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Abstract

This research aimed to study the structure

and operation of advertising self-regulatory
organizations in successful countries The qualitative
research methodology was conducted, as well as
utilized document analysis method to collect data
from those are public records from Self-Regulatory
Organizations (SROs) in UK, Australia, and China. The
following were the research findings 1) UK and
Australia has protected freedom of expression under
the Constitution. As for China, has been organized the
new world media. 2) The self-regulatory driving
process in the UK and Australia has developed
ethical standards, establish a supervisory committee,
and corporate communication. Chinese organizations
have established self-regulating associations, research
studies, and elevate the industry. 3) UK and Australia
are responsible for infrastructure, law, enforcement,
consumer protection, advocacy, and governance,
while  Chinese  organizations  have  more
comprehensive roles to play. 4) Al organizations
have a similar management team. And committees
according to the scope of work of each organization.
5) Australian and Chinese organizations aim for the
best benefits of both society and commerce. But in
the UK the goal is to make advertisements socially
responsible. 6) Government organizations' strategy
focuses on infrastructure, convenience, and safety.
Self-regulatory organizations have strategies for
building acceptance and participation, complaint
handling, and corporate management. And 7)
Organizations in the UK and Australia have funded
sources from levy, fees, and fines. In China, funds

come from other sources, such as membership fees,

donations, and government grants.
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