statistics

Statistics : 1995 Complaints Resolved (Public and industry)

1995 1994
Complaints Complaints

Investigated

Upheld 3,562 1,611
Statement 1 4
Resolved informally 1,214 1,047
Not upheld 758 300
Awaiting Outcome 232 83

Not Investigated

Outside remit 1,484 1,622
Not justified 4,932 4,238
Mail Order

Good or refund received 326 1,622
Others 22 4,238
Awaiting outcome 6 4 238
Database practice 267 343
Total 12,804 9,657

. Explanation of the 1995 Fiqures
. Top 10 advertisers by complaints 1995
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Statistics : Explanation of the 1995 figures

. Explanation of the figures

. Charities and pressure groups

. Paid-for endorsements

. Price promises

. A slim improvement in health advertising

Explanation of the figures:

1995 saw the first ever marked increase in complaints to the ASA. Over the
past couple of years complaints have remained at a fairly constant level (9,657
in 1994 and 9,603 in 1993) but complaints last year rocketed to an all-time high
of 12,804, an increase of 32.5%.

10 advertisements accounted for 2,881 complaints: nearly a quarter of the
total. (See the top ten advertisers listed right). Complaints about misleading
advertisements showed a marginal fall from 8,360 in 1994 to 8,312 in 1995.

The number of advertisaments complained about showed a 5% increase from
7,334 in 1994 to 7,715.

Complaints under the decency rules however increased from 1,705 to 4,402
with 541 advertisements being the subject of complaint. The ASA's Council felt
that 50 of these were likely to cause serious or wide-spread offence and asked
for them to be withdrawn.

The portrayal of women in advertisements raised 400 objections, 11 of which
were upheld. This continued the decline from the 1993 high of 536 complaints
when 111 were upheld

The number of complaints which did not demonstrate that there was a case to
answer under the codes accounted for some 45% of the total; 4,932. These
complaints, referred to as 'not justified' in the figures on page 20, are those
where the ASA felt that the complaints had clearly misunderstood the
advertisement or where they had an unusual interpretationof the advertisement
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that was unlikely to be shared by others. In such instances the advertiser is
notified routinely about these complaints but no further action is taken under
the Codes.

Charities and pressure groups Y
1995 saw the first year of the National Lottery. It also saw a large increase in
complaints to the ASA about advertisements by charities and pressure groups.
In total, 1,765 complaints were received relating to 107 advertisements. This
compares with 177 complaints about 73 advertisements in 1994. A record
1,191 complaints were against one advertisement by the British Safety
Council, which featured the pope wearing a hard hat with the line: 'The
Eleventh Commandment: Thou shalt always wear a condom.' Even if these
complaints are excluded from the total, the balance of 574 complaints is still an
increase of 224% on the previous year.

Why the big expansion? It has been widely reported by the press that charities
believe they are suffering from the effects of increasing competition with the
National Lottery and perhaps this has contributed to more aggressive tactics
being implemented by some voluntary sector advertisers. These tactics might
partly explain the increase in the level of complaints.

However, advertising for or against the Wild Mammals Bill in 1995 led to
complaints being stimulated by the opposing sides of the argument. For
example, one campaign by the International Fund for Animal Welfare alone
attracted 270 complaints.

While most pressure groups and advertisers in the charity sector hold good
evidence for their claims, some have become over-zealous in their approach
and have made claims in their advertising which distort or exaggerate the truth.
One advertiser, for example, claimed that dumping chemicals at sea caused
genital abnormalities and reduced fertility levels among men. A company
spokesman admitted that, in their opinion, the world did not have time to wait
for such evidence. Arguably, this might have been a stronger message to
proclaim in their advertisement.

Paid-for endorsements 2
Another area of complaint in 1995 concerned endorsements by charities of
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commercial products and services. These can be a useful source of income for
the charity while, in turn, providing a valuable recommendation for the
company. Endorsements can be persuasive tools but advertisements must
make it clear whether or not individuals or organisations have been paid to
give their views. Such paid-for recommendations should not be described as
independent endorsements

Price promises a
Lowest prices guaranteed'. 'Never knowingly undersold'. 'All prices matched'.
Price promises like these are familiar in today's ever-more competitive
marketplace. But what do advertisers mean by them? And what do consumers
understand from such claims?

In 1995 the ASA looked into several claims like these, often because
competitors disputed them. Some advertisers claimed to guarantee the lowest
prices and the ASA felt that it was reasonable for readers to assume that the
same products were not available elsewhere for less. But without up-to-the-
minute information on all of their competitors' prices, the advertisers could not
always prove that their claims were accurate.

Other companies offered to ‘'match' competitors' lower prices. Promises of this
type can be very attractive to consumers and are less likely to go wrong, but
some advertisers still came unstuck by not explaining the terms of their offers
properly and spelling out any conditions that exist.

The ASA expressed dissatisfaction with some advertisers who used over-
enthusiastic language to describe their offers. General guidance was issued
through an editorial in one of the ASA's monthly reports and the Copy Advice
team has continued to advise individual advertisers on their choice of
advertising claims. After all, it is in no-one's interest if price promises are
misused. Consumers will soon lose faith if every advertiser claims to guarantee
lowest prices.

A slim improvement in health advertising Y
A slim improvement in health advertising The ASA keeps an eye on health,
beauty and slimming advertising and regularly checks advertisements
appearing at the beginning of the New Year when, traditionally, advertisers
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target consumers who have over-indulged during the festive season.

The results of the ASA's 1995 survey into these sectors were mixed. Of the
470 health and beauty advertisements checked, 77% were acceptable, 10%
were not and 13% were borderline. The main issue was the use of 'cure’
claims for products ranging from orthopaedic beds to impotency tablets; in
most cases, products and treatments only relieve symptoms rather than cure
conditions.

Claims for 'anti-ageing' products also caused the Authority some concern.
Statements varied in strength and presentation, but the fundamental message
was the same; that the product would help to achieve eternal youth. Some
advertisers even said their product would actually regenerate skin tissue or
enhance cellular repair.

Of the 174 slimming advertisements, 72 caused problems. The 'miracle' claims
which were once so prevalent in the media have diminished but there is still
cause for concern. However these findings represent a 41% improvement on
the 1994 survey, a big step in the right direction

. Complaints for 1995
. Top 10 advertisers by complaints 1995
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British Safety Council

Statistics : Top 10 advertisers by complaints - 1995

British Safety Council

Eleventh /d
Commandment:

weara
condom’
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Adjudication

British Safety Council
National Safety Centre
Chancellors Road
London W6 9RS

Media: Leaflet
Complaint's from: Nationwide (1,187)

Complaint:
Objections to a leaflet featuring Pope John Paul Il wearing a safety helmet .
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The leaflet stated "Eleventh Commandment Thou shalt always wear a
condom". The complainants considered the leaflet was offensive, in particular
to the Pope and Roman Catholics. They also objected that it undermined the
teachings of the Catholic Church on contraception and ridiculed the Ten
Commandments.

(5.1, 13.2)

Adjudication:

Complaints upheld.

The Authority understood the leaflet was intended to raise awareness for
National Condom Week and to promote safe sex. It considered, however that
the message of the advertisement was contrary to Catholic philosophy on birth
control and the portrayal of the Pope in this context was degrading. The
Authority believed the depiction of the Pope together with this wording was
likely to cause serious and widespread offence and asked the advertisers to
withdraw the advertisement immediately. It advised the Commitee of
Advertising Proctice to inform its relevant media member.

. Back to Top 10 advertisers by complaints - 1995
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Statistics : Top 10 advertisers by complaints - 1995

Club 18-30

Agency: Saatchi & Saatchi

You iff 3 package holiday®

7l

Adjudication

Club18-30

1st Floor
Devonshire House
29-31 Elmfield Road
Bromley

Kent BR1 1LT

Media: Poster and trade press
Agency: Saatchi and Saatchi
Industry complaint's from: Nationwide (314)

Complaint:
Objections to a series of seven advertisements which appeared on posters and
in trade press advertisements that featured the Club 18-30 logo and headlines

"Beaver Espana", "The summer of 69", "Discover your erogenous zone", "It's
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advisable not to drink the local water", "You get two weeks for being drunk and
disorderly ", "It's not all sex, sex, sex. There's a bit of sun and sea as well" and
Girls Can we interest you in a package holiday?" which was above a
photograph of a man with a prominent bulge in his boxer shorts. The
complainants objected that the posters werer obscene, irresponsible and
offensive.

(B 3.1, B 16.1))
Adjudication:

Complaints upheld.

The advertisers argued that the advertisements reflected the essence of thie
holidays through a type of humour and colloquialism that only their broad-
minded target market would understand. The Authority nored that the
compaign had caused widespread offence and reminded them that posters
reached those outside the target market. It considered that the advertisements
some offensive in their content, and sine irresponsible in advocating sexual
and alcohol excess is unacceptable. The Authority asked the advertisers to
withdraw the campaign without delay and obtain Copy Advice before
advertising again.

. Back to Top 10 advertisers by complaints - 1995
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Statistics : Top 10 advertisers by complaints - 1995

International Fund for Animal Welfare

Agency: Bartle Bogle Hegarty
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Adjudication

International Fund for Animal Welfare t/a IFAW
Warren Court

Park Road

Crowborough

East Sussex TN6 2GA

Media: National Press
Agency: Bartle Bogle Hegarty
Industry complaint's from: Nationwide (249)

Complaint:
Objections including one from the British Field Sports Society, to four national
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press advertisements that claimed

a. "What kind of person multilates samll animals? Before graduating to mass-
murder and necrophilia, Jeffrey Dahmer mutilated birds, rodents and domestic
animals... The torture of small animals us a regular occurrence in Britain.
Rabbits are hung from trees. Squirrels are nailed to them. Hedgehogs are
used as footballs. None of this however is illegal. The Wild Mammals
(Protection) Bill will make it so. Please write today to your MP and urge them to
vote in favour on March 3rd. You may be helping to save more than a small
animal's life". The complainants

1.considered the comparison offensive and challenged whether Dahmer killed
animals.

2.0bjected to the implied correlation between those that did not support the Bill
and mass-murder.

3.questioned whether this type of offence was a regular occurrence; and

4.considered the advertisement misleading, because it did not make clear the
other porpose of the Bill was to ban hunting with hounds.

b."Exhausted. Terrified. Shot three times, half drowned. Shot again. Oh, the
thrill of the chase. After killing a stag by the method described above the
Devon and Somerset Staghounds were banned for cruelty by their governing
body (an achievement in itself). The only reason they were banned is they took
too long to kill a stag."The advertisement went on to urge readers to write to
their MPs in support of the Bill.

The complainants
5.believed the advertisement was misleading because the hunt was
suspended not banned;and

6.challenged whether the stag was "half drowned"

c. "There's no need to bring back hanging. It's already here. As well as being
the most primitive form of hunting... snares are the most efficient. Set them to
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catch foxes and you're just as likely to find cats and dogs, deer and badgers or
farm animals in them. Animals snared around the waist are slowly
disembowelled, left alive with intestines hanging out for days. Around the neck
they are slowly strangled and almost decapitated..."Again the advertisement
urged readers to support the Wild Mammals (Protection) Bill. The complainants

7.challenged the claim that snares were as likely to trap animals for which they
were not intended as theu were foxes, and

8.believed that as legislation required snares to be checked daily the
advertisement was misleading.

d."You know they kill foxes. Guess what they do to the hounds? Every year
around 7,000 foxhounds pups are born tohunts. Of these around 5,000 will be
destroyed because they are unsuitable for hunting.

9.The complainants challenged whether the advertisers could substantitate the
claim. (5.1,7.1, 9.1)

Adjudication:

1. Complaints Upheld

The advertisers denied the advertisement compared Dahmer to those who did
not support The Wild Mammals (Protection) Bill. It was intended to imply that
animal and human abuse were related. The Authority understood Dahmer did
not mutilate live animals but examined the corpses of animals killed off by
traffic. It concluded that the use of Dahmer was inappropriate. The Authority
considered the irrelevence of the comparison, together with the heinous nature
of Dahmer's crimes, were shocking and had caused offence. It judged the
advertisers had failed to justify using this approach.

2.Complaints not upheld

The Authority considered readers not generally infer there was a correlation
between the mass murderers and those who either supported blood sports or
opposed the Bill.

3.Complaints upheld
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The advertisers did not show that those activities described in the
advertisement were "a regular occurrence".

4.Complaints not upheld

This Authority considered that although this advertisement had not explained
the Bill fully others in the compaign edalt with various clauses. The Authority
considered that when read in the context of other advertisements and wide
media coverage, the advertisement was acceptable.

5. Complaints not upheld
The advertisers argued readers would see "banned" and "suspended" as
synonymous and would not be materially misled; the Authority agreed.

6.Complaints not upheld

The advertisers provided press coverage and a video that indicated that a hunt
supporter wrestled with a stag in a river before it was finally killed. The
Authority considered the description "half drowned" was sufficiently imprecise
to be acceptable.

7.Complaints not upheld

The advertisers said the Bill would prevent random snaring, by requiring
people to obtain a licence before setting snares and would broaden and
reinforce existing legislation. The Authority accepted that snares were, by their
nature, indiscriminate, and it was possible they would catch cats, dogs, deer,
badgers or farm animals. Despite the length of time taken to provide adequate
substantiation, the Authority considered the claim that snares would catch
animals other thatn foxes was unlikely to mislead.

8.Complaints upheld

The advertisers believed that, although current legislation required legal snares
to be checked daily, this was rarely done. Whilst the Authority accepted that
the injuries described may occur, the advertisers did not provide evidee to
show that animals were left suffering unnecessarily as a matter of course. The
advertisers were asked to moderate their claims.

9.Complaints upheld
The advertisers explained the basis for their calculation approximately 7,000
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foxhound pups were born every year. They estimated that 2,000 of these pups
werer required, which meant 5,000 pups were surplus to requirements and had
to be destroyed. Whilst the Authority acknowledged that foxhounds were
required to satisfy certain criteria to be deemed fit and suitable for hunting. It
considered that the figure was speculative and the advertisers failed to
demonstrate the accuracy of the claim.

. Back to Top 10 advertisers by complaints - 1995
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