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1.
INTRODUCTION

SingTel Paging Pte Ltd (SingTel Paging) does not support the introduction of the proposed Advisory Advertising Guidelines.

SingTel Paging believes that the Infocomm Development of Singapore (IDA) should not impose additional advertising guidelines when the Singapore Code of Advertising Practice has set in place sufficient advertising standards requirements.

2.
VIEWS AND COMMENTS ON THE OVERALL APPROACH OF THE AUTHORITY’S PROPOSED ADVERTISING GUIDELINES

SingTel Paging considers that the Singapore Code of Advertising Practice already contains an exhaustive set of requirements for all advertisers in Singapore, including the telecommunication licensees.   The Singapore Code of Advertising Practice covers all advertisements and prescribes clear standards and requirements for the advertisements.  Breaches of the Singapore Code of Advertising Practice will result in penalties and sanctions against the parties involved.  This is sufficient in regulating advertising and preventing advertisements that damage consumer interests etc.  We see no valid reason for the telecommunications industry to have its own separate code or set of guidelines. 

If introduced, the proposed Advisory Advertising Guidelines will mean that telecommunications licenses will need to observe the Singapore Code of Advertising Practice, the proposed Advisory Advertising Guidelines and the advertising guidelines and codes of Singapore Press Holdings (SPH) and the Television Corporation of Singapore (TCS). We find the possibility of this degree of regulation on advertising by telecommunications licensees to be unnecessary and unjustified.

The introduction of the Authority’s proposed Advisory Advertising Guidelines will result in additional regulatory compliance cost with little or no consumer benefit. The current advertising industry regulatory framework is comprehensive and well established and provides sufficient protection for consumers.

With the introduction of full liberalisation in the telecommunications industry, SingTel Paging looked forward to a review of all the regulatory requirements and rules that were put in place in prior to 1 April 2000 and the adoption of a lighter regulatory touch. We do not see how the introduction of the proposed Advisory Advertising Guidelines, even as voluntary guidelines, is consistent with a need for less regulatory intervention and control.

3.
COMMENTS REGARDING SPECIFIC PROVISIONS OF THE AUTHORITY'S PROPOSED ADVISORY ADVERTISING GUIDELINES

SingTel Paging has reviewed the provisions of the proposed Advertising Guidelines and finds that they largely replicate the provisions in the Singapore Code of Advertising Practice and the advertising guidelines and codes of Singapore Press Holdings (SPH) and the Television Corporation of Singapore (TCS).

However, we note that the wording and drafting differs which may result in differences in interpretation, application and compliance. We believe that to the proposed Advisory Advertising Guidelines should be amended to be consistent with the Singapore Code of Advertising Practice.

4.
SUGGESTIONS FOR DELETION/AMENDMENT/ADDITIONAL PROVISIONS OF THE PROPOSED ADVISORY ADVERTISING GUIDELINES

SingTel Paging is strongly of the view that the introduction of the Authority’s Proposed Advisory Advertising Guidelines is unnecessary and unwarranted. SingTel Paging recommends that the proposed guidelines not be introduced. 

However, should the Authority be of the view that the proposed guidelines should be introduced, SingTel Paging suggests that the Advisory Advertising Guidelines be amended so that they are consistent with the equivalent provisions in the Singapore Code of Advertising Practice. This will assist in implementation, interpretation and compliance.

5. 
CONCLUSION

In conclusion, SingTel Paging does not support the introduction of the Authority’s Advisory Advertising Guidelines. We believe that the Singapore Code of Advertising Practice and the advertising guidelines and codes of Singapore Press Holdings (SPH) and the Television Corporation of Singapore (TCS) are more than sufficient to meet the Authority’s stated objectives.

SingTel Paging does not believe that the additional regulatory compliance costs which will be incurred if the proposed guidelines are introduced are justified. Given the existing regulatory framework in the advertising industry, we believe that the proposed guidelines will produce little or no consumer benefit.  

We hope that the Authority will consider our comments and the implications that the imposition of such guidelines will have on the licensees' operations and the industry. SingTel Paging strongly recommends that the proposed Advisory Advertising Guidelines not be introduced.
