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developments in 2026 and key advertising
developments in the outdoor sector



OVERVIEW

Summary of findings from a targeted survey of ICAS

members in key global markets*:

Overview of key regulatory themes shaping the

advertising landscape, based on 2025 and 2026

survey results

Overview of key sensitive issues across key markets

Specific considerations for outdoor advertising

ICAS & ICAS Global Think Tank activities

*Count r ies  that  par t ic ipated  in  the  survey :  Aust ra l i a ,  Be lg ium ,
Braz i l ,  Canada ,  Ch i le ,  F rance ,  I nd ia ,  the  Nether lands ,  New Zea land ,
the  Ph i l ipp ines ,  Roman ia ,  S ingapore ,  South  Af r ica ,  South  Korea ,
Spa in ,  Sweden ,  Turkey,  the  Un i ted  K ingdom,  and  the  Un i ted  States .



Introducing ICAS
Founded in 2016, ICAS brings together ad
standards bodies / Self-Regulatory
Organizations (SROs) and industry stakeholders
from across the world.

We are a global network of dedicated experts
and organizations working together to advance
responsible advertising and to develop
common solutions to the evolving challenges
facing the advertising industry today.

In 2024 we launched our new hub for
forward-looking debate and research on
responsible advertising: the ICAS Global Think
Tank.



ICAS 2026 SURVEY

H F S S  F o o d s  A d v e r t i s i n g  /  L H F  ( 7 0 % )

A I  a n d  A u t o m a t e d  A d v e r t i s i n g  ( 6 5 % )

D i g i t a l  S e r v i c e s  /  O n l i n e  P l a t f o r m s  ( 4 0 % )

G a m b l i n g  A d v e r t i s i n g  ( 6 0 % )

E n v i r o n m e n t a l  &  S u s t a i n a b i l i t y  C l a i m s  ( 4 0 % )

Top 5 legislative or regulatory
developments in 2026 in 20 key ICAS
markets*
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What  a re  the  key  l eg i s l a t i ve  o r  r eg u l a to r y  d eve l o p m e n t s  i n  your  count ry?  

*Source :  ICAS  Survey  2026.  F ind ings  a re  based  on  20  responses  f rom SROs  represent ing  key
ICAS  markets  across  a l l  reg ions .  



KEY DEVELOPMENTS 

H F S S  F o o d s  A d v e r t i s i n g  /  L e s s  h e a l t h y
f o o d  a d v e r t i s i n g  h a v e  r e m a i n e d  t h e  t o p
r e g u l a t o r y  i s s u e  ( 7 0 %  o f  m a r k e t s )

R e g u l a t i o n  o f  A I  a n d  a u t o m a t i o n  n o w  i n
6 5 %  o f  m a r k e t s  ( f r o m  3 5 %  i n  2 0 2 5 )

Key findings: 
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Comparat ive  data*  

G a m b l i n g  a d v e r t i s i n g  r e m a i n s  a  t o p
i s s u e  ( i n  5 5 %  o f  m a r k e t s  i n  2 0 2 5  a n d  i n
6 0 %  o f  m a r k e t s  i n  2 0 2 6 )

*Source :  ICAS  Survey  2025  and  2026.  F ind ings  a re  based  on  20  responses
f rom SROs  represent ing  key  ICAS  markets  across  a l l  reg ions .



ICAS 2026 SURVEY

Top 10 sensitive issues in key ICAS
member countries in 2026*:

I n f l u e n c e r  M a r k e t i n g  ( 7 5 % )

H F S S  F o o d s  A d v e r t i s i n g  ( 7 0 % )  

G a m b l i n g  A d v e r t i s i n g  ( 6 0 % )

A I  a n d  a u t o m a t e d  a d v e r t i s i n g  ( 7 0 % )

A d v e r t i s i n g  t o  C h i l d r e n  ( 6 0 % )  

A l c o h o l  A d v e r t i s i n g  ( 5 5 % )

D i g i t a l  S e r v i c e s  /  O n l i n e  P l a t f o r m s  ( 5 0 % )  

E n v i r o n m e n t a l  &  s u s t a i n a b i l i t y  c l a i m s  ( 4 5 % )

P r i v a c y  a n d  d a t a  p r o t e c t i o n  ( 4 0 % )

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

( 4 0 % )
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What  a re  the  key  s e n s i t i ve  i s s u e s  i n  your  count ry?  

*Source :  ICAS  Survey  2026.  F ind ings  a re  based  on  20  responses  f rom SROs  represent ing  key
ICAS  markets  across  a l l  reg ions .



KEY DEVELOPMENTS

I n f l u e n c e r  m a r k e t i n g  r e m a i n s  a  t o p
s e n s i t i v e  i s s u e ,  w h i l e  a r e a s  s u c h  a s
e n v i r o n m e n t a l  a n d  s u s t a i n a b i l i t y
a d v e r t i s i n g  a n d  a d v e r t i s i n g  f o r  c r y p t o -
a s s e t s  a r e  s e e n  a s  l e s s  c r i t i c a l .

G r o w i n g  c o n c e r n :  A I  a n d  a u t o m a t i o n  a s
w e l l  a s  p r i v a c y  a n d  d a t a  p r o t e c t i o n .

Key findings: 
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Comparat ive  data*

H F S S  a d v e r t i s i n g ,  a l c o h o l  a d v e r t i s i n g
a n d  a d v e r t i s i n g  t o  c h i l d r e n  r e m a i n  h i g h
o n  t h e  a g e n d a .

*Source :  ICAS  Survey  2025  and  2026.  F ind ings  a re  based  on  20  responses
f rom SROs  represent ing  key  ICAS  markets  across  a l l  reg ions .



Public visibility & placement challenges: 

The public, unavoidable nature of OOH advertising increases sensitivity around

harm and offence compared with other media.

The lack of audience targeting creates heightened risk for certain content (e.g.

horror films or age-restricted ads), making placement rules critical.

Nudity or sexual content, offensive language, stereotypes, and material that may

cause fear or distress are more likely to be considered irresponsible in public

space.

Impact of regulated categories: Restrictions on HFSS/less healthy foods, gambling,

alcohol and similar categories can disproportionately affect OOH due to its general-

audience exposure.

Disclosure and legibility: Mandatory qualifications must be prominent and readable

at a reasonable distance; the risk associated with “small print” is amplified in poster

formats.

Risk of over-regulation: In addition to national rules, local authorities may impose

their own bans or restrictions on OOH advertising, increasing complexity and

fragmentation.

CONSIDERATIONS:
OUTDOOR ADVERTISING



ICAS ACTIVITIES

Supporting high standards in practice: 
We develop global guidance / roadmaps for
SROs and/or the advertising industry on key
topics such as influencer marketing,
environmental claims, HFSS foods and the
labeling of AI generated content (upcoming). 

ICAS Global Think Tank: 
In September 2024, we launched a new
platform to help us address the most pressing
challenges facing the advertising sector,
generating insights that support evidence-
based policymaking, strengthen advertising
standards, and deliver positive outcomes for
people and communities worldwide. 

Strengthening self-regulation globally: 
We bring together ad standards bodies and
the industry to promote effective and
credible SR. Through horizon scanning,
analysis and member surveys, we strive to
identify emerging regulatory trends early,
helping SROs and industry prepare and
adapt.



What  sta r ted  w i th  tobacco ,  a lcoho l
and  HFSS  i s  now w iden ing  to

gambl ing ,  foss i l  fue l l ed  act iv t ies
(a i r l i nes ,  ca rs ,  energy) ,  fast  fash ion

and u l t ra  fast  fash ion .  The  l i cense  to
adver t i se  i s  a t  stake  and  i t  fue ls  the
cu l tu ra l  dev ide .  We need to  answer

th is  in  a  nuanced and  ba lanced way.
Not  conf ronta t iona l  but  shared  goa ls
and  ob ject ives  reached w i th  d i f fe rent

means .  Bann ing  ads  wont  so lve  the
prob lems ;  showing  a t t ract ive

a l te rnat ives  does .

ICAS member feedback / 2026 survey 



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

ICAS Global Think Tank?

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

https://icas.global/

