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“
ISBA is the only body that represents brand owners advertising in the UK. 

We empower them to understand the industry and shape its future 

because we bring together a powerful community of marketers with 

common interests; lead decision-making with knowledge and insight; and 

give a single voice to advocacy for the improvement of the industry
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Purpose

To create an advertising environment that is transparent, responsible and 

accountable; one that can be trusted by the public, by advertisers and by 

legislators
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ISBA will:

• Empower advertisers to create media, agency and digital supply chain 

relationships which deliver value transparently and sustainably

• Lead the industry in creating an inclusive and sustainable advertising 

environment that delivers positive societal and economic impact

• Deliver thought leadership and actionable learning, advice and guidance, 

working with our community of members and with partners
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2023 Highlights



Origin

• Alpha Trials

• Panel Build

• Data Provider Integrations

• Fractional Advertiser Contribution

• Stakeholders

• Beta readiness

• Team



ISBA/PwC Programmatic Supply Chain Study II

• Improved data access

• Better data quality

• Fewer websites

• Improved match rate

• Less unattributable spend

• More net revenue to publishers

• Clear recommendations



Responsible Retail Media Framework

Industry Collaboration

• Transparency

• Transformation & Tech

• Talent



Principles for the use of Generative AI in creative advertising

• Responsibility, ethics

• Public trust

• Transparency with consumers

• Environmental impact

• Discrimination and bias

• Individual rights

• Intellectual Property

• Employment and talent

• Due diligence

• Human oversight and accountability

• Transparency between advertiser and agency

• Continual monitoring and evaluation



Plus

• ISBA/Flock REFRAME Accessible Advertising Guide

• DCMS Online Advertising Taskforce

• Health & Care Act: Less Healthy Foods

• Global Alliance for Responsible Media

• Member Bootcamps

• Media Emissions Framework

• Increased member participation

• Procurement community engagement

• Media Foundation Certificate



2024 Priorities



Origin 2024

• Launch

• Adoption

• Benefits

• Roadmap

• Funding



• Template Contract Frameworks



• Responsible Retail Media Framework

• Digital Supply Chain



Sustainability

• Regulatory clarity

• Media emissions measurement framework



Advertising Accessibility

• Lead Ad Access Alliance

• Advertiser pull

• Agency engagement

• Publisher change

• Measurement

• Standards

• Best practice

• Lead market adoption



Political Strategy

• Prepare for General Election

• Online Advertising Taskforce



Global Alliance for Responsible Media

• Adoption



Advice & Guidance

• Generative AI

• Working Group engagement

• Procurement

• Media Excellence Certificate


