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UIDELINES ON ADVERTISEMENTS I ED BY INSURERS, INSURANCE
BROKERS AND INSURANCE AGENT

1. BACKGROUND

1.1 Section 99 (1) of the Regulation of Insurance Industry Act, N@.43 of 2000 (RII Act) prohibits
insurers, brokers and agents to issue advertisements, w congain any information or
material which is false, incorrect or is likely to mislead the public.

1.2 These guidelines are issued for the purpose of safegugrding the interests of policyholders and
potential policyholders in terms of the provisions of the with the objective that insurers
and intermediaries (registered insurance brokers and authorized insurance agents) adopt fair,
honest and transparent practices and avoid practices that tend to impair the confidence of the
public and create undue competitive advantageig its gdvertisements.

1.3 These guidelines are to set forth minim@am standards of all material and relevant i_nformation
in the advertising and marketing of indlrayfte products to assure full and truthful disclosure to
the policyholders and insuring public.

2. SCOPE g
2.1 These guidelines apply to adve ents issued through print, electronic or any other media
as set out in section 99 (4) of the RII Act by all insurance companies and insurance brokering
companies and authorizethjnsurance agents.

3. DEFIN N
The following definitigns shall apply to the words stated in these guidelines:

3.1  The RII Act shall mean the Regulation of Insurance Industry Act, No.43 of 2000; including
mendments and directives, guidelines, etc. issued under the relevant provisions of

32 Th ission shall mean the Insurance Regulatory Commission of Sri Lanka (IRCSL)

3.3  An advertiser shall include any person who disseminates advertisements; that is Insurance
Companies, Insurance Brokering companies and Insurance Agents.

3.4  For the purpose of these guidelines, “advertisement” shall mean an invitation appearing in
any media, including by any electronic means, inviting persons to enter into or to offer to
enter into contracts of insurance and includes any information calculated to lead directly or
indirectly to persons entering into or offering to enter into such contracts as defined in
section 99 (4) of RII Act.

3.5 Accordingly, an advertisement published in the media includes:



o

advertisements in newspapers, magazines and other printed publications;

b. advertisements broadcast on television or radio or screened in cinemas;

c. advertisements in posters and other promotional media in public places, including
moving images and billboards;

d. advertisements in brochures, periodicals, leaflets, mailings, catalogues, text
transmissions, fax transmissions, e-mails, and other electronic and printed material;

e. advertisements in non-broadcast electronic media, including online advertisements in

paid-for space such as banner and pop-up advertisements;

promotional marketing and sales promotions;

point-of-sale displays and materials;

press releases, press notices and other public relations materi

advertisements in social media platforms;

SMS'’s or any messages in any social media platform;

promotion methods such as issuing marketing couponsftokens.
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The above list is only illustrative and not exhaustive.

3.6 A product shall mean and include all types of insurapnce policies, including pre & post-sale
services and facilities offered by the insurer. V

3.7 A false, incorrect or misleading advertisement shall mean and include any advertisement
that:

a. fails to clearly identify the product as an inWroduct by any policyholder, potential

policyholder or insuring public.

b. promises claims and benefits beyondgthe risk underwritten under the relevant policy or
beyond the potential maturity valu apti/or the underwritten value, and also including
disproportionate value underlining the the policy.
describes benefits that do not match the policy provisions;
uses words or phrases in a w, hich hides or minimizes the risks inherent in the policy;
gives information in a mislea%;
future benefits on assumptio
insurer's current performance.
makes unfair or incom comparisons with products which are not comparable.
use names, logos, es, distinguishing marks, symbols etc., which may be similar
to those already use others in the market that may lead to confusion in the market
place.

i. usetermso ases that convey an unrealistic or false sense of security.
j. highlight the financial condition of the parent company without mentioning the
financial conditi@n of the insurer (subsidiary insurance company).

4. REQUIRE&NT;

4.1 It is of utmost importance that the publicity material/content shall be accurate in all means,
fair and in simple language that the customer can understand, enabling the customer to make
an informed decision with regard to purchasing a specific insurance product.
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ich are not realistic nor realizable in the light of the
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4.2 The contents shall include all or a combination of the following features:






