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PART A – Workshop SUMMARY 

1 Workshop details 

1.1.  Organization X 
☐☐ 

CEN       
CENELEC 
Joint      with 

 
 
☐ CEN lead 

 
 
☐ CENELEC lead 

1.2.  Title Framework for the identification of advertising for high-carbon products and services      

1.3.  Scope The objective of this Workshop is to develop a CEN Workshop Agreement (CWA) that 
will identify a standardized, science-based approach for defining high-carbon goods 
and services in the context of advertising and commercial communications. At 
present, there is no harmonized definition or methodological framework for 
identifying high-carbon goods and services for advertising purposes. This lack of 
alignment creates inconsistency and uncertainty for organizations seeking to align 
advertising estates, sponsorships, and commercial partnerships with sustainability 
objectives, net-zero commitments, and other climate or health-related policies. The 
absence of a shared framework represents a barrier to coherent climate action, public 
procurement practices, and commercial governance across jurisdictions. The 
Workshop aims to address this gap by providing clear, transparent, and evidence-
based criteria and processes that can be applied across diverse advertising contexts     
. The CWA is intended to support consistent decision-making while remaining 
adaptable to local or institutional policy priorities. The CWA will complement existing 
sustainability management frameworks, including possible relevant ISO standards, 
established industry practices relating to permitted and prohibited advertising 
content, and applicable national and international legislation. It is intended as a 
practical tool for organizations that own, manage, or control advertising estates, while 
also recognizing its broader impacts on advertisers, the advertising value chain, and 
citizens and consumers. 
 

 Does this WS stem 
from an EU Research 
project? 

☐ 

 

 

X 

YES  
Name of the project: Type here 
Grant number: Type here 
End date Type here 

NO 

1.4.  Financial support ☐ 
☐ 
☐ 

EU Research project 
EC/EFTA          Grant reference: Type here 
Other               Specify, if needed: Type here 

1.5.  WS 
Proposer/Proposed 
Chair
  

Name:  
Organization: 
Postal address: 
Email: 
Phone: 
Webpage: 
Contact person (name and email): 

Robbie Gillett 
Adfree Cities 
30 - 64 Pennywell Road, Bristol, BS5 0TL, England 
robbie@adfreecities.org.uk  
+44 7934 591 267 
www.badverts.org  
Robbie Gillett 

  
WS proposer 

 
Name: 
Organization: 

 
Robbie Gillett 
Adfree Cities & Badvertising 

mailto:robbie@adfreecities.org.uk
http://www.badverts.org/


 

Postal address: 
Email: 
Phone: 
Webpage: 
Contact person (name and email): 

30 - 64 Pennywell Road, Bristol, BS5 0TL, England 
robbie@adfreecities.org.uk  
+44 7934 591 267 
www.badverts.org  
Robbie Gillett 
 

1.6.  WS Secretariat Organization: 
Postal address: 
Email: 
Phone: 
Webpage: 
WS Secretary name: 
Email: 
Phone: 

UNI – Italian NSB 
Via Sannio 2, Milan 
adriano.ferrara@uni.com 
+39-0270024221   
www.uni.com 
Federico Turano 
Federico.turano@uni.com 
+39-0270024790   

1.7.  CEN and CENELEC 
Management Centre 
(CCMC) contact 

Organization: 
Postal address: 
Webpage: 
CCMC Project Manager name: 
Email: 
Phone: 

CEN and CENELEC 
Rue de la Science 23B - 1040 Brussels, Belgium 
https://www.cencenelec.eu/Pages/default.aspx 
Claire Van Thielen 
cwa@cencenelec.eu  
+3225500831 
+32478793545  

1.8.  Tentative date and 
place of the Kick-off 
Meeting 

Date: 11 June 2026 Place: Online / Zoom 

1.9.  Does the proposed 
Workshop fall within 
the scope of existing 
CEN and/or CENELEC 
Technical Bodies?1 

X 
 
 
 
☐ 

 

YES 
Specify: CEN/TC 467 'Climate change’ has been 
consulted from 2026-03-17 to 2026-04-17 
 
NO 

1.10.  Are there other 
Technical Bodies or 
Joint Advisory and 
Coordination Groups 
potentially 
interested in the 
Workshop? ?2 

☐ 
 
 
 
X 

YES 
Specify: 

 

NO 

 

1.11.  Are the following 
aspects affected? 

Safety matters 
Management system aspects 
Conformity assessment aspects 
Security matters 

YES3 
YES4 
YES5 

☐ 
☐ 
☐ 

NO7 
NO 
NO 

X 
X 
X 
X 

 
1 Part A and Part B of this form shall be sent by the WS secretary to the secretary of the Technical Bodies identified in this section to inform them about the creation of the WS 
and register any possible objection within 30 days (45 during the holiday period). 
2 Part A and Part B of this form should be sent by the WS secretary to the Bodies identified in this section to inform them about the creation of the WS. 
3 Work on the proposed CEN and/or CENELEC Workshop shall not be initiated. 
4 The CEN and/or CENELEC Workshop proposal shall be submitted to the CEN/CENELEC BT(s) for decision. 
5 CEN-CENELEC Internal Regulations - Part 3, Clause 33 applies. 
7 See Note 2 in CEN-CENELEC Guide 29, Clause 3. 

mailto:robbie@adfreecities.org.uk
http://www.badverts.org/
https://www.cencenelec.eu/Pages/default.aspx
mailto:cwa@cencenelec.eu
tel:+3225500831
tel:+32478793545


 

  YES6 ☐ NO8 
Add information/explanations if Management System aspects and Conformity Assessment 
aspects are affected: 
Type here 
 

2 WS Deliverables 

2.1.  CEN Workshop Agreement #1 

2.1.1  Title ☐ 
☐ 

Same as WS title (1.2) 
Other: Type here 

2.1.2 Scope  This CWA specifies a standardized, science-based approach for the 
identification of high-carbon goods and services in the context of advertising 
and commercial communications. It provides criteria and methodological 
principles intended to support transparent and consistent decision-making by 
organizations seeking to align advertising estates, sponsorships and 
commercial partnerships with sustainability objectives, net-zero commitments, 
and related climate or health-related policies. This CWA is applicable to 
organizations that own, manage or control advertising estates and related 
commercial policies. It is intended to be used across different advertising 
contexts and to remain adaptable to local or institutional policy priorities. This 
CWA is intended to complement existing sustainability management 
frameworks, relevant standards, established industry practices, and applicable 
legislation. It does not establish legal obligations, impose advertising bans, or 
replace applicable legal or regulatory requirements. 
 

2.1.3 Does the proposed 
CWA conflict with a 
published EN  

☐ 
 

X 

YES 
Specify: Type here 

NO 
In case the answer is ‘yes’, the development of the CWA shall be stopped 

 
6 For projects dealing with security matters the security risk analysis provided in Annex I shall be carried out. 
8 See Note 2 in CEN-CENELEC Guide 29, Clause 3. 
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PART B – Project Plan 
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1 Status of the project plan 
Draft project plan for public commenting (Version 1.0) 

This draft project plan is intended to inform the public of a new Workshop. Any interested party can take part 
in this Workshop and/or comment on this draft project plan by sending an email to the WS secretary.  

All those who have applied for participation or have commented on the project plan by the deadline will be 
invited to the kick-off meeting of the Workshop on 11 June 2026. 

2 Workshop proposer and potential Workshop participants 
2.1 Workshop proposer 
Robbie Gillett, Adfree Cities & Badvertising 

Robbie Gillett is a founding director of Adfree Cities who campaign to reduce the harms of corporate outdoor 
advertising. The organization works with local authorities, municipalities and residents to restrict adverts for 
harmful products such as fossil fuels, gambling and junk food.  Adfree Cities are also a partner organization to 
the Badvertising campaign - together with the New Weather Institute. Badvertising is a campaign to stop 
adverts, such as those by fossil fuel companies, car companies and airlines, from fuelling the climate emergency, 
supporting a shift in social attitudes away from these products and towards a cleaner, sustainable future. 
Badvertising works closely with Adfree Cities towards policy change at local, national and international levels 
that restricts climate-harming or ‘high-carbon’ advertising. At present, there is no harmonized definition or 
methodological framework for identifying high-carbon goods and services for advertising purposes. This lack 
of alignment creates inconsistency and uncertainty for organizations seeking to align advertising estates, 
sponsorships, and commercial partnerships with sustainability objectives, net-zero commitments, and other 
climate or health-related policies. The absence of a shared framework represents a barrier to coherent 
climate action, public procurement practices, and commercial governance across jurisdictions. The Workshop 
aims to address this gap by providing clear, transparent, and evidence-based criteria and processes that can 
be applied across diverse advertising contexts, benefitting stakeholders including consumers.  

 

2.2 Potential participants 
This CWA will be developed in a CEN Workshop that is open to any interested party. The participation of 
the following categories of stakeholders would be particularly helpful and is strongly encouraged for the 
development of the CWA 

● Local government representatives who own and run advertising sites, including public 
authorities such as transport bodies, municipal and regional governments, and other public-sector 
organisations responsible for managing advertising estates in public spaces. These actors play a key 
role in integrating climate, environmental, and public health objectives into advertising policies and 
procurement strategies. 
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● Other types of advertising estates, including news publications and other media organizations 
that control advertising inventory across print, digital, and broadcast channels and are directly 
involved in defining advertising acceptance criteria and commercial policies. 

● Advertising industry representatives (media owners), such as out-of-home advertising 
operators and large media owners (e.g. JCDecaux), as well as digital and platform-based advertising 
providers, whose participation is essential to ensure the practical applicability and market 
relevance of the CWA. 

● Academic and research organizations, including experts in climate science, behavioral science, 
and research on the commercial determinants of health, who can contribute scientific evidence, 
analytical frameworks, and independent expertise to support robust and credible criteria. 

● Non-governmental organizations (NGOs), including civil society and advocacy organizations 
active in the fields of climate action, environmental protection, consumer protection, and public 
health, ensuring transparency, societal relevance, and alignment with public interest objectives. 

● Health professionals or representatives of health bodies, whose involvement is important to 
assess and address the public health implications of advertising practices and to support coherence 
with broader health policies and objectives. 

In addition, the Workshop will be relevant to companies and advertisers seeking to place advertising on 
platforms adopting the CWA, as well as to agencies, creative studios, and media intermediaries involved in 
the content production and media planning chain. While the application of the CWA may restrict advertising 
opportunities for certain high-carbon products and services, it also creates opportunities for lower-carbon 
alternatives and supports greater alignment of advertising practices with climate, environmental, and 
public health goals. 

3 Workshop objectives 
 
3.1 Workshop scope 
The objective of this Workshop is to develop a CEN Workshop Agreement (CWA) that will identify      a 
standardized, science-based approach for defining high-carbon goods and services in the context of 
advertising and commercial communications. At present, there is no harmonized definition or 
methodological framework for identifying high-carbon goods and services for advertising purposes. This 
lack of alignment creates inconsistency and uncertainty for organizations seeking to align advertising 
estates, sponsorships and commercial partnerships with sustainability objectives, net-zero commitments, 
and climate-related policies. The absence of a shared framework represents a barrier to coherent climate 
action, public procurement practices and commercial governance across jurisdictions. The Workshop aims 
to address this gap by providing clear, transparent, and evidence-based criteria and processes that can be 
applied across diverse advertising environments. The CWA is intended to support consistent decision-
making while remaining adaptable to local or institutional sustainability priorities. The CWA will 
complement existing sustainability management frameworks, including possible relevant ISO standards, 
established industry practices relating to permitted and prohibited advertising content, and applicable 
national and international legislation. It is intended as a practical tool for organizations that own, manage, 
or control advertising estates, while also recognizing its broader impacts on advertisers, the advertising 
value chain, and citizens and consumers. 
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The CWA will include: 
 

1. A scientifically grounded method and definitional framework for identifying high-carbon goods and 
services in relation to advertising, incorporating the best available data and allowing for alignment 
with local, organizational, or institutional sustainability objectives. 

2. A model process and best-practice guidance for updating advertising codes of acceptance, 
sponsorship rules, and related commercial policies to ensure consistency with net-zero 
commitments and sustainability strategies, drawing on established precedents such as advertising 
exclusions for tobacco, gambling, firearms, and pornography. 

3. Integration of relevant policy and regulatory developments, including classification or profiling 
approaches that have informed comparable advertising restrictions and guidance, such as nutrient 
profiling models for High Fat, Sugar and Salt (HFSS) foods, junk food advertising bans, harmful 
gambling restrictions, and recent green claims codes. 
 

The Workshop will provide a framework that can be used to: 
 

− Establish a consistent and transparent basis for determining which goods or services are considered 
high-carbon in an advertising context. 

− Support the harmonization of advertising and commercial policies with organizational 
sustainability strategies and net-zero commitments. 

− Offer operational guidance on integrating climate-related considerations into codes of acceptance, 
procurement processes, commercial partnerships and brand governance. 

 
3.2 Workshop background 
Without a standardized approach, organizations that own, manage, or control advertising estates struggle 
to align advertising policies and commercial partnerships with sustainability strategies and net-zero 
commitments. This uncertainty and fragmentation make it difficult for advertising policies to reflect the 
ambition of climate commitments in a consistent and transparent way.  Currently, the ICC Advertising and 
Marketing Communications Code acts as the benchmark for self-regulatory codes in countries around the 
world, setting a standard for marketing that is “legal, honest, decent and truthful”. In Europe this is enforced 
by EASA and subject to local interpretation. In terms of environmental impacts, this Code solely addresses 
misleading environmental claims. It does not address the principal environmental impacts of advertising 
and marketing – the promotion and social normalizing of (for example) long-haul flights or other highly 
carbon polluting products and services. Overall, existing Codes are insufficient to support businesses, 
agencies and other stakeholders in meaningfully aligning their advertising policies and commercial 
partnerships with their sustainability strategies and commitments.  

A CEN Workshop Agreement (CWA) addressing the definition of high-carbon goods and services in 
advertising would build on these existing Codes to enable organizations to better align advertising and 
commercial decision-making with sustainability and net-zero goals. By providing a shared reference 
framework, the CWA would support coherent approaches across different advertising environments and 
jurisdictions. 

In this context, the development of a common European framework through standardization could 
contribute to greater consistency across Member States and support organizations operating in multiple 
jurisdictions. By establishing shared definitions and methodological principles, such an approach may also 
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facilitate alignment with evolving policy discussions at European level, while maintaining flexibility for local 
implementation. 

Furthermore, the CWA could serve as a first step in exploring the potential for more formal standardization 
activities, providing a basis for testing and refining approaches that, if appropriate, could inform future 
European Standards (EN). This would be consistent with the role of the European standardization system 
in supporting EU policy objectives, including those related to sustainability and the transition to a climate-
neutral economy. 

Despite the absence of a harmonized definition or method, several bodies around Europe and beyond have 
already developed and applied their own definitions of advertising for high-carbon products and services. 
These initiatives demonstrate both the increasing use of advertising policy as a climate tool and the lack of 
consistency in definitions, scope, and implementation. 

Existing policy initiatives and practical experience 

Despite the absence of a harmonized standardized approach, several municipalities, transport authorities, 
and public bodies across Europe and beyond have already introduced definitions of advertising for high-
carbon goods and services, as well as related advertising restrictions. These examples illustrate both the 
diversity of approaches currently in use and the growing scale of activity in this area. 

⮚ The Netherlands – The Hague (court-tested definition) 
A definition of fossil fuel advertising was tested in a Dutch court when the Municipality of The Hague 
successfully defended its ban on fossil fuel advertising. In this context, fossil fuel advertising was 
defined as commercial advertising that is clearly intended to promote the following products and/or 
services: fossil fuels, flying holidays, airline tickets, gas contracts, grey electricity contracts, cruises, 
and/or vehicles with a fuel engine. 
More information: 
https://www.worldwithoutfossilads.org/listing/world-first-the-hague-bans-fossil-adse-through-
ordinance/ 

⮚ The Netherlands – Amsterdam local ordinance 
Amsterdam has adopted a local ordinance restricting advertising for meat and fossil fuel products, 
defined as advertising for flying, cruises, cars with an internal combustion engine, fossil fuels, and 
home energy contracts that run on fossil fuels. 
Policy text: 
https://amsterdam.raadsinformatie.nl/document/16524526/1#search=%22fossiele%20reclame%2
2 
Policy proposal with full rationale (in Dutch): 
https://amsterdam.raadsinformatie.nl/document/16524527/1#search=%22fossiele%20reclame%2
2 

⮚ The Netherlands – Municipality of Bloemendaal 
Legislation implemented in March 2025 in the Municipality of Bloemendaal bans advertising for 
alcohol, meat products, dairy products, and products that use fossil fuels as an energy source. This is 
defined as advertising for fossil fuels, air travel and airline tickets, grey electricity and gas contracts, 
vehicles or vessels with fossil or hybrid fuel engines, and travel in vehicles or vessels with fossil or 

https://www.worldwithoutfossilads.org/listing/world-first-the-hague-bans-fossil-adse-through-ordinance/
https://www.worldwithoutfossilads.org/listing/world-first-the-hague-bans-fossil-adse-through-ordinance/
https://amsterdam.raadsinformatie.nl/document/16524526/1#search=%22fossiele%20reclame%22
https://amsterdam.raadsinformatie.nl/document/16524526/1#search=%22fossiele%20reclame%22
https://amsterdam.raadsinformatie.nl/document/16524527/1#search=%22fossiele%20reclame%22
https://amsterdam.raadsinformatie.nl/document/16524527/1#search=%22fossiele%20reclame%22
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hybrid fuel engines. The policy also includes a ban on alcohol advertising. 
More information: 
https://lokaleregelgeving.overheid.nl/CVDR737035/1 

⮚ Sweden – Västtrafik (Gothenburg region) 
The regional public transport authority Västtrafik has introduced restrictions on advertising for: 
– fossil fuels, such as gasoline, oil, and coal; 
– cars, boats, mopeds, airplanes, and other vehicles powered entirely or partially by fossil fuels; 
– fossil fuel-powered products; 
– air transport; 
– charter travel where the advertiser only offers flights as transportation. 
More information (English): 
https://www.worldwithoutfossilads.org/listing/wider-region-of-gothenburg-bans-fossil-ads-on-
public-transport/ 
Additional information: 
https://www.vasttrafik.se/om-vasttrafik/nyhetsarkiv/forbud-mot-fossil-reklam-i-kollektivtrafiken/ 

⮚ In addition, Stockholm City Council has announced a ban on advertising and sponsorship for high-
carbon products: 
https://www.newweather.se/artiklar1/stockholm-visar-vgen-med-frbud-mot-fossilreklam 

⮚ United Kingdom – municipal advertising policies 
Several UK local authorities have developed working definitions of advertising for high-carbon 
products and services. 

⮚ Edinburgh City Council’s advertising and sponsorship policy includes a list of high-carbon products. 
This includes treating air travel as inherently high carbon, restricting advertising by fossil fuel 
companies and associated sub-brands or lobbying organizations regardless of sustainability 
commitments, excluding advertising for petrol, diesel, hybrid and plug-in hybrid vehicles, and 
restricting cruise holiday advertising due to their high emissions and environmental impacts. 
Policy document (see page 8, Table 1): 
www.edinburgh.gov.uk/downloads/file/28994/advertising-and-sponsorship-policy 

⮚ Sheffield City Council’s Advertising and Sponsorship Policy similarly restricts advertising for fossil 
fuels, airlines and airports, content which might reasonably be deemed to promote more flying, and 
cars content promoting petrol, diesel, and hybrid electric plug-in vehicles: 
https://democracy.sheffield.gov.uk/documents/s66761/Appendix%201%20-
%20Sheffield%20City%20Council%20Advertising%20and%20Sponsorship%20Policy%202024-
2026.pdf 

⮚ Other UK local authorities with restrictions on fossil fuel or environmentally damaging advertising 
include Hackney Council, Cambridgeshire County Council, Coventry City Council, Chester & Cheshire 
West Council, Medway Council, Basingstoke and Deane Borough Council, Devon County Council, 
Gedling Borough Council,      Cardiff Council and Portsmouth City Council. 

⮚ Australia – City of Sydney 
In August 2023, City of Sydney councilors voted to prevent coal, oil, and gas from being promoted on 
council-owned properties and at council-organized events. 
More information: 
https://www.worldwithoutfossilads.org/listing/world-first-the-hague-bans-fossil-adse-through-
ordinance/ 

https://lokaleregelgeving.overheid.nl/CVDR737035/1
https://www.worldwithoutfossilads.org/listing/wider-region-of-gothenburg-bans-fossil-ads-on-public-transport/
https://www.worldwithoutfossilads.org/listing/wider-region-of-gothenburg-bans-fossil-ads-on-public-transport/
https://www.vasttrafik.se/om-vasttrafik/nyhetsarkiv/forbud-mot-fossil-reklam-i-kollektivtrafiken/
https://www.newweather.se/artiklar1/stockholm-visar-vgen-med-frbud-mot-fossilreklam
http://www.edinburgh.gov.uk/downloads/file/28994/advertising-and-sponsorship-policy
https://democracy.sheffield.gov.uk/documents/s66761/Appendix%201%20-%20Sheffield%20City%20Council%20Advertising%20and%20Sponsorship%20Policy%202024-2026.pdf
https://democracy.sheffield.gov.uk/documents/s66761/Appendix%201%20-%20Sheffield%20City%20Council%20Advertising%20and%20Sponsorship%20Policy%202024-2026.pdf
https://democracy.sheffield.gov.uk/documents/s66761/Appendix%201%20-%20Sheffield%20City%20Council%20Advertising%20and%20Sponsorship%20Policy%202024-2026.pdf
https://www.worldwithoutfossilads.org/listing/world-first-the-hague-bans-fossil-adse-through-ordinance/
https://www.worldwithoutfossilads.org/listing/world-first-the-hague-bans-fossil-adse-through-ordinance/
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Out of scope 

The CWA(s) developed by this Workshop will not: 

− Mandate advertising bans or impose legal obligations. 

− Regulate specific companies, sectors, or advertising platforms. 

− Replace existing advertising law, consumer protection rules, or self-regulatory codes. 

− Provide enforcement mechanisms or compliance assessments. 

− Serve as a product-level life-cycle assessment or emissions accounting standard. 

Supporting evidence 

− Research on the UK advertising industry conducted by Purpose Disruptors found that in 2019 
advertising generated more than 186 million tonnes of carbon dioxide equivalents, roughly half the size 
of the UK’s total domestically produced emissions in 2019. This research suggests that UK advertising 
is adding an extra 28% to the annual carbon footprint of every single person in the UK. In 2022, this 
increased to 32% (208 million tonnes CO2e).  

− Research led by Tim Kasser, commissioned by Badvertising, found that exposure to SUV adverts was 
significantly positively associated with current ownership of an SUV. Compared with individuals who 
report being rarely exposed to SUV advertising, those who report occasional exposure are 71% more 
likely to own an SUV rather than a standard car, and 250% more likely to own an SUV rather than no 
motor vehicle. Exposure to SUV advertising is also positively associated with intention to purchase an 
SUV.  

− Marketing for flights encourages more regular flying even when this is in contradiction with individuals’ 
environmental values (Stubencoll & Neuriter (2021)). 

− Some public bodies such as Transport for London have introduced advertising restrictions on the basis 
of standardized product definitions. For example, the Nutrient Profiling Model from the UK government 
Department of Health for defining High Fat Sugar Salt foods (HFSS) underpinned some organizations 
adding new conditions to their advertising codes of acceptance (e.g. ‘junk food ad bans’).   

− Related to the above, municipal governments are commissioning research to clarify the impact of certain 
types of advertising. For example, the Greater London Authority is commissioning work to clarify how 
harmful gambling advertising could be defined. 

− As recently as November 2025, the Mayor of London Sadiq Khan cited the lack of a standard definition 
of high carbon products as the major obstacle to implementing advertising restrictions in the area. 

https://static1.squarespace.com/static/5cdeba54c2750a0001b399a0/t/6193cd7b071903275ec674c3/1637076348902/Advertised_Emissions_Report_2021.11.16_Singlepages.pdf
https://static1.squarespace.com/static/5ebd0080238e863d04911b51/t/61afb58d8288363328e3f8f9/1638905230408/Advertising+and+demand+for+SUVs_Kasser+et+al.Badvertising+2021.pdf
https://www.tandfonline.com/doi/full/10.1080/17524032.2021.1899956#abstract
https://content.tfl.gov.uk/tfl-advertising-annual-report-august-2023-acc.pdf
https://content.tfl.gov.uk/tfl-advertising-annual-report-august-2023-acc.pdf
https://www.hackneycitizen.co.uk/2025/11/24/sadiq-khan-fossil-fuel-ads-tfl/
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4 Workshop programme 
4.1 General 
The kick-off meeting is planned to take place on June 11th, at 2:30 PM online in Zoom.  

A draft for public commenting will be published for 30 days. 

A total of five Workshop meetings will be held, during which the content of the CWA(s) will be presented, 
discussed and approved. 

The working language (language of meetings, minutes, etc.) of the WS will be English. The CWA will be 
written in English. 

4.2 Workshop schedule 
− April 2026: Submission of the Workshop Description Form and the finalized Project Plan to CEN, 

followed by internal consultation with the relevant CEN Technical Committee (CEN/TC 467 Climate 
change). 

− May 2026: Mandatory 30-day open commenting period on the draft Project Plan, in accordance with 
CEN/CENELEC Guide 29. 

− June 2026: Official Kick-off Meeting (KOM) of the CEN Workshop (CEN/WS), confirmation of registered 
participants, validation of the scope, and agreement on the detailed work programme. 

− June – November 2026: Development phase of the CWA, including periodic online meetings, drafting 
activities coordinated by the Workshop Chair, consolidation of technical contributions from 
participating experts, and progressive refinement of the document. 

− December 2026 (if deemed necessary): Optional open commenting period on the draft CWA. 
− January 2026: Finalization of the CWA and formal approval by the Workshop participants. 
− February 2027: Submission of the finalized CWA to CCMC for editorial processing and preparation for 

publication. 
− By the end of February 2027: Official publication of the CWA by CEN. 
− From March 2027 onwards: Dissemination activities towards relevant Technical Committees and 

relevant stakeholders. 
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Table 1: Workshop schedule (preliminary) 

CEN/CENELEC 
Workshop 

M01 

Mar 
2026 

M02 

 

M03 

may 
2026 

M04 M05 M06 M07 M08 
M09 

Nov 2026 
M10 

2026 
M11 

M13 

End 
March 
2027 

… 

Initiation                                                  

1. Workshop description form 
submission and TC response                                                  

2. Open commenting period 
on draft project plan 
(mandatory) 

        x                                         

Operation                                                  

3. Kick-off meeting               x                                   

4. CWA(s) development                                                  

5. Open commenting period 
on draft CWA(s) (optional) 

                                                 

6. CWA(s) finalized and 
approved by Workshop 
participants 

                                                 

Publication                                                  

7. CWA(s) publication                                                  

Dissemination (see 6)                                                  
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Milestones               K    V    V        V          
V/
A 

   P  D   

 
 
Legend 
K Kick-off 
M Workshop meeting 
V Virtual Workshop meeting 
A Adoption of CWA 
P Publication of CWA 
D Online distribution of CWA
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5 Resource planning 
All costs related to the participation of interested parties in the Workshop’s activities will be fully covered by 
Adfree Cities. Adfree Cities will act as the sole financial supporter of the Workshop, bearing all expenses 
associated with its organization and implementation. Therefore, no participation fees will be required from 
registered participants, and no EC/EFTA funding is requested. 

Adfree Cities 

30 - 64 Pennywell Road, Bristol, BS5 0TL, England 

6 Workshop structure and rules of cooperation 
6.1 Participation in the Workshop 
The Workshop will be constituted during the kick-off meeting. By approving this project plan, the interested 
parties declare their willingness to participate in the Workshop and will be formally named as Workshop 
participants, with the associated rights and duties. Participants at the kick-off meeting who do not approve 
of the project plan are not given the status of a Workshop participant and are thus excluded from further 
decisions made during the kick-off meeting and from any other decisions regarding the Workshop. 

As a rule, the request to participate in the Workshop is closed once it is constituted. The current Workshop 
participants shall decide whether any additional members will be accepted or not. 

Any new participant in the Workshop at a later date is decided on by the participants making up the 
Workshop at that time. It is particularly important to consider these aspects: 

a. expansion would be conducive to shortening the duration of the Workshop or to avoiding or 
averting an impending delay in the planned duration of the Workshop; 

b. the expansion would not result in the Workshop taking longer to complete; 
c. the new Workshop participant would not address any new or complementary issues beyond the 

scope defined and approved in the project plan; 
d. the new Workshop participant would bring complementary expertise into the Workshop in order 

to incorporate the latest scientific findings and state-of-the-art knowledge; 
e. the new Workshop participant would actively participate in the drafting of the manuscript by 

submitting concrete, not abstract, proposals and contributions; 
f. the new Workshop participant would ensure wider application of the CWA. 

All Workshop participants who approved the publication of the CWA or its draft will be named as authors 
in the European Foreword, including the organizations which they represent. All Workshop participants 
who did not approve the publication of the CWA will not be named in the European Foreword. 

6.2 Workshop responsibilities 
The Workshop Chair is responsible for content management and consensus building. The Workshop Chair 
is supported by the Workshop Vice-Chair (if any) and the responsible Workshop secretariat, whereby the 
Workshop secretariat will always remain neutral regarding the content of the CWA(s). Furthermore, the 
Workshop secretariat shall ensure that CEN-CENELEC's rules of procedure, rules of presentation, and the 
principles governing the publication of CWA(s) have been observed. Should a Workshop Chair no longer be 
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able to carry out her/his duties, the Workshop secretariat shall initiate the election of a new Workshop 
Chair. The list below covers the main tasks of the Workshop Chair. It is not intended to be exhaustive. 

− Content-related contact point for the Workshop 

− Presides at Workshop meetings 

− Ensures that the development of the CWA respects the principles and content of the adopted project 
plan 

− Manages the consensus building process, assesses when the Workshop participants have reached 
agreement on the final CWA, on the basis of the comments received 

− Ensures due information exchange with the Workshop secretariat 

− Represents the Workshop and its results to exterior 

The Workshop secretariat, provided by UNI, is responsible for organizing and leading the kick-off meeting, 
in consultation with the Workshop proposer. Further Workshop meetings and/or web conferences shall be 
organized by the Workshop secretariat in consultation with the Workshop Chair. The list below covers the 
main tasks of the Workshop secretariat. It is not intended to be exhaustive. 

− Administrative and organizational contact point for the Workshop 

− Ensures that the development of the CWA respects the principles and content of the adopted project 
plan and of the requirements of the CEN-CENELEC Guide 29 

− Formally registers Workshop participants and maintains record of participating organizations and 
individuals 

− Offers infrastructure and manages documents and their distribution through an electronic platform 

− Prepares agenda and distributes information on meetings and meeting minutes as well as follow-up 
actions of the Workshop 

− Initiates and manages CWA approval process upon decision by the Workshop Chair 

− Interfaces with CEN-CENELEC Management Centre (CCMC) and Workshop Chair regarding strategic 
directions, problems arising, and external relationships 

− Advises on CEN-CENELEC rules and brings any major problems encountered (if any) in the 
development of the CWA to the attention of CEN-CENELEC Management Centre (CCMC) 

− Administrates the connection with relevant CEN or CENELEC/TCs 

6.3 Decision making process 
The CEN Workshop Chair is responsible for ensuring that the development of the CWA follows the principles 
and content of the project plan described in this document and the requirements of CEN-CENELEC Guide 
29. The CEN Workshop Chair may take decisions on the conduct of the CEN Workshop on the basis of the 
comments expressed by the participants and of CEN-CENELEC Guide 29. 

Decisions shall be taken based on consensus of the WS participants. 
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7 Dissemination and participation strategy 
The project plan is intended to help the Workshop proposer reflect on how to disseminate and involve a wider 
range of interested parties throughout the development of the CWA and after its publication. It is recommended 
to include a strategy defining how and when participants, other standardization bodies and other stakeholders 
can be informed of the work and contribute to it. 

 

 

Potential participants identified in section 2.2 and potential interested stakeholders identified in Part 
A should be informed of the open commenting phase, if any, and of the publication of the CWA. 

In addition to the CCMC website, the final CWA might be advertised on: 

− Adfree Cities newsletter 

− Adfree Cities social media, such as 
o Facebook 
o Instagram 
o LinkedIn 
o X 

− Research Gate 

− EC Newsroom 

− Others 

Adfree Cities, together with the Badvertising campaign, will convene 2 webinars for interested stakeholders 
on the CEN workshop agreement. 
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1. Public webinar for all stakeholders including. Campaigners, journalists, councilors, policymakers, 
advertising industry workers across Europe, especially in the UK, Netherlands, Spain and Italy. 

2. Invite-only webinar for policymakers and implementation officers. Eg the Commercial Services 
Team at a council who implement advertising and sponsorship policies - and who the CEN workshop 
agreement is supposed to support.    
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