host in respect to user-generated 
content by reference to the degree of control 
over the user-generated content, the actions 
taken once it became aware of a complaint in 
relation to the content and the nature of the con-
tent itself.

4.4 Disclosures
At present there are no exceptions to disclosure 
requirements for advertising on social media 



11

CYPRUS  Law and Practice
Contributed by: Constantinos Pashiardis, Stelios Christofides, Vasilis Charalambous and Maria Giorgalli, 
George Z. Georgiou & Associates LLC 

notwithstanding any space limitations. However, 
we would recommend including at the beginning 
of the advertisement the characters “#AD” irre-
spective of the social media platform.

4.5 Platform Requirements
There is no specific set of rules and regulations 
which apply for major social media platforms 
in Cyprus. However, the upcoming DSA legis-
lation will impose special obligations to major 
online platforms (those with 45 million members 
or more) which, inter alia, will include enhanced 
transparency, auditing requirements, advertis-
ing restrictions, data sharing with the relevant 
authorities, and the appointment of a specific 
compliance officer. 

4.6 Native Advertising
There are no special rules applicable to native 
advertising apart from the general advertising 
legislation and the industry-specific legislation 
identified in 1.1 Source of Regulations.

5 .  I N F L U E N C E R 
C A M PA I G N S

5.1 Trends
During the last decade, influencer marketing has 
become an increasingly important marketing 
resource in Cyprus, as in the rest of the world. 
The majority of the main social media platforms 
are used, with Instagram being the principal one 
on which influencer advertising is conducted. 
Whilst Cyprus has yet to publish guidance notes 
in respect of influencer advertising it is expected 
that, in the coming years, Cyprus will follow the 
global trend and adopt provisions enhancing 
transparency in influencer campaigns with a 
view to strengthening consumer protection.

5.2 Special Rules/Regulations on 
Influencer Marketing Campaigns
Cyprus does not, at present, have legislation 
or guidelines tackling the use of influencers in 
advertising campaigns and is, similarly to social 
media, (see 4.1 General Requirements) largely 
unregulated. However, the DSA (see 4.2 Key 
Legal Issues) and the enhanced disclosure 
obligations are expected to impact the use of 
influencers in advertising campaigns.

It is recommended that the general rules and 
regulations regarding misleading advertising in 
Cyprus (see 1. Legal/Regulatory Framework 
above) should be observed and influencers 
should disclose whether there is a material rela-
tionship with a brand or advertising agency.

5.3 Advertiser Liability
The CP Law 2021 encompasses an extensive 
definition of the word “trader” which includes … 
“and any person acting on behalf of the trader”. 
Whilst the application of this provision has yet 
to be tested by the Cypriot courts it is possi-
ble that an influencer may fall within the ambit 
of this definition and accordingly liability may 
extend to the advertiser itself. Consequently, it is 
advised that advertisers should actively monitor 
their influencers and ensure that the necessary 
contractual safeguards are in place to limit their 
liability.

6 .  P R I V A C Y  A N D 
A D V E R T I S I N G

6.1 Email Marketing
The General Data Protection Regulation (EU) 
2016/679 (GDPR) and the Cyprus Personal 
Data Law (Law 125(I)/2018), which implement-
ed certain provisions of the GDPR and repealed 
the Processing of Personal Data (Protection of 
Individuals) Law 138 (I)/ 2001, are the two main 
pieces of legislation that regulate personal data 
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processing in Cyprus. Under the GDPR, an entity 
that uses direct marketing, and specifically email 
marketing methods, will first need a legal basis in 
order to proceed and process personal data. In 
these circumstances, consent is the appropriate 
legal basis, while there are several exceptions 
determining whether it’s allowed to send emails 
to customers without asking for their consent.

E-Privacy Directive
Email marketing that is considered as a direct 
marketing method is regulated under the E-Pri-
vacy Directive, which requires an opt-in consent 
before processing a data subject’s personal 
data. However, if the data subject’s information 
was collected during the provision of services in 
the past and the individual was given the ability 
to opt out, emails may be sent on an opt-out 
basis, as long as the marketing relates to similar 
products/services for which the data subject’s 
details were originally collected. It should be 
mentioned that consent of a data subject refers 
to both a natural and a legal person.

Τhe Cyprus Personal Data Commissioner may 
impose a fine for infringements of up to EUR20 
million or 4% of annual global turnover, which-
ever is greater.

6.2 Telemarketing
Under the Radio and Television Broadcasting 
Stations Law of 1998 (as amended), which regu-
lates telemarketing activities, it is clearly stated 
that the transmission of telemarketing messages 
is prohibited during children’s programmes. The 
sale of pharmaceutical drugs through telemar-
keting is also prohibited.

In relation to the sale of alcoholic beverages 
through telemarketing methods the Law stipu-
lates, inter alia, that interested companies shall 
ensure that their promotion is not directed 
towards minors, does not depict minors con-
suming such beverages, does not encourage the 

excessive consumption of alcoholic beverages 
and does not provide a negative impression of 
abstinence from consumption or their measured 
consumption.

A violation of the above provisions may result in 
a fine of EUR8,500 for every day that the viola-
tion takes place by the Cyprus Radio Television 
Authority.

According to the guidance published by the 
Cypriot Data Protection Commissioner, call cen-
tres can use the numbers listed in the telephone 
directories or random dialling of telephone num-
bers systems, without the consent of the data 
subject, when this does not entail a promotional 
action for a specific product or other advertising 
purpose. This is not the case when the activities 
of call centres entail advertising or when there 
is a need to store the personal data of the data 
subjects, where they will need to obtain their 
consent first. 

In all instances, call centres will need to inform 
the data subjects regarding the details of the 
processing. Data subjects should be informed 
beforehand regarding the details of the control-
ler, the purpose of the call, the recipients and 
their rights according to Article 11(1) of the 
GDPR and provide means for the exercise of 
their right to refuse to receive calls in the future 
as well as the continuation of the current call.

6.3 Text Messaging
Direct marketing includes text messages (SMS) 
and emails that a customer receives from a ser-
vice (see 6.1 Email Marketing).

6.4 Targeted/Interest-Based Advertising
Please see the guidance at 6.1 Email Market-
ing, which applies equally to internet-based 
advertising.
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Depending on the specific circumstances, the 
available legal grounds for targeted advertising 
are consent and legitimate interests. According 
to recent guidance published by the European 
Data Protection Board (EDPB), in order for the 
ground of “legitimate interest” to apply the fol-
lowing conditions should be satisfied: 

• there is a legitimate interest pursued by the 
controller or a third party; 

• it is necessary (prior examination is needed 
regarding whether less invasive methods are 
available); and 

• a balancing test needs to be applied, examin-
ing whether the act is proportional and ensur-
ing that the legitimate interest is not overrid-
den by the individual’s fundamental rights and 
freedoms.

When marketeers resort to marketing methods 
of profiling and tracking across various web-
sites, devices and locations, they should con-
sider consent as being the most appropriate 
legal basis. However, the use of consent should 
not be considered as a panacea and will not be 
deemed as a valid ground for any disproportion-
ate or unfair processing of personal data.

According to the E-Privacy Directive (EC 
2002/58/E), consent, as opposed to legitimate 
interest, is the applicable legal basis for the use 
of cookies, pixels and tags. It should be further 
noted that the use of pre-ticked boxes or scroll-
ing through a website would not suffice as a valid 
consent and that any subsequent processing of 
personal information must also rely on consent.

In accordance with Article 26(2) of the GDPR 
controllers who wish to resort to targeted adver-
tising methods will have to inform the data 
subjects beforehand about any agreements 
with other controllers, be transparent about all 
aspects of their processing activities, and pro-

vide the means to the data subjects to exercise 
their rights.

Τhe Cyprus Personal Data Commissioner may 
impose a fine for infringements of up to EUR20 
million or 4% of annual global turnover, which-
ever is greater.

6.5 Marketing to Children
According to the Children’s Law (CAP 352), a 
child is a person under the age of 18 years. 
There are specific provisions which apply in 
respect to the marketing of goods/services to 
children in industry-specific legislation and in the 
Advertising Code published by CARO (see 1.4 
Self-Regulation).

Personal data is defined in the GDPR and the 
definition which is adopted in the Cypriot Per-
sonal Data Law 125(I)/2018 means any informa-
tion relating to an identified or identifiable natural 
person, in particular by reference to an identifier 
such as a name, an identification number, loca-
tion data, an online identifier or to one or more 
factors specific to the physical, physiological, 
genetic, mental, economic, cultural or social 
identity of that natural person.

The GDPR and the Cypriot Personal Data Law 
have specific provisions relating to the con-
ditions which need to be satisfied in order to 
obtain a child’s consent in relation to information 
society services. The GDPR prescribes that the 
age threshold for obtaining a valid consent of a 
child is 16 whereas the Cypriot Personal Data 
Law provides that in order for the processing of 
personal data of a child under the age of 14 to 
be lawful, the consent of their custodian or legal 
representative is needed.
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7 .  S W E E P S TA K E S  A N D 
O T H E R  C O N S U M E R 
P R O M O T I O N S

7.1 Sweepstakes
The main criteria of whether a sweepstake 
or chance-based contest is permitted or not 
depends on whether a participation or registra-
tion fee is necessary. If the sweepstake requires 
any form of consideration to be paid by partici-
pants, this activity is likely to be classified as a 
lottery which is expressly prohibited pursuant to 
the Lotteries Law (Chapter 74).

Lotteries in general are not permitted under 
Cypriot Law, unless they fall under the following 
exceptions: 

• government lotteries;
• small lotteries in which the proceeds shall be 

allocated for charitable purposes; and 
• private lotteries within organisations which 

are limited to the employees of those organi-
sations.

Apart from the possibility of the chance-based 
contest being classified as a lottery, sweep-
stakes are to a large extent unregulated. Whilst 
sweepstakes are unregulated, the general 
advertising framework and provisions ensuring 
the protection of consumers should be followed. 
Additionally, any collection and processing of 
personal data should adhere to the GDPR and 
the Law Providing for the Protection of Natural 
Persons with Regard to the Processing of Per-
sonal Data of 2018. The purpose of using the 
data collected must be clearly defined and the 
consent requirements provided by the GDPR 
should be observed. 

7.2 Contests of Skill
Cypriot legislation is silent with respect to 
games of skill. Absent any express legislation it 
is understood that games of skill are the oppo-

site of games of chance (see 7.1 Sweepstakes). 
Whereas the winner of a chance-based game 
is determined by luck, skill-based games are 
those in which the winner is determined based 
on a physical or mental attribute and requires the 
active participation of the individual. 

In circumstances where the winner is selected 
partly by a skill-based method and partly by 
a chance-based element this may constitute 
an infringement of the Lotteries Law provided 
that the word “lottery” is widely defined as any 
“scheme for distributing prizes by lot or chance”. 
The same considerations regarding consumer 
and data protection in respect to sweepstakes 
will also apply to skill-based contest.

7.3 Regulatory Bodies
The present Cypriot legal framework does not 
provide rules mandating any government/reg-
ulatory body registration or pre-approvals in 
respect to skill-based contests. 

As described above (see 7.1 Sweepstakes) 
almost all lotteries are unlawful. Therefore, any 
chance game which falls in the definition of lot-
tery is prohibited. The exception permitted by 
law in respect to charitable raffles require an 
express permission from the Minister of Finance. 

7.4 Loyalty Programmes
There are no specific rules or regulations 
regarding loyalty programmes in the Republic 
of Cyprus. However, rules should be clear and 
unambiguous and comply with the general con-
sumer protection legislation as well as data pro-
tection legislation where details of the owner of 
a personalised loyalty card are stored in a central 
database. 

7.5 Free and Reduced-Price Offers
An example of an unfair practice according to the 
CP Law 2021, is where a product is described 
as “gratis”, “free”, “without charge” or similar if 
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the consumer has to pay anything other than the 
unavoidable cost of responding to the commer-
cial practice and collecting or paying for delivery 
of the item. 

According to Section 36 (7) of the CP Law 2021, 
a consumer may request an appropriate price 
reduction or withdraw from the contract if:

• neither repair nor replacement is possible; 
• only repair is possible but it failed; 
• the seller did not complete the repair within a 

reasonable time; or 
• the seller did not complete the repair.

Pursuant to Section 45 of the Law, the seller who 
is selling at a discounted price shall ensure that: 

• the current selling price; or 
• the percentage of reduction, 

has a general notice of the reduction which is 
clearly identifiable that is related to this product 
and is clear and sufficient.

7.6 Automatic Renewal/Continuous 
Service Offers
Annex IV of the CP Law 2021 contains a non-
exhaustive list of clauses that may be considered 
as being abusive. As an example, it is stated that 
a clause which “automatically extends the valid-
ity of a fixed-term contract, in the absence of a 
consumer declaration to the contrary, where the 
deadline for not extending the contract has been 
set at a date which is too remote in relation to 
the actual contract termination date” is abusive. 
Consequently, whilst such a contract is theoreti-
cally possible such a clause may breach the CP 
Law 2021.

8 .  S P O R T S  B E T T I N G /
G A M B L I N G

8.1 Legality/Regulatory Framework
Gambling Legislation
Sports betting or gambling in general in the 
Republic of Cyprus is not prohibited. The pri-
mary legislation which regulates “gambling” 
across the Republic of Cyprus is the Betting 
Law of 2019 (Law 37(I)/2019) as well as the Code 
of Practice Related to the Advertising of Bet-
ting Activities (RDA 350/2017), which has been 
amended very recently with the RDA 02/2021.

Furthermore, the Law on Betting Houses, Gam-
ing Houses and Prevention of Gambling (Chap-
ter 151) regulates specific gambling activities 
and imposes criminal liability in regard to some 
types of gambling activities. The Law on the 
Establishment, Operation, Activity, Supervision 
and Control of Casinos (Law 124(I)/2015) as well 
as the Regulations Regarding the Operation and 
Control of Casinos (RDA 97/2016), which refers 
to the licensing as well as to the operation of this 
area in Cyprus.

The regulatory authority entrusted with over-
seeing betting activities is the National Betting 
Authority, whereas for casino gaming and rel-
evant activities which are regulated under Law 
124(I)/2015 the relevant authority is the National 
Gaming and Casino Supervision Authority. 

The Betting Law of 2019 defines “sports event” 
to mean any sport which is performed by natural 
persons for which physical strength and skill is 
required. 

Betting is defined as any type of betting as 
regards sports events where the participants 
are natural persons or any other type of event 
in which natural persons participate and these 
events are taking place, and under the condi-
tion that the award for each participant is deter-



LAw AND PRACTICE  CYPRUS
Contributed by: Constantinos Pashiardis, Stelios Christofides, Vasilis Charalambous and Maria Giorgalli, 

George Z. Georgiou & Associates LLC

16

mined by the person who organises the betting 
event, before or at the time of its execution, with 
reference to both the amount that each player 
paid for their participation in the betting and the 
specified odds of the specific betting.

Land-Based and Online Betting
Cyprus has established two main forms of legal 
betting which are land-based and online-based. 
Companies may apply and obtain the following 
licences for gambling activities pursuant to the 
Betting Law of 2019.

Class A
This licence regulates land-based betting. 
Land-based betting activities can take place in 
licensed premises. 

However, as regards casino-related games these 
activities may take place within the licensed 
casino premises and the satellite casino facili-
ties which have been previously approved by 
the National Gaming and Casino Supervision 
Authority for this purpose and for any use of slot 
machines.

Class B
This licence regulates online-based activities 
excluding slot machines, online casinos lotteries 
and horse races. This type of betting takes place 
remotely through the internet, tv, etc. In order to 
participate in such betting, each participant shall 
participate through an online account. 

Applicants wishing to obtain one of the above 
licences must include detailed know-your-
customer (KYC) documentation and the fee for 
obtaining a valid licence for a year is EURO30,000 
either for Class A or Class B.

Sanctions
The National Betting Authority may impose the 
following sanctions where there is a breach of 
the legislation or the terms of the licences:

• suspension of licence;
• revocation of licence; and
• imposition of administrative fines of up to 

EUR100,000. 

Additionally, offering unlicensed betting services 
or services in breach of the terms of an exist-
ing licence are also criminal offences carrying 
a sentence of imprisonment up to five years as 
well as fines up to EUR300,000.

8.2 Gambling Advertising Regulation
Advertising and marketing of sports betting is 
expressly regulated through the Betting Law 
2019, in addition to the provisions of the CP Law 
2021. Specifically, Section 89 of the Betting Law 
stipulates that it is a criminal offence when an 
advertisement:

• implies that gambling is socially acceptable, 
improves personal or financial success; 

• is endorsed by well-known personalities in a 
manner which implies that it is related to their 
success; 

• influences minors to participate;
• promotes betting services provided unli-

censed individuals; and/or 
• exceeds the boundaries of decency and 

propriety.

Anyone found guilty is liable to imprisonment for 
a period not exceeding six months or a fine not 
exceeding EUR30,000, or both.

Furthermore, the National Betting Authority 
has established an industry specific Code of 
Practice RDA 02/2021, which is applicable to 
licensed entities. Specifically, the RDA 02/2021 
offers guidance according to which advertise-
ments should be designed in a socially respon-
sible manner with an emphasis on the protection 
of minors and other vulnerable social groups. 
Advertisements must disclose, inter alia, the 
licensed person, their services, the regulatory 
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body and that the participation of minors in bet-
ting is prohibited.

The RDA 02/2021 details prohibited advertising 
practices namely where:

• the advertisement promotes excessive bet-
ting;

• not participating in gambling activities is por-
trayed in a negative light;

• antisocial behaviour is promoted;
• excessive alcohol consumption is promoted; 

and/or
• the vulnerabilities of minors or other vulner-

able persons are exploited.

9 .  C R Y P T O C U R R E N C Y  A N D 
N O N - F U N G I B L E  T O K E N S 
( N F T S )

9.1 Legal/Regulatory Framework
At present, there is no specific regulation regard-
ing the advertising of cryptocurrencies or NFTs. 
Further to the publication and approval of the 
National Strategy on Blockchain and Distrib-
uted Ledger Technology in 2019, which was 
drafted with the collaboration of government 
and non-government organisations, the Ministry 
of Finance published, on 06 September 2021, a 
proposed bill which will serve as umbrella leg-
islation for other targeted secondary legislation. 
This secondary legislation is expected to provide 
clarifications regarding the marketing and adver-
tising of cryptocurrencies. 

Additionally, the European Commission’s pro-
posed Regulation on Markets in Crypto-Assets 
(MiCa), which is expected to come into force by 
2024, and aims to improve competition, reduce 
risks and protect users and investors, will also 
incorporate clauses that prohibit unlawful mar-
ket influence through social media.
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George Z. Georgiou & Associates LLC is 
a full-service law firm, located in Nicosia, Cy-
prus, with 60 experienced lawyers, arbitrators, 
legal consultants and support staff. The firm 
has dedicated teams of experts in the fields 
of banking and finance, corporate and com-
mercial, international and local litigation, arbi-
tration and mediation, private client, property 
and construction, compliance and regulatory, 
employment and pensions, intellectual property 

and media, technology, tax, and family. It is a 
dynamic and modern law firm, priding itself on 
its devotion to professionalism, passion for ex-
cellence and commitment to the legal services 
it serves clients both in Cyprus and abroad. It is 
the sole Cypriot member of two prestigious in-
ternational law alliances, Ius Laboris and Global 
Advertising Lawyers Alliance (GALA), enabling 
international advice to be given locally. 

A U T H O R S

Constantinos Pashiardis is a 
lawyer at George Z. Georgiou & 
Associates LLC and a member 
of the International Litigation 
and IP and Media departments. 
He has been involved in several 

high-value cross-border commercial and 
company disputes. His commercial dispute 
practice includes cases relating to civil fraud, 
shareholder disputes, trust disputes, 
insolvency and asset recovery. He often 
appears before the courts of Cyprus and is 
regularly instructed on interlocutory 
applications such as freezing injunctions and 
discovery applications. Constantinos works 
extensively with counsel from various 
jurisdictions in enforcing international 
judgments and arbitral awards. He also advises 
on both contentious and non-contentious 
intellectual property and advertising matters.

Stelios Christofides is a lawyer 
at George Z. Georgiou & 
Associates LLC and a member 
of the Corporate, Commercial 
and Regulatory and IP and 
Media departments. He advises 

on corporate, insolvency and non-contentious 
intellectual property matters. He has worked 
on major restructuring projects, including the 
restructuring of the Cyprus Co-op, providing 
advice and transactional work on the 
subsequent creation of a “bad bank” portfolio 
management company holding NPL assets of 
EUR8.3 billion, and the performance of a legal 
due diligence on a EUR400–600 million 
portfolio of non-performing loans from a 
Cyprus Bank. Stelios is also actively working 
with local government and semi-governmental 
clients on their corporate requirements.
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Vasilis Charalambous is a 
lawyer at George Z. Georgiou & 
Associates LLC and the head of 
GZGTech. He advises public 
and private sector clients on 
emerging technology and 

personal data issues including blockchain, 
crypto-assets and distributed ledger 
technology. He is currently working on major 
projects undertaken by the firm, such as the 
provision of services for the compliance of the 
Cyprus Health Insurance Organisation and the 
Cyprus Anti-Doping Authority with the GDPR. 
Vasilis is a member of the Technology 
Committee of the Cyprus Bar Association as 
well as the Parliamentary ad hoc subcommittee 
for the development and implementation of 
blockchain and DLT in Cyprus.

Maria Giorgalli is a lawyer at 
George Z. Georgiou & 
Associates LLC and a member 
of the Corporate, Commercial 
and Regulatory (CCR) and IP 
and Media departments of the 

firm. She holds an LLB in Law from the 
University of Cyprus and an LLM in Corporate 
and Financial Law from the University of 
Glasgow and has been called to the Cyprus 
Bar. Maria provides daily legal support to 
clients on corporate law and regulatory 
matters, reviews legal documents, drafts 
agreements and assists with the incorporation 
of companies in Cyprus. She also works on IP 
projects undertaken by the firm.

George Z. Georgiou & Associates LLC
1 Iras Street
1060 Nicosia
Cyprus

Tel: +357 22763 340
Fax: +357 2276 3343
Email: admin@gzg.com.cy
Web: www.gzg.com.cy
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