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Additional Information from Adblock Bristol 

Dear Councillor, 

Nearly 4000 people have signed the petition to 'Keep Our Parks Advertising Free'. This 
pamphlet explores some of the concerns around the proposals to introduce advertising to our 
parks and green spaces.

Our parks are places of leisure and wellbeing
Bristol’s parks are places for leisure, relaxation, for nurturing wellbeing and for escaping the 
pressures of modern life – and are no place for commercial advertising. There are many reasons 
why people are concerned about the spread of corporate outdoor advertising in our city, and why 
we should be limiting what the ad spaces that we already have, not introducing more. 

What’s the problem? 

1. Advertising is about in fluencing our behaviour. Whether it’s to buy fast food or the latest
plastic gadget - the advertising industry uses highly sophisticated techniques to encourage 
us to buy more products. Frequently, these messages are designed to make us feel that we 
are lacking in some way.  Often, they will suggest that we compare ourselves to an arti ficial 
ideal of beauty, taste, social status or success. Various Bristol Council initiatives such as the
Sugar Smart campaign and efforts to cut air pollution are undermined by big budget 
marketing  campaigns for fizzy drinks and the latest new cars. 

2. Children are exposed to thousands of commercial messages every day and are under 
immense pressure from advertisers. In a society where children are suffering from obesity 
and mental health issues, many people feel we should be protecting our children from 
advertising, not introducing them to more. A YouGov poll in 2010 found 77% of people 
agreed that advertising to children under the age of 12 should be banned. However, it is not 
only children who are negatively affected by marketing messages.



3. There’s too much advertising already. Following on from the UK riots in August 2011 
when hundreds of shops were looted for the latest trainers and electronic goods, the 
government’s Riots, Victims and Communities survey in riot-affected areas of London, 
Birmingham and Greater Manchester found that:

• 85% of respondents felt advertising puts too much pressure on young

people to own the latest products

• 77% of respondents felt there is too much advertising and branding 

speci fically aimed at young people 

• 70% of respondents felt steps need to be taken to reduce the amount

of advertising aimed at young people. [1]

4. Advertising impacts us at a sub-conscious level. Psychological research into advertising
from the University of Bath shows that we do not have to consciously engage with adverts in
order to absorb their messages. We can process them quickly and sub-consciously.[2]

5. Environment. Commercial advertising compels us to buy more and more products without 
regard for the environmental impacts such as plastics pollution, deteriorating air quality on 
our streets or greenhouse gases in our climate. Bristol Council’s air pollution campaign for 
example is undermined by huge industry billboard campaigns linking car ownership to 
notions of adventure, success and social status.

6. It’s not worth it. The proposal to introduce advertising to parks estimates that £50,000 per 
year could be made from the idea. This is a very small proportion (2.5%) of the funding gap 
stated. It is not worth the wide-ranging negative impacts.

7. Once the ads are here, they stay here. This austerity era can make it tempting to 
introduce quick revenue-generating schemes. But once these ads are introduced, they are 
unlikely to be removed in future years. We are already seeing a push by advertising 
companies to upgrade existing ad hoardings to digital displays. Would we eventually see 
digital screens, or the latest intrusive advertising technology, introduced to parks at a later 
date? It is far better to avoid introducing advertising into parks in the first place.

Conclusion
• We call on the council to drop the proposals to introduce advertising to our parks and green 

spaces.

• This is not just about parks. Given the rising public concern around outdoor advertising, we 

will be calling on the Council to introduce advertising-speci fic policies in the revision of the 
Local Plan to tackle the spread of new digital ad hoardings in the city. 
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