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Amendment 1
Antigoni Papadopoulou, Barbara Matera (EPP Shadow), Izaskun Bilbao Barandica 
(ALDE Shadow), Nicole Kiil-Nielsen (Greens/EFA Shadow)
Compromise amendment replacing Amendments 2 and 4

Motion for a resolution
Paragraph 1

Motion for a resolution Amendment

1. Stresses that advertising often
communicates discriminatory and/or 
undignified messages based on all forms of 
gender stereotyping, which hinder gender 
equality strategies; calls on the 
Commission, Member States and the civil 
society to cooperate closely to combat such 
practices;

1. Stresses that advertising often
communicates discriminatory and/or 
undignified messages based on all forms of 
gender stereotyping, which hinder gender 
equality strategies; calls on the 
Commission, Member States, the civil 
society and advertising self-regulatory 
bodies to cooperate closely to combat such 
practices notably by using effective tools 
which guarantee the respect of human 
dignity and probity by marketing and 
advertising; considers it necessary for all 
Member States which have not yet done 
so, to set up an advertising watchdog body 
in order to ensure the communication of 
messages in a responsible manner and in 
accordance with EU principles;

Or. en

Amendment 2
Antigoni Papadopoulou, Barbara Matera (EPP Shadow), Nicole Kiil-Nielsen 
(Greens/EFA Shadow), Chrysoula Paliadeli
Compromise amendment replacing Amendments 7, 9 and 10

Draft opinion
Paragraph 2

Draft opinion Amendment

2. Highlights the existence of certain 
advertisements which promote either 
various types of violence or stereotypes of 
women as objects, humiliate women and 
debase their dignity; urges the Commission 

2. Highlights the existence of certain 
advertisements which portray either 
various types of violence or stereotypes of 
women as objects, transform femininity 
into a consumer item, humiliate women 
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and the Member States to develop 
European awareness campaigns against 
exploitation of the female body and 
dissemination of sexist messages;

and debase their dignity and devaluate 
their fundamental roles in society; urges 
the Commission and the Member States to 
develop European awareness campaigns, 
particularly among adolescents and 
young people, against exploitation of the 
female and male body and dissemination 
of sexist messages, ensuring that there is 
no dissemination of content that justifies, 
trivialises or incites violence against 
women; calls on the Member States, to 
this end, to reward advertising agencies 
and advertisers which comply fully with 
these guidelines, for example by 
commissioning them to carry out national 
and European awareness campaigns; 

Or. en

Amendment 3
Antigoni Papadopoulou, Barbara Matera (EPP Shadow), Izaskun Bilbao Barandica 
(ALDE Shadow), Nicole Kiil-Nielsen (Greens/EFA Shadow), Antonyia Parvanova
Compromise amendment replacing Amendments 5, 7 and 11

Draft opinion
Paragraph 2 a (new)

Draft opinion Amendment

2a. Calls on the Commission and the 
Member States to ensure by appropriate 
means that the media and advertising 
professionals guarantee respect for 
human dignity and that they oppose direct 
or indirect discriminatory or stereotyping 
images or any incitement to hatred based 
on sex, race, ethnic, age, religious or 
other beliefs, sexual orientation, disability 
and social status;

Or. en
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Amendment 4
Antigoni Papadopoulou, Izaskun Bilbao Barandica (ALDE Shadow), Nicole Kiil-Nielsen 
(Greens/EFA Shadow), Antonyia Parvanova, Chrysoula Paliadeli
Compromise amendment replacing Amendments 13, 14 and 16

Draft opinion
Paragraph 3

Draft opinion Amendment

3. Notes that advertising and marketing 
often propagate the idea of perfection, 
which can have a negative influence on the 
self-esteem and self-respect of women, 
men and young people; draws attention to 
the vulnerability of consumers to 
mimetism, which can lead to inappropriate 
behavioural attitudes, anxiety, harmful 
addictions (smoking, drugs), eating 
disorders such as anorexia nervosa and 
bulimia and disturbance of mental 
equilibrium; calls on all advertisers to 
reconsider the promotion of extremely thin
models (men or women) in order to avoid 
harmful messages about appearance, body 
imperfections, age and weight;

3. Notes and deplores the fact that 
advertising and marketing tends to send 
misleading messages by means of enticing 
virtual images which propagate the idea of 
perfection, which imposes uniformity, 
sows the seeds of rivalry within the female 
population, promotes role models bearing 
no relation to reality and has a negative 
influence on the self-esteem and self-
respect of women, men and young people; 
draws attention to the vulnerability of 
consumers to mimetism, which can lead to 
inappropriate behavioural attitudes, 
violence, tensions, disappointment,
anxiety, harmful addictions (smoking, 
drugs), eating disorders such as anorexia 
nervosa and bulimia and disturbance of 
mental equilibrium; calls on all advertising 
agencies and media professionals to 
reconsider the promotion of extremely 
skinny models (men or women) in order to 
avoid harmful messages about appearance, 
body imperfections, age and weight taking 
into account the influence and impact of 
advertising on children and youth;

Or. en

Amendment 5
Antigoni Papadopoulou, Nicole Kiil-Nielsen (Greens/EFA Shadow), Chrysoula Paliadeli
Compromise amendment replacing Amendment 19

Draft opinion
Paragraph 4
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Draft opinion Amendment

4. Stresses that reliable advertising may 
have a positive influence on society’s 
perceptions of issues such as gender roles, 
body image and normality; encourages 
advertisers to be more constructive in their 
advertisements, in order to promote the 
positive role of women in society, at work, 
in the family and in public life;

4. Stresses that, since the advertising of 
consumer goods is associated directly with 
the press, radio and television media, of 
which it is an inseparable component, and 
indirectly with the film industry and 
television series in the form of product 
placement, reliable advertising and the 
promotion of healthy role models may 
have a positive influence on society’s 
perceptions of issues such as gender roles, 
and the human body image and normality; 
encourages advertisers to be more 
constructive in their advertisements, in 
order to promote the positive role of 
women and men in society, at work, in the 
family and in public life; 

Or. en

Amendment 6
Antigoni Papadopoulou, Izaskun Bilbao Barandica (ALDE Shadow), Nicole Kiil-Nielsen 
(Greens/EFA Shadow)
Compromise amendment replacing Amendments 24 and 25

Draft opinion
Paragraph 5

Draft opinion Amendment

5. Calls on the Commission and the 
Member States to strengthen training and 
education activities as a way to overcome 
stereotypes, combat discrimination and 
promote gender equality;

5. Takes the view that advertising can be 
an efficient tool in challenging and 
confronting stereotypes and a lever 
against racism, sexism and 
discrimination, essential in today’s 
multicultural societies; calls on the 
Commission, Member States, advertising 
professionals and the media to strengthen 
training and education activities and
design and launch initiatives developed in 
a spirit of tolerance and promote the 
culture of gender equality as a way to 
overcome stereotypes, combat 
discrimination and promote gender 
equality especially from a young age;
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urges the Member States in particular to 
introduce and develop close cooperation 
with existing schools of marketing, 
communication and advertising, so as to 
help provide sound training for the 
sector’s future workforce;

Or. en

Amendment 7
Antigoni Papadopoulou, Izaskun Bilbao Barandica (ALDE Shadow), Nicole Kiil-Nielsen 
(Greens/EFA Shadow), Antonyia Parvanova
Compromise amendment replacing Amendments 3 and 30

Motion for a resolution
Paragraph 5 c (new)

Motion for a resolution Amendment

5c. Stresses the importance of ensuring 
that advertising content is legal, decent, 
honest and thoughtful by establishing 
effective self-regulation mechanisms 
across the European Union, and by 
developing a common code of conduct 
and ethical standards within the EU 
advertising sector;

Or. en

Amendment 8
Antigoni Papadopoulou, Barbara Matera (EPP Shadow), Izaskun Bilbao Barandica 
(ALDE Shadow), Nicole Kiil-Nielsen (Greens/EFA Shadow), Silvia Costa
Compromise amendment replacing Amendments 32 and 38

Draft opinion
Paragraph 5 e (new)

Draft opinion Amendment

5e. Urges the Commission to promote 
comparative research and documentation 
among the Member States concerning the 
image of women being projected by 
advertising and marketing content and to 
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identify good practices for effective and 
gender-friendly advertisement;

Or. en


