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November 16, 2009

OPERATIONS NOTICE OPN-09-08

To: Operating Company Managers
Local Government Contacis
From: BC Transit Operations Division
Prepared By: Mike Davis, VP Business Development, CIO
RE: BC Transit Advertising Policy

BC Transit has revised its policy with respect to advertising on the exterior and internior of buses.
The policy was revised to be in complance with the judgement of the Supreme Court of Canada
which found that previous poticy was an undue restriction of the freedom of speech

The attached policy was approved by BC Transit's Board of Directors at its meeting on October
28, 2009 and will guide the sale of adverising. This function 1s undertaken on behalf of locai
governments and BC Transit by Lamar adyertising company.

There are three main differences in the policy These are

13 Alcohol related advertising will be accepted provided a mimmum of 10% of the space Is
given tc messages of sccial responsibility

2} Election advertising will be accepted dunng the designated campaign penods

3) Advocacy advertising will be accepled prowded that purchaser of the message 1s clearly
noted
All advertising must comply with the laws of Canada and BC and with the Canadian Code of
Adverlising Standards,

If you have any questions or concerns with respect to the implementation of this revised policy,
please contact the undersigned at your convenience

Yours Sincerely

Mike Davis

Vice-President Business Development & CIC
Phcne: (250) 995 5617

Fax (250) 995 5639

email; Mike Davis@BC Transit.com

Copy: Byron Montgomery - Lamar Advertising
Peter Rantucct, RTMs, Joanna Mortcn - BC Transit

Attach: Operations Notice OPN-09-08 BC Transit Advertising Policy




ADVERTISING POLICY
OBJECTIVE

The display of advertisements on BC Transit property which provides a safe and
welcoming public transit system while generating revenue for BC Transit.

POLICY

1.

The display of acceptable advertisements on BC Transit vehicles, property
and in printed and electronic publications is accepted as a means of
generating revenue for BC Transit.

Advertisements accepted for display on BC Transit properly or in its
publications shall confarm to the standards and limitations from time to time
adopted by the Board of Directors.

Unless authorized by the Board of Directors, BC Transit shall not endorse any
product, service, cause, or proposition.

. In determining the acceptability of any advertisement BC Transit will be

quided by the general principles embodied in the attached Canadian Code of
Advertising Standards, as may be amended by them from time to time (The
Advertising Standards).

All advertisements must comply with the laws, statutes, regulations and
bylaws in force in the Province of British Columbia.

Even if otherwise acceptable under this policy, advertisements which promote
any alcoholic beverage product, company or brand must include an
embedded message of social responsibility which occupies a minimum of
10% of the total advertising space.

Even if otherwise acceptable under this policy, advertisements which convey
information about a meeting, gathering or event must contain the name of the
sponsoring group, the name of the persons participating in the event and the
location, date and time of the event.

Even if otherwise acceptable under this policy advertisements which portray
any political, 1ssue oriented, controversial or advocacy advertising shall
comply with the Advertising Standards, be of a positive nature and clearly
identify the sponscring organization.

Election advertising which consists of candidate name, parly, riding or
Jjurisdiction, office soughlt, election date and slogan may be accepted, space
allowing, during the designated election period and shall conform to all
applicable provincial and federal acts with respect to such advertising.




The Canadian Code of Advertising Standards

Scope of the Code
The autharily of Ihe Covde apglies only to the content of adverbsements and does not prohibl The

promation of legal progucts or services or thew partrayal in circumstances of normal use. The
conlext and content of the adverizermneant and the autence aciually, or ikely 1o be. or inlendad 1o
B reached by the adverlisemant, and the mediomimedia vsed to deliver the agvemeament, are
relevant factars in essessing its canfarmily with the Code In the matter of consumer comiplainls
Councs will be encouraged la refer, whan i ther judgment 1 would be helpiul and appropirate 1o
oo 59, to the panciples expressad so the Gender Forkayal Gindadings respechng the

represeniations of wemean and men n adverisements

Code Provisions

ek

Accuracy and Clanty

2  Disquised Adverising Techrigues
3. PBnce Clams

4  Baut and Swilch

5 Guarantees

& Comparahve Advertising

7 Teshmomals

8 Professicnal gr Soentific Claims
9 Imilakan

10 Safaty

11 Superstlion and Fears

12, Adverlising lo Children

13, Adverdising (o Mingrs

14 Unacceplable Depicltiens and Pordrayals

1. Accuracy and Clarity
{3) Adveriisemeants must ngl conlaim inaccurale of deceplve claims, statements dlustrabons of

represenlations, elher direcl ormpligd, with regard to a produc] of senice |0 assessing the
truthlulngss and accuracy of 2 massaga. (he concemn 15 not with the mant of the sender or
pracise lggahty of the gresentation. Rathar, the focus 1s on the message as receved or percerved

1& the general impression conveyed by the adverhsement




(b Adverisaments must oot omit retevant informaticn in a manner that, in the resull, 15 deceplive
) All perinent details of an adverlised offer must be ciearly and understandably staled

(d esclamers and astensked or footnated imfarmalion must not contracict more promunerst
aspects of the message and should be located and presented in such a manner as Lo be clearly

wisile andfor audible

(&) Balh in prmople and prachee, all advertising claims and represenlalions musl be supporable
If the suppod on which an advertised Claim or representalion depends 1s lest or survey dala, such
dala rmus) pe reasonably competant and reliakle, reflectimg acceptad principles of research
design and execution 1hat characlenze the current siate of the at Al the same ime, however,
such research should be economically and techmically feasitle. with due recoegrihon of the

vanous costs of domg business

(f) Tne enlty that s the adverliser in an sdvocacy adverlisemen) mus! be clearty wenthied as tha

advertisan i eilher or both the aucio or wvideo porben of The advecacy adverisement

2. Disguised Advertising Technigues
Mo advertisement shall be presanted in a formal or style which conceals s commansial infam

3. Price Claims
i3] No advertisement shall nclude deceptve prnce claims or discounts, unrealistic pnca

companscns or exaggerated claims as to worth ar value “Regular Price,” "Suggested Retail
Price.” "Maoufaclurer's List Price” and “Fair Market Walue® are deceplivg lerms when used by an
advertiser to indicale a savings. unless thay reprezen| pnices al which, in the markeiplace wheare
lhe advertisemen] appears. the adveriser actually sold a substanhal volume of the advertised
praduci or senace within a reasgnable panod of ime (such as six months) immediately betore or
after making the representahon in ihe advetisenment, of offered the product or senice for sale in
good faith lor a substantal period of ime (such as s manthsy mmedialely before or after making

the reprasentation m the adverisemen

(o) Where price discounts are ofered, qualifnng stalemenis such as “up o, XX off,” etc , must
be in easly readable type. in clase proxmuty ta the znces quoled and, where practical, legqilimale

regular prices must be ncluded

ey Prices gucled mn adgverhisemenls in Canadian media, other than n Canadan funds, must be so

wdentified




4. Bait and Switch
Adverisemanls must not misrepresent the consumer's opporunily to purchase the goods and

services at the terms presented If supply of the sale ilem s imited, or tha saller can ulfil only
lmiled demand, s must ba clearly stated in the adverisement

5. Guarantees
Ma adverlsement shall offer 2 quaraniee of waranly unless the guaranles or warranly is fully

explamed a5 1o condiions and imils and the narma of the guarantar ar warranlor s provided, or il

Is indicated where such inforrmahon may be otamned

6. Comparative Advertising
Advertisemers must naf, untarly. discredit, disparage or altack other products, services.

advertisemenls or companies, of exaggerale the nature arsmperance ol competidive differences

7. Testimonials
Testimomals, endorsements or representalions of cpinion or preference. must raflect the geaunsa

reasonably current epimon of the mdiadual (). group or srganizalion makmg such
regresentalions. and mus! be based upon adequale informaton aboul or experience wath the

product or sennce being adverlised. and mus! not ctherwise be deceplive

8. Professional or Scientific Claims
Adverisaments musl not distort the rue meamng of slalemants made by protessienals o

scianbic authones Advedising claims must nolimply 1hal Ihey have a scienlific bass hat they
do not truly possess Any sciantfic. professonal ar authantzlive claims or statemenls must be

applicable fo fne Canadian contaxt, unless athenwvize clearly slateg

2. Imitation
MNo adverhser shall imilale the copy. slogans or illustialions of anothar adverdiser in such a

mannar as 1o mislead he consumer

10. Safety




Adverhsemeanls must not wilhoul reasan, jushfiable on educaticnal or social grounds, display a
disregard for salaly by depiciing sluations Lhat might reasonably be mterpretad as encouraging

unsale or dangerous prachicas, or acls

11. Superstitions and Fears
Adverizemnanls must not explan superstilicns or play upon fears 1o mislead the consumer

12, Adventising to Children
Advarhising that 15 direcied (o childran must not explad 1her credulity, lack of expenence Gr Iner

sense of loyally, and must nol present information ar illusiralons thal meght rescll 0 ther

physical, emolional or moral narm

Chuld-directed adverlising i the broadeast media is separately ragulated by the Broadcas! Code
for Advertising lo Chidren, alse adrmimsiered by ASC Advertising Io children in Duekec is
protututed by the Guebes Consumer Prolection Act

13. Advertising to Minors
Preducts prohibiled from sale 1o minors must nol be advertised n such 2 way az 1o appeal

parhicularly to persons under tegal age. and people featured in agverbsgments for such products
musl ke and clearly seen 1o be. adulls under Ihe law

14. Unacceptable Depiclions and Portrayals
s recogrized that advedisemenis may be disiastelul wilhowt necessanly conflicling with the

provisiens of 1his clause 14, and the facl that a pariicular crodoct or sevice may e offenswa o

some people 45 nol sufficiert greunds for obpecting to an adverlisement for that produc! or semvice

Adverisemanls snall nol

18] condane any form of personal discnmimaticn. mcluding tha! based upon race. nalional ongn
religion, sex or age,

(D) appear in a realistic manner to axplol. condone or incile vislence. nor appear o condona, or
directly encourage. bullying; nor directly ancourage, or exhibit obwious indifference 1o, Lnlawiul

bahavic




[} demean, oenigrate or dispdrage ary idenlfiable parsen. group ol persons firm. orgamzalion
mdustnal or commercial actvily, prefession, preduc! or senvice or attermpt 1o bBring | o7 them nio

pubhs contempt or ndicule;

{d) undarmne human dignity, or display obwvicus ingiference 10, of encourage. graluilously and
wilthaat menl. conduct or allitudes 1hat offend the standards of pubhic decency prevailing amang 3

significant segment of the population




