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ASH continues to censune
slimming advertisements
containing exaggerated
and untruthiul claims




The Advertising Standards Authority promotes and enforces
the highest standards in all non-broadcast advertisements
in the UK.

It does so in the public interest and In co-operation with
the whole of the advertising industry by ensuring that
everyone who commissions, prepares and publishes
advertisements observes the British Codes of Advertising
and Sales Promotion. The Authority acts independently of
both the government and the industry.
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Review of 1984

1844 hos been en evontful year, faced as we ware wiin a
comprenensive portfels of pan Evropean challenges ard the
emargancs of new medis. The Authority tackled issues es
divarse as the use of speed clalms in car aoversing. Lhe
persislantly misbeading cloms mods by cerain slimming
agwitigets and he amotive &M ol compaenlivi ndverising.

The sensitive topic of Bdvertiaing
mkmed a8y childresn wes explived, 25
was ihe clanfication of what actually
conatiiules an sdvertisament. We
Imvestigatad 1hve orotection of
refigious sansivTies and Wepd 8
waichfiul oyve on the overdevelopmg
Information superhighway. Cogy
ndvicé wis made mode accessible
than ever belore with dedicated
phone and {az Knes in arder to
ensure an effective Now of
communication Lo the industry to
achieve adveriisements which are
legal, decent, honest and truthfid,

Car Advertising

Car advertising has always been
covered by the general rules in
the Codes but the revised version
introduces a section specially
devoted to this sector. The rules
have been put together and
clarified by car manufacturers
as a result of concemn expressed
by the public and some law
enforcement and road safety
organisations about references
to speed.

The issue of car advertising is
currently under scrutiny in
Europe too and the ASA is
advising a European Working

The ASA ig keen to
praverd oirect madlings
to the deceasad

Party established by the European
Commission who are assessing
advertising in the context of road
safety. The Working Party has
carried out 2 survey of national
regulatory systems with the aim
of promoting best practice in car
advertising throughout Europe,

At the beginning of 1994 the
ASA's Monitoring Department
carried out a one month spot
check of speed and power claims
in car advertising. O a total of
108 advertisements checked,

10 were potentially troublesome.
This is a significantly lower
figure than those for similar
surveys carmed out in 1992 and

1853, The ASA received J63
complaints about car advertising
and 75 requests for copy advice
in 1994, The corresponding
figures for 1993 were 508
complaints and 50 copy advice
requests. This drop, coupled with
the results of the monitoring
survey, shows that the motoring
industry achieved a significant
improvement in Code compliance.
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Slimming Advartisements

The ASA has kept a special watch
on slimming advertisemnents.

The target audience is particularly
vulnerable and our rezearch in
1994 shows that advertisers

and publishers have not been

playing fair.

In January, we tested 124
advertisernents appearing in a
wide variety of publications for
Code compliance. The rules for
slimming advertisements are
particularly sirict, but the results
were nonetheless disappointing -
64% had problems.

THE CAR (8 FRONT 1 A& 2% TOYOTA

The main issue was the persistent
use of claims such as 'Ovemnight
Miracle Sim’ and ‘No Dieting.
Mo Exercize!’. Most advertizers
failed to show that their ‘wonder-
pill’ worked and assured us that
the adverdsement would not
appear again. Unfortunately, in
some cases, other equaily
unacceptable advertisements
replaced them, so constant
vigilance was, and is. needed.

Other areas of concern included
advertisements for cosmetic
SUrgery, exercise equipment and
methods such as body-wraps.
While some methods can help
individuals lose very small
amounts of welght, they should
not be promoted as the only way
or the best means of doing so.
Fermanent weight loss can only
be achieved by burning more
calories than you take in.

Positive action is required by
advertisers, agencies and the
media in this sector to ensure
self-regulation works in the
public interest.

Comparative Advertising

A powerful and often
controversial tool, comparative
advertising can be risky and must

MADH

be handled with care. Some
marketing experts believe that
‘knocking” advertisements are 5
mistake because they give
publicity to rival products.

The ASA takes a different view.
If they are property handled,
comparative advertisements
stimulate vigorous competition
and can help consumers to make
an informed purchasing choice,

A draft European Directive
alms to lower the barrers to
comparative advertising
throughout the single market
At home, a new Trade Marks
Act allows companies to
mention rival products by name
as long as this is done honestly
and is not detrimental to - and
does not take unfair advantage
ol - the distinctive character or
repute of the trade mark

The Codes’ rules remain
straightforward amid these
changes. Comparative advertising
should be clear and fair and
should not give the advertizers

an artificial advantage.



Protecting Chlidren

In April 1994 the ASA held its
second invited seminar on the
subject of advertising and
children - a sensitive but lively
topic and a fertile ground for
discussion, The seminar, like
the Codes' rules on children,
covered two distinct types of
advertisement and promation:
those directed at children and
those featuring images of
children. It had been carefully

planned as an extra-mural event

ta bring people together from
sdvertising, manufacturing,
consumerism, health services,
politics and education, as well
as regulatory bodies like the
Independent Television
Commission and the British
Board of Film Classification,
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| COEFILTANLY SFF.

Agvertizers should be caraful not
to portray children in polentially
harnrdows situsbions

Early on, the complexity of the
subject was demonstrated by a
professional analysis of ‘The
Youth Market' which broke it
down into six age groups, each
with different characteristics and
aspirations. Opinion on where
ultimate responsibility for the
effect of advertising on children

Thie ASA 15 kew 0
provent direel mailings
lo the deceazed

lies is polarised: with parents or
advertisers? Views on how deeply
children are influenced by
advertising were aired and the
potential of new media such as
computer games was underlined,
There was also much debate on
the best attitude to be adopted -
|aizsez-faire or nanny state - and
on whether government palicies
should be promoted through the
regulatory process or by means of
informarion and education.

Participants in the seminar went
away with a greater understanding
of each others® points of view

and with the conviction that el
regulation is working well in this
area of advertising. They also
agreed that such a dynamic and
constantly changing market

needs careful watching - a task
the ASA will continue to undertake
with vigour.



When |s an Ad not an Ad?
In recent years the media and
advertisers have devised new
routes for promating products.
One method is to produce
editorial style advertising.
Readers should however be
able to tell at once if they're
reading an ad or an editorial,
It is particularly important
therefore that features of this
kind are clearly lagged as
advertizements, announcements,
features or prometions.

But what actually constitutes an
advertisernent? When a company
issues a press release and a
newspaper bases an article on the
facts contained in it, this is public
relations rather than advertising;
or a car manufacturer might lend

a car bo a motoring journalist who
then writes an article about the
vehicle. This is not advertsing il
the car manufacturer has no say
in the finished article,

It became obvious during 1984
that guidance was needed on the
dividing line between editorial
and advertising. The Committes
of Advertising Practice asked its
General Media Review Panei,
which includes specialists from
the three main press media, to
consider the issue. The panel
concluded that two key criteria
must be satisfied before an
editorial becomes an
advertisement and falls within
the scope of the Codes. Firstly,
either money has to change
hands or same sort of
‘consideration’ has to be
involved: secondly, the company
must have control over the
finished article.

Good Direct

Marketing Practica

During 1594 the Authonty
continued to build on the firm
foundation of good direct
marketing practice established
in new rules two years ago, by
publishing a review of our work
in this area. Entitled ‘Direct
Response’, this report was
widely circulated te opinion
formers. Additionally, the new
research department conducted
an extensive survey of direct mail
and direct response ads in the
press which showed a high level
of compliance with the rules.

Despite the huge number of
communications made by direct
mail, the complaint level was
low in companson with other
media - 343 during 1994

The Authority has run several
specialist seminars and
workshops an direct marketing
and our stand at the UK
Direct Marketing Fair was
well attended. Good working
relationships with the Direct
Marketing Association and the
Royal Mail were enhanced by
our new projects team; the
industry seems to be taking its
responsibilities seriously.

Our commitment to the
establishment ol a ‘Deceased
Persons’ Index’, to deal with
the distressing problem of
mail addressed to those who
have died, will be in progress
during 1995.

The ASA received 1,705
complamls on matlers of
ceCency dunng 1954, of
whizh BAT were wphald, This
wis up on 1993's 1,287
COMMERinTS OF whech 144 veane
uphod, Adherlsers neec

10 Gl FERpOREcE 10 paflic
sefgviies  parlculiry
whan using siers



Rellglous Imagery
“If 1 professed Islam. | would be
greatly distressed by this picture”

“If this is the start of advertisers
using well-loved biblical phrases
in advertising, [ for one shall be

very sorry”

These were two of the comments
made by complainants that
prompted the Authority to look
closely at the use of religious
imagery in advertisements
during 1994.

Although small in number
compared to total complaints
received (B7 out of 9,657 in
1994), advertisernents
employing a religious theme
presented special difficulties
because what may seem
harmless to some people may
be extremely offensive to those
with strong convictions,

The Authority does not act

as a result of unreasonable
idiosyncratic pressure from any
quarter; it does, however, aim to
provide pratection for minority
groups who would be gravely
offended by an advertisement.

So, in July, we issued a timely
waming to the industry that
creative treatments in
advertisements should not
ignore religious sensitivities.
Advertisers may of course use
religious themes, but the wrong
kind of allusion, however light-
hearted in its intent, can raise
justifiable complaints of offence.

In order to drive home the
message to the industry, the
new Codes specifically remind
advertisers that they should not
offend on grounds of religion.
The Authority will continue to
ensure that any advertisement
likely either to offend the
majority of readers, or 1o
offend a minority deeply, is
swiftly withdrawn.

The Future

Love it or hate it, the buzz
phrase of 1954 was ‘the
information superhighway”.
Throughout the year the debate
raged as to whether or not the
promised explosion of new
media, and associated services
for consumers, would take off.

The technology now exists for
an enormous range of new
services which are likely to be

developed over the coming years.

This will have a visible effect on
advertising practices. Advertising
is already seen on non-broadcast
electronic media such as video
games, CD-Rom, the Internet,
on-line newspapers and diskette
and is likely to continue to
expand. New forms of media
such as screens on buses, home
shopping and video-on-demand
will produce further opportunities
for advertisers in 1995.

It is clearly important that
self-regulation does not fall
behind the technological leaps
and bounds that are currently
underway. The ASA has been

keeping a close eye on
developments. We are taking
part in the Advertising
Association’s working party
Project 2000, which is
discussing new media and
analysing its likely irpact on
the advenising industry.

The ASA has also been
working with the European
Advertising Standards Alliance
on the subject of new media.
A questionnaire was sent to all
Alliance members asking what
action they were taking to
expand their regulation in this
area and what developments
they expected to see in 1995,

The new Codes have already
been adapted so that new
forms of media can be
incorporated into the ASA's
scope whenever appropriate,

The ASA is ready to ensure full
protection for consumers as new
advertising media are introduced
into the market.

Total Complaints

‘84 93
Purmued
Upheld 1611 1268
Statement a 22
Resolved informally 1047 782
Naot Upheid 300 456
Awailing Outcome 83 77
Not Pursued
Outside Remit 1622 1854
Mot Justfled 4238 4329
Mall Ordar
Goods Received
or Refunded 339 393
Othars 37 a3
Awaiting Oulcome 33 26
Database 343 363
Total Complaints

Recelved 9657 9603
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Tha advertisers withirew (his
iverisement following 164
compiainis Lo the ASA tral (I
ENCOUrAgEd Promiseuty Bnd
that || wars denigratony (o the
European Union fiag

Top 10 Complnint Catogories

1. Leisure BES
2. Clolhing 546
3. Publishing 492
4. Compuiers 474
5. Heahh 388
6. Travel & Transportation 372
7. Motoring 363
B. Audio-visual 342
9. Household 338
10, Employment 317

The Codies do not inhibil crestive
advertising. Neveriheless,
advertisers should avold cawsing
undue distress

Copy Advice

Copy advice was more accessible
than ever before in 1994, thanks
to the introduction of dedicated
telephone and fax lines, These
were necessary to cope with the
rising demand for guidance on
the finer points of the Codes.
Maore and more agencies in
particular recognised that
ironing out problems at the
preparalion stage can avoid the
embarrassment and expense of
having to scrap an advertisement
in mid-campaign.

Health advertising was the
category that cropped up most
regularly but this was not only
related to the touting of pills and
potions. A number of advertisers
were offering health-related
publications - those that
encouraged readers to diagnose,
even treat, their own symptoms
of ill health and some of these
took the concept of self help

a little too far,

Slimming advertisements
generally showed a considerable
improvemnent, but those extolling

The DE5T compiaints recewed dunng
1994 ralatad to T334 advertmamenis -
a smail grop on 1893 when the 8803
compiants recawed related to 7773
advertisemants

WA EE

certain beauty treatments did
give us cause for concem. In

the early part of the year
advertisements for liposculprure,
where subcutaneous fat is
surgically removed, misleadingly
suggested that the aperation
was as straightforward as having
a haircut. Come the Autumn,

the fad was for ‘non-surgical
facelifts’ in the form of electrical
pulses delivered to the face.
However, the description
exaggerated the modest effect
of the treatment.

Something that did receive a
facelift was the Ad Alert, a
warning to the media drawing
their attention to unacceptable
advertisements. This was not
just a cozmetic change. The
distribution channels were also
revamped to ensure that it
reached itg target audience
more quickly in the newspaper
advertisement departments.

Intr@sndusiyy complmnis tolalled 96
during 1094, a8 against 1149 in 1993

All 1954 figures quoted were calculated
a5 &l 29tn January 1995 and wers
cormect at that time.



Changing the Focus

In the past the ASA has monitored advertis:ng by examimng
itvwdunl Bovertssements Laken from a stalmbical sample, For
sonE years we have Blsc carmes out spol checks on soecific
secims of aoverlising sucn 5 MOLonNNg, RCONANG dilnks of
childrén, Thks latter method oooved s:gnilicartly mose aMoective
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refivan 1o A category of adveising
or media type. Tna Hesesnzh
Deparimen! was specificaily sat

g for this puroase

Research projects have arisen
from various sources:

Public Debate - Nutrition
Claims: Some people believe
that food and soft drink
advertising increases the
consumption of particular food
types: others argue that it simply
creates brand awareness, Since
the government published “The
Health of the Nation' setting
targets for improving the
population's health, the debate
has intensified.

The ASA has taken a keen
interest. meeting consumer
groups, industry bodies,
individual companies and the
government's Nutrition Task
Force in arder to understand
their concerns. In May, we
examined food and drink
advertisements, taken from a
wide variety of publications,
which contained nutrition claims,

The results proved interesting;
11% of the advertisements
contained questionable claims
though fewer - 4% - appeared 1o
break the rules.

Two particular areas gave rise
to questions. Some breakfast
cereal advertisements contained
claims that were not themselves
unreasonable but that played
down the importance of factors
other than diet in maintaining
good health. A few vitamin
advertisements exaggerated the
need for, and effectiveness of,

dietary supplements.

The Codes recognise the
vulnerability of children to
advertising messages. The
survey, however, confirmed
the limited incidence of food
advertising directed at children
in the non-broadcast media;
advertisernents in comics and
teen magazines are more
frequently for computer games
and music.

As usual, the ASA must steer

a sensible path between groups
which hold strang and
diametricaily opposed views,
Our aim is to ensure that food

manufacturers advertise
responsibly but not 1o interfere
with an individual's right to
determine what they eat.

ASA Complalnts - Basket

of Goods Comparisons:
Supermarkets are battling to
attract customers and some list
& 'basket” of regularly bought
goods showing how their prices
are lower than those of their
rivals. A complaint to the ASA
highlighted concems that the
method of comparison and
choice of goods could be
questionable. We wrote to all
supermarket multiples and
with the help of their responses
were able to issue guidance

on an acceptable method for
employing such comparisons
to ensure the public are neither
confused nor misled by this

approach.

Industry Organlsation
Concemns - Credit Repair:
If somecne fails to pay a debt
promptly, their creditors can
apply to the courts to issue a

Around 5,000 advertisements
have been obtained for analysis
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County Court Judgement against them. This judgement is then taken
into account by future creditors when considering whether to give that
persan credit. Some advertisernents claim to be able to re-establish an
individual’s creditworthiness,

The ASA found that many of the concerns that had been raised related
to the service itself. We did, however, pinpcint some areas of concermn
in advertisements. For example, judgements can be

Focualng on & wide cancelled if the proper court procedures are not followed.
wrray of edvertising in Some advertising included a list of reasons that had
the past, the ASA has previously satisfied the courts, sometimes tempting
now daveloped Ha individuals to use one of these reasons even when it
mm did not apply to their particular circumstances. Other

iic catogort advertisements exaggerated the likely success of the
of advartising or service. The ASA brought these concerns to the attention
types of medin of the industry.

Vanity Publishing: Some advertisements offer a service where
individuals pay to have their novels or poems published. When the
ASA serutinised this pracrice, it was clear that some of these
advertisemenis erroneously implied thar the

cost of producing the work was shared by the  To ersure that the ASA
author and the advertisers. Others suggested 7Bl &0 Buiraine of
that the author was likely to profit from the S Moyt e

¥ . NS i MVEITISIngG
venture, Il books are produced imespective of . L e arm currenty

their merits, financial EE.'III on the part af the conducling a Malional
author is unlikely. The ASA ruled that the &dvertising Roview. a
industry should take these concerns on board.  *2listeslly vaid traw|

ol arversing appeanng
of posleds., [N magannes
@ in e nadoonal and
regonal press dunng
Detobier, Around 5.000
AVEMIREMENTS have
een ondained for
anatygs and our fmdngs
il B widely pubibesed
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The CAP Year

Not only do the new Codes
underline the responsibility
shared by the industry in
standards, but they also remind
us of the benefits of industry
action, co-operation and
consensus. These are amang
the most important qualities in
keeping self-regulation strong
and effective. A priority this
year has therefore been to focus
on areas where major, tangible
benefit could be gained from
greater industry co-operation
and commitment.

The national press is only too
aware of the significance of its
role in the self-regulatory process
and 1894 saw the development
of a much closer working
relationship between CAP and
the national press. This has
yielded very positive benefits,
Jparticularly with the reaffirmation
of the press commitment to
Code compliance which has

1904 was a year of dogged grouncwork for the Commultes
of Adwertiseng Prachce sulmiraling wn whal was, wilhoul a
ghindow of dowbt, 18 greatest achisvement - e compliets
rewsion of the Briush Codes of Atvertising and Sales
Promonon. it = & great tnbute o everyone involved that

o [rOCESS SpEnnm reaty two yeans and ivahang inpul
fromm countiess organisalions from the indusiry and
nterestad parties could resull i 8 docunend which
evenyong would Sgree « ointise, usér-nendly and
emEnenlly workabie. The fruils of the industry’s labows
are guamaned in getail on pages 14715 of this Report.

enabled us to put procedures in
place that will ultimately be to
the advantage of consumers.

These procedures will make life
difficult for any advertiser who
refuses to abide by the Codes.
Advertisernent directors have
agreed to act swiftly if they
receive Ad Alerts issued by
CAP waming that a specific
advertisement has broken the
Codes. They will require
recalcitrant advertisers to toe
the line and take copy advice
before they agree to publish
their ads. The possibility of
targeting specific areas of
advertising for CAP certification
before publication has also been
agreed and this will be in place
during 1935.

Another example of media
co-operation was seen in the
willingness of the national press,
magazine publishers and poster
companies to donate space for
the ‘Keeping Tabs On Ads’
campaign. Thanks also to

Burkitt Weinreich Bryant
Clients and Co. who designed
and produced the campaign,
and the London Media Group
(now CIA Medianerwork) who
secured nearly a million pounds
worth of free space during the
year, both of whom donated
their services to us.

However, the picture was not

all rosy, CAP has tackled the
difficulr area of front page llashes
for newspaper promotions this
year. Ii is encouraging to see

that the latter stages of the year
bore witness to far fewer Code
breaches. Complacency needs to
be avoided if this pattern is to be
maintained. It is worth bearing

in mind that OFT referral or
intervention will not simply
remain an idle threat il publishers
continue to ignore the rules,
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An issue which featured on
many CAP and sales promotion
industry agendas throughout
1994 was the difficulty
experienced by the public in
obtaining their free fights in the
Hoover promotion. The sales
promotion industry s largely
agreed that this particular offer
has had a damaging effect on
the credibility of other sales
promotion schemes. Consumer
confidence and the future
reputation and success of the
industry depends on there being
no repetition of schemes that
cause such a level of public
disquier. The industry was
therefore quick to condernn any
promotion where consumars’
interests appeared to have been
compromised.

The work of the review panels
continues to serve a valuable
function. Discussions by the

General Media Review Panel,
ably led by Hugh Burkitt, resulted
in the drawing up of guidelines
for *advertsement features’, The
Sales Promotion and Direct
Response Review Panel, under
the knowledgeable Chairmanship
of Colin Hall, deait with issues as
diverse as newspaper front page
flashes and what constitutes an
‘instant win'. My thanks to both
Chairmen for their ime, expertise
and energy.

The end of 1994 saw not only

the departure of Sir Timothy
Raison who, as Chairman of the
ASA, was consistently supportive
of CAP's self-regulatory role, but
also Ken Miles who, for so many
years, has been the Incorporated
Society of British Advertisers’
representative on the Committes.
His knowledge and wisdom will
be greatly missed. It also marked
the end of my immensely
enjoyable and fulfilling two year
period as Chairman and gives me
the opportunity to wish my

CAP

successor, Martin Runnacles,
who heads up marketing at
BMW GB, all the very best for
his period in the chair. | feel
confident he will make an
enormous contribution ta the
vital role of CAP within our
self-regulatory system.

The events of the year
demonsirate the importance
of what can be achieved by an
industry willing to co-operate
and take responsibility for its
actions, 1995 presents us all
with a challenge and at the
same time a great opportunity
to dernonstrate our ability to
comply ourselves, as well as
encouraging others to comply,
with the new Codes. No less
should be expected from a
mature industry,

John Hooper
Chairman 1992-19%84



199% negan for us with the lagnch of
the rewriten and re-gesgoed Brilish
Cooes of Advieries ng and Sales
Promalion. The new Codes wete
Wrwiind on 10 fanuary 10 oome nlo
effect on 1 Fabruary

The Mew Codes

CAP, the Committee of
Advertising Practice, consists of
advertisers, promoters, apencies,
the media and service providers
and is responsible for writing the
Codes. The first Code appeared
in 1961 and was four pages

long with just two pages of
‘Recommendations’, Subsequent
revisions were made every four
or five years as more sechions and
ruleg were added. The first Code
of Sales Promotion Practice was
introduced in 1974, the Alcohol
Code was appended in 1975 and
the Cigarette Code in 1976,

The New Format

This review is different: there
has been a radical re-think of the
way the Codes are worded and
put together

« @ ring binder has been used so
that the Codes can be updated
with new rules when needed,
without waiting for a full reprint

* legal jargen has been excised
in favour of shorter, more
readable rules in clear language

+ unnecessary detall has been
deleted

+ the layout is sharper and the
structure and numbering have
been simplified

+ rules come first - the section
on how the self-regulatory
system works has been moved
to the back

+ the index has been expanded

+ the Advertising and Sales
Fromotion Codes have been

Tha Prima Movars

Thee Code Rewew Working Group

riet feg.adarky balweon March 1993
and Dctober 19594 18 Chairman,
lohn Hooper, was #lso CAP Charman
dunng M piood af the e

Maty Aloerson, ASA's Directos
General who witde 1ho new Cooes
attended everny meeling



united in one document, hence
“The Codes"

» @ section has been added giving
detalls of legislation related to
advertising and promotions

What Else Has Changed?

Of course, there have also been
a number of additdons to the
Codes. Probably the most
significant are the new sets

of rules on motoring and
environmental claims. The rules
on list and database practice
introduced in December 1968
in leaflet form have also been
incorporated, as have the changes
made to the political section.

Here and there individual new
rules have been added. For
instance, in the Specific Rules an
slimming, advertisements should
not appeal to anyone under 18,
nor should they suggest that it is
desirable to be underweight.

Group msmbeam:
Tony Blin-Stoyle & David Pollock
NerwSpap: Publlishers Associaton

Andrew Brown
Adverising Associalan

The scope of the Codes has been
expanded to include advertising
in non-broadcast electronic
media such as videos. [acsimile
transmissions and computer
games. (Broadcast advertising is
covered by the Independent
Television Commission and the
Radio Authority).

Consulting
Another frst for this review was
the extent of outside consultation.

In order to encourage Ve G ilae Sunafiied Trom ‘gaset ’

as broad a range of Views gy dolegates from the Direct Mall Servicas

a5 possible, we consulted  Standards Board, the Nawspaper Soclaty, Instiiule
: tha Incorporuted Soclety of Britieh Advartlssrs and

which everituslly grew hald apecial sssslons on the Sales Promotion

to 158, At the outse, Coda, the spacific rulas for alcohollc drinks and

we invited comments newspaper promotions. We are not able lo name

and suggestions on what averyons but wa, mwd the Industry as & whols, ars

the review should aim to indebrted to all thoss who comtribirtad thalr time

achieve. Then, when a und bralnpower Lo this consldarable tashk.

complete first draft had been put
together, it was sent out to all
those on the list for their
comments. We were delighted
with the response, which was
largely positive.

Hugh Burkitt Normman Jack than Sarah Glding
Instute of Practisoners n Adveriising Insbitute of Sales Promolaon
Potor Dear David Nowall

Parodical Publishers Assotsalion Newhpaper Sociely

Kawvin Holland Christophar Opdan & Davld Polay

Dimct Mamneting AsS0c ahon ASACAP Secretanat



EASA Member
Countries

LK

Eire

France
Garmany
italy
Groece
Hotland
Balgaum
Spain
Portugal
Denamark
Lugembourg
Adatria
Swoden
Switrertand

n Europs

The Year in Europe

Europe has not been quite the
sticky issue for the ASA that it
has been in some other quarters
over the last rwelve months. In
fact, quite the opposite. 1994
saw the establishment of the
European Advertising Standards
Alliance in its permanent offices
in Brussels and Dr Oliver Gray
installed as the new Director
General. The ASA is a founder
member of the Alliance and |s
playing an increasingly active role
in helping to consolidate
advertising controls far the
individual markets that form its
membership. The Authonty’s
Deputy Director General,
Christopher Ogden, is also the
Vice Charrmman of the Alliance:

With Luxembourg completing
the eircle earlier in the year, the
rwelve European Union states are
all now members of the Alliance
In addition Austria, Sweden and
Switzerland are also members
and with increasing interest from
Central and Eastern Europe,
self-reguiation can truly be said
to exist across Europe.

So why does the Alliunce exist
and why s it necessary to strive
for closer integration with our
European partners? The Alliance
is an umbrella organisation that
co-ordinates advertising controls
and promotes best practice
among its membership; it does
not control them. Through its
office in Brussels, it is able to
liaise with members to spread
news and essential information
and, in doing so, assists the
members to further fulfil their
individual roles.

The Alliance has also been
successtul in launching a system
of eross-border complaints.
This enables consumers in any
Alliance member state to have
complaints investigated against
advenisements originating from
other inember states. Fram
September 1993 to December
1994, 25 European consumers
have had their cross-border
complaints investigated. In
addition, frequent information
exchanges have taken place
between member organisations.
The Alliance also helped
advertisers and agencies who are
Iooking to create pan-European
campaigns by putting them in
touch with the relevant regulators
for advice.

In June, the ASA received a large
number of complaints conceming
an advertisement for Inter-Rail
which depicted a European Union
Mag with the twelve stars replaced
with yellow condoms. The
advertisement was headed
“Inter-Rail. You've got the rest

of your life te be good” and
referred to the European
Commission's year of ‘Europe
Against AIDS' campaign
Numerous UK. complainants said
the advertisement encouraged
promiscuity ameong the young
and was denigratory to the EU.
flag. The ASA also investigated
complaints [rom France and
Belgium through the cross-border
complaints system. When the
ASA liad made its ruling to
uphold the complaints the
complainants were advised via
their national regulatory body of
the outcome.

To larther illustrate the system in
practice, in May of this year the
Alliance issued its first European
Ad Alert. This oceurred after the
ASA had been unable 1o locate a
UK. company, operating in
Spain. It had been less than clear
in expiaining the terms and
conditions of a prize draw which
Jured two German holiday makers




into entering. This meant that in
every Alllance member state,
regulators were alered to look
aut for any activity from the
company concemed and Lo
guard against it repeatng the
advertisement.

During the year the European
Union took the inltative to
develop a coherent policy on
commercial communications
Adverntisers, agencies, media and
regulaters have all been
consulted by the Europenn
Commizzion on any perceived
disparity in the functioning

of commercial communications
within the single marker. This
will result in the Commission
producing a Green Paper in 1895
to deteymine whether more or
less regulation is required. The
Alllance has led lts members in
demonstrating to the Comimission
that self-regulation within the
existing legal framewaork is
funconing effectively.

One of the objectives of the
Alliance in 1995 is 10 continue
and broaden its work on
promaoting self-regulation in
Central and Eastern Europe

The ASA, along with its Alliance
pariners, will be in the forelront
by helping to furnish other
countries with the necessary
expertise to achieve a wider
European sell-reguiatory bloc.
Success in this goal will
encourage a uniformity of
marketing opportunities, while
securing strong consumer
protection

The Alliance publishes a
quarterly report giving detalls

of the cross-barder comploints
it has handled, as well as features
on sell-regulatory systemsin
other countries. The ASA will be
[eaturing periedical reports on
European issues and complaints
in its Manthiy Report to heip to
develop an awareness of the
existing facilities available Lo
consumers across Europe

ar




In the Public Eye

The ASA's advertising campaign
may have played its part in
keeping the ASA in the public
eye this year but the Authority
continued to develap its
communications in other ways
too. Talking to and advising the
public, the advertising industry
and the media remained a top
priority throughout 1994,

Keeping the ASA and its
adjudications in the headlines

is one of the comerstones af
self-requlation. After all, adverse
publicity against advertisers
who mislead or offend is a
significant deterrent. During
1984 the Authority expanded its
press activities in order to ensure
an effective flow of informatdon
to the media and maximum
coverage in the press and on
TV and radio.

The ASA also improved its own
standards of service in giving
advice and information to the

public. As well as receiving
thousands of written requests for
information, the Authority now
operates a dedicated telephone
enquiry service between 10am
and 4pm.

Industry awareness of the rules
is another vital factor in the
success of the system, The
Authority ran 65 seminars
throughout 1994 keeping
advertizers as far afield as
Aberdeen and Southampton

in touch with the Codes’ nules.

Special subject seminars

covered sectors such as

cigarette advertising and travel
advertisements. High attendances
underlined the industry’s
commitment to high standards.

The Authority’s seminar to
introduce new guidelines for
‘advertisement features’ was so
well attended that a larger venue
was frantically sought,

Tha Year ot & Glanca

Tha Authority answered 2,807
enguines from the press. It was the
subyect of 320 articies in he nationad
ess, 988 m the egiond press, 174
N the consumar press and 558 n Lhe
adverlising and irsdo Diess

Marketing Week commented
“The publishing world has
welcomed ASA rules clarifving
what is an advertising feature.”

The Authority has also made
many presentations at the
request of commercial
companies, government
departments, CONSUMEr groups,
students and charities.

The introduction of the new
Codes means that bookdngs for
our industry seminars will be

in particular demand in 1995;
health and beauty ads,
environmental claims, financial
advertisements, public relations,
incentives and promotions, will
all be the subject of seminars,

The ASS was pisn featurod 18 bmes
on TV and 103 wmes on nalidnal rad
Regonal radio features lotakied 163,
many of which ingiuded inlerimews with
ihe ASA

Looking Ahoad

Altogeiher, e Aulharily contuctad

05 semnars and presanlalions

Thie Authority handied 17,647
EEnoral engusries



The Autharnity's "Heeping Tabs On Ads' campasin sl be resseed and Lhe s will nos Aclude 8 oonlac] aomiess Mot aply #
ther appaarance romind the public and the inoustry that we are actreely ensering the nighest standards n sdvertisements, they
will aks0 serve A5 B useful point of reference Snoud avpone hoe: @ grevance againsl 8 speciiic advertisemant. Space will once
again be donated by publishers and postar sile owners. underfining medis suppod {or the sabfregulatony systom. The Authonty s
indiehiad o Burjuit Wainreich Bryani Clisnts & Co, tor ihen creabive work and sound advice and to CLA Medianetwadk and
Ponland Outdopr Advertising for co-ordinating 1he donstad space

The Codes Further Education Good Advertising - Guide 1o our
The new Codes have presented Responding to the many pre-publication advice service
the Authority with many thousands of enquiries we receive
challenges for 1995, Qur seminar each year [rom teachers and Complaints Procedure - Stages
programme will be stepped up students, the Authority is of complaint investigation
to help the industry become developing a Teacher Resource
Familiar with the new Pack. Media studiesis an area of  Background Briefings - A series
requirements and to publicise increasing interest in schools and  of summary sheets on specific
the Codes to as wide an audience the pack will be an invaluable areas of ASA activity
as possible. Our literature will eontribution to classroom debate.
be updated so that the public Tackling issues such as how Direct Response: the ASA and
can be kept informed of the high advertising works, showing the Direct Marketing - Review of the
standards they can expect from difference between advertising ASA’s regulation of the direct
advertisers and how 1o complain and editorial, discussing the point  marketing industry
when an advertisement falls at which harmless "puffery’ is
below those standards. displaced by blatant dishonesty, British Codes of Advertising and
the pack will be available later Sales Promaotion - The rules
this year,
Monthly Report - Features the
Ust of Publications latest ASA complaint adjudications

GOOoD

ADVERTISING

Legal Decent Honest Truthful -

A consumer guide to the ASA On Video
ASA Investipated - How does
Advertising Under Control - The the ASA deal with affensive or

rules at a glance

misleading advertisements?

A fifteen minute video available
on free [oan. Ask lor our video
leaflet for more details.

Mew for late 1995 - ASA Teachers
Resource Pack

i



ASA Councll

1. Chalman Sir Timothy
Ralson, who retired at the and
of the year, is a Privy Councillor,
a former Home Office and
Owverseas Development Minister
and was Conservative MP for
Aylesbury for 21 years. He was
founder editor of New Society

magazine.

2. Richard Bradiey is Vice-
Chairman of both L'Oreal {UK)
Ltd and the Cosmetic, Toiletry
and Perfumery Assoclation and
is UK delegate to COLIPA, the
industry's European body, He
is also Chairman of both the
Cesmetic Industry’s Education
Trust and its charitable
foundation.

The Secrotariat
Comprses 80 stafl and cames oul 1he
day today unneng of ASA gnd CAP

Dirmctor Ganaral
Math Aldorson

Dapiuty Mewotor Genaral
Chrsstophes Ofden

3. Catherine Poeckham (s
Professor of Peediatric
Epidemiology at the Institute
of Child Health and Hon
Consultant at Great Ormond
Street Hospital, London. She
heads the European Union
Concerted Action on HIV/AIDS
in mothers and children and has
written extensively on health
issues relating to pregnancy
and childhood.

DHrecior of Finance
Prul Giefiths

Ditaetar of invastigntions and
Copy Advica
Roger Wby

Director of Communlcations
Prlip Rubensien (until Dec “94)

4. Tony Fisher is a marketing
consultant, a Director of the
Advertising Standards Board of
Finance and a former Chairman
of the Committee of Advertising
Practice. He is also Chairman of
the Trustees of the Advertising
Bodies Pension Fund and a
trustee of the CBI Education
Foundation,

§. Ellzabath Fllkin is the
Adjudicator for the Inland
Revenue and Customs and
Excise, & Director of Britannia
Building Society and Hay
Management Consultants.
Previously she was Chief
Executive of the National
Association of Citizens Advice

Bureaw:.

Opaiations Managar
Jaoanne Poots

Complaints Managoers
Fiemit MeGumness
Alprl WhillarEnd

Projocts Manager
Miisa Chater



6. Dr lan Markham is a lecturer
in theology at Exeter University,

specialising in the philosophy

of religion, comparative religion,

Christian ethics and British
theclogy. He has published on
the area of Christian ethics
and culture.

7. Len Sanderson, who was

appointed to the Council in 1884,

iz Advertiserment Director and
Deputy Managing Director of
the Daily Telegraph and is a

Telegraph ple board member.

8. Prtricia Mackesy was
formerly Chairman of Oxford
Magistrates Bench and of
Camden Juvenile Court. She
was also Deputy Chairman of
MNorth Westminster Court and
a member of the Home Office
Magistrates' Committee,

Resaarch Mansgar
Doarninic KellatBowman

Irfarmation Manager
Linds ‘Wheals

Copy Advice Manager
David Poley

9. Robert Pinker iz Professor
of Social Administration at the
London School of Economics,
He is Privacy Commissioner
for the Press Complaints
Commission and is a board
member of the Direct Mail
Services Standards Board.

10. Shella Hfat Howltt is a
Non-Executive Director of

Mid Surrey Health Authority,
a member of the Immigration

Appeals Tribunal and the London

Rent Tribunal, ag well ag a JP,
Born in Pakistan, she has lived
in the UK since 1871.

Sywtamn Managae
Lawra Fshman

Hand of Extemal Afiaimns

Camlna Crawford

Office Manager
Chnstang Wood

11. Sylvla Heal is a National
Officer for Carers National

Associabion. Appointed asa JP in

Surrey in 1973, she was Deputy
Chair of Chertsey Division
Domestic Panel. She is a former

Labour MP for Mid-Staffardshire

and Opposition spokesperson
for health and women's rights.

12. Christopher Hawes was
Chairman of TSMS Group Ltd
from 1989-94 and was also

Chairman of Davidson Pearce

Group ple from 1972-1968, He is

a past President of the Institute
of Practitioners in Advertising.

Jackle Dickens (not shown)
is Regional Director of planning
for Leo Bumett (Asia). Now
based in Hong Kong. she left
the ASA Council at the end of
1964, She has written
extensively on advertising

and market research topics.

lisune vey



Expandilure account for the yar
ended 3151 December 1893

Regpsiond office:

Tne Adveriming Slandards
Authonily Lamuied

2 Tommnglon Place

Londan WCIE THW
Telephone 0171 580 5555
Regsierad w Englandg

Mo T33214

Financial Raport 1583

Expenditure

Salarles and staff costs
(excluding direct marketing)

Rent and accommodation costs
Travel, subslstence and sntertaining
Consultancy and professional fees
Councll honorarla and expenses
Depreciation

Telephone, postage, printing,
statlonery and other general expenses

Advertising and promotion

Direct marketing functlon

TOTAL

Excess of expenditure
over income for the year

1983 £

1,406,880

248,285

48,841

124,003

44,123

111,570

277,763

151,230

138,836

2,551,531

(3,854)

1962 £

1,419,540

238,669

42,496

153,332

38,366

118,010

262,854

151.794

112,004

2,538,065

(25472)



Year to 31st December 1993
Last year's inancial statement
predicted sxpendituro of

12,548 200 and anticipated o
break-even posinon of moome
nd expedditure. The aodited
figurea for 1983 rellect actual
expenditure of £2.551,531 and &
pre-tax loss of £3 654, Detalls of
expenditure are shown on the

facing page

Year to 31st December 1994
At the time of preparing this
Repart, nudited income and
expenditure figures for 1594 are
not avaiiabie- The following
pravisional indications can.
however, be givon

Incomeo

Income received from the
Advertising Standards Board of
Finance Ltd rome by 5.7
compared with 1993, to

EL. 737,188 Interest receivid was
similar to (993 and produced
additonal incame of £30,0532
The total income was £2,787.250

Exponditura
Owverall expenditure it 1994 rose

by 0.9% to £2,726,702 compared
with 1593, General and direct

Finafeer) Accounmin: yos W0 31s
Dircermtesr 1854 Fnafisan acoounts fior
15494 will b graerie 10 2w Colmes
of thié Authonly Bl Rs Anrinl Beneoal
Meanng scnaduied for e 1995 anp
witl clibssguently be odgess wih
Compares House 0 e noemal «sy

A breakoiown Of Expendines for 1004
will apge=ar 1m nest yoor s Aneual Rnpon
A e BTy Shiown OF e lEong pag

marketing sdvertising
expenditore increased

by X3% as a resull of

the "Keeping Tabs On Ads
campaign. Having been heid at
similar levels in 1992 and 1993,
stnfl cosis increaced by 6%, wa
thirds of which weré recruiiment
and retention coms nonetheless,
tonnl stnff costs were still lowes
tham in 1991, Premiises costs rose
by &, 7% because of essentinl
plisnt mamtenance and
replacement. Continued
econpmny messures ennbled
office and orher peneral operatng
expenses (0 be held at jevels
gimilar to 1992 and 1993 and
expendingm on conaultency and
profeszional fees (el by 8.8%

Prafit/Loss

I ks anticipated that the audied
gecounts for 1994 will show &
pre-tux profit of approxtmately
£432 000



ASA

About the ASA

The Advertising Standards
Authority promotes and enforces
the highest standards in all
non-broadcast advertisements

in the UK.

It does so in the public interest
and in co-operation with the
whole of the advertising industry
by ensuring that everyone who
commissions, prepares and
publishes advertisements
observes the British Codes of
Advertising and Sales Promotion.

The Codes require that
advertisements and promotions
should be; fepal, decent, honest and
truthful; prepared with a sense of
responsibifity to consumers and to
soctety; and in ling with the
principles of fair competition.

The Codes are drawn up by the
Committes of Advertising
Practice, CAP comprises the
trade and professional
organisations of the advertising
industry, including those
representing the media,
advertisers and agencies,

CAP provides a free and
confidential pre-publication
advice service. The service is
widely used by publishers and
advertising practitioners to
ensure as far as possible and
in advance of publication that
advertisements conform with
the Codes.

If an advertisemnent breaks the
Codes, advertisers are asked to
amend or withdraw it. If they do
not, the media may invoke their
terms and conditions of business
which require adherence to the
Codes, and may ultimately refuse
further space to advertise, Both
advertiser and agency may also
jeopardize their membership

of trade or professional
organisations if they persistently
break the Codes’ rules, resulting
in the loss of financial and other
trading incentives.

If the ASA has used all self-
regulatory means at its disposal
to prevent a misleading
advertisemnent from appearing,
and it continues to be published,
the Authority can ask the OFT
to invoke the final legal backstop
of the Control of Misleading
Advertisements Regulations
1988, Although rarely used,
these empower the Director
General of Fair Trading to apply
for an injunction against
advertisers, agencies and media
to prevent further publication,

The ASA 15 independent of
both the government and the
advertising industry. It has a
Council of twelve members, the
majority of whom have no
connection with the advertising
industry. Its Chairman is also an
independent appointment.

The Authority is funded by a levy
on all display advertising and
direct mail in the UK. A separate
body, the Advertising Standards
Board of Finance. collects the
levy to ensure that the Authority's
independence is maintained.



ASA

2 Torrington Place
London WC1E 7HW
Tel: 0171 5B0 5555
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