
MANIFESTO FOR  
THE NEW EUROPEAN  
COMMISSION AND THE 
EUROPEAN PARLIAMENT
2019–2024

Key priorities and messages  
for the next policy cycle 

EACA is the voice of Europe’s communications agencies 
and  associations, promoting the economic and social 
contributions of commercial communications to society. 
EACA monitors and  engages in relevant policy debates, 
supports evidence-based and proportionate regulation, 
forms industry coalitions, and promotes and participates  
in the development of industry standards. 

EACA’s members comprise advertising, media, digital, 
branding and PR agencies as well as their national  
associations –  representing more than 2,500 organisations 
from nearly 30 European countries that directly employ 
over 120,000 people.

EACA’s membership comprises both corporate 
members and national associations. They  
represent, among others, advertising, media, 
event, branding and PR agencies. 

The agencies’ place in programmatic advertising
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1. Evidence-based policy-making 
 Before creating new or updating existing rules, there  

must be evidence that such action is indeed required. 
Impact  assessments must be objective, comprehensive  
and  inclusive. They should analyse the potential impact  
of  regulation on all relevant sectors and take into  
account the views of all relevant stakeholders and  
experts.  Public consultations can provide helpful insights  
but should never be considered a representative  
snapshot of the  EU’s public opinion. 

2. Principle-based, technology-neutral 
and future-proof

 Policy should be principle-based and not overly 
prescriptive.Thisgivesflexibilitytothosewhohaveto 
implementit,whichoftencomesalongwithsignificant
financial,administrativeandtechnicalburdens. 
Given rapid technological developments, policy should  
notprescribetheuseofspecifictechnologies.

3.  Stakeholder involvement 
 Policy-makers need to deal with increasingly complex  

technical issues: it is therefore imperative to involve  
practitioners into the debates as early as possible and on  
a regular basis. Academic insights are invaluable but  
cannot be the sole driver of the EU’s largely digital future. 

PRINCIPLES FOR BETTER 
POLICY-MAKING 

MESSAGES TO  
POLICY-MAKERS 

EACA calls on policy-makers to: 

1.  Foster innovation, creativity and investment 
 The EU’s digital future is data-driven. Big Data, the  

InternetofThingsandArtificialIntelligenceareonly 
some examples. Companies must have access and  
the ability to use such data in a responsible way to  
develop new and creative services and applications. 
They need a robust framework and legal certainty  
to justify long-term investments.

 
2.  Recognise the value of ad-based  

business models 
 Many services, applications and content that consumers 

enjoy daily are funded through advertising – including 
quality journalism. Sometimes access is conditional upon 
the use of certain types of data as a value exchange. 
The responsible and transparent use of data is pivotal  
to the ad industry and is the driver of success and  
employment. 

3.  Uphold advertising self-regulation 
 The advertising industry can look back on decades  

of successful self-regulation, ensured through codes  
of conduct, a complaint-handling mechanism and  
effective sanctions administered by a network of  
self-regulatory organisations. Any future legislation should 
give self-regulation the proper recognition and space  
tothriveforthebenefitofEuropeanconsumers,industry
and regulators. 

4.  Promote fair business relations and  
a level-playing field

 Advertising and media agencies work closely with and 
invest heavily in platforms when placing ads online.  
They must be able to rely on fair, transparent and  
balanced trading practices. This includes transparency 
around platforms’ metrics, which are essential for  
agencies to objectively assess the effectiveness of  
campaigns and consider investment decisions.  

5.  Help train and retain talent
 Thecreativeindustrycontributessignificantlytogrowth

and jobs in Europe. However, access to creative talent 
is not always easy. While the industry engages in various 
education and training programmes (such as EACA’s 
“Inspire”), policy-makers should support such efforts by  
facilitatingtherecognitionofqualificationsandenhancing
mobility for employees within and beyond Europe. 

WHO WE ARE 

EACA strives to be the most effective  and  influential 
force in the communications  industry across Europe. 
We support our  membership both proactively and   
responsively with services in these areas: 

Advocacy and Outreach 
We promote and protect the interests of 

 Europe’s communications agencies 
through our lobbying activities.

Thought Leadership &  
Industry Initiatives

EACA is partnering with other  
industry bodies to tackle some of the  

keyindustryissueswhichinfluenceagency
business at a large scale.

Education & Training
EACA is home to “Inspire”, the single 

European hub with education and training 
opportunities for all stakeholders in the 

communications industry.

Events & Advertising Awards
EACA runs two advertising awards annually: 
theEffieAwardsEuropeforeffectiveness

and the IMC European Awards for  
brand activation.
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