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Chairman’s

Taclam thassell-renulaton seen at iis most
suecessiul iy adverhismng s a pecullarly British
tampramize iy (pgnore the growth worldwits
af similan (hstifutions, But the balance hetwesn
the Advert Standards Board of Finahce
(ASBORN which raises the money. the
{Lommittes of Advertsing Practice (CAR),
which writes e Codes, and the ASA I{so!l

i6 4 velicate one fefined by, 1h iy five yedrs of
sxpedence Lwarksthrouobmudis) respect
or e boundanes batween fanclions and a
recoanition that the mdependence of the ASA
e Mey e It acceptance as a constumet
Walthuong

The advertising industey 5 competitive and
tast-moving [t operates in an ervironment
nitechnological, economic and secial change
Wikt surprises e s not the number af
complamis we receive - tairly steady batweon
1955 and 1996 - but'the Hghquality afl moch
actvertning and public acceptance of it Even
those advertisprs agamst whom we uphold
laints are‘oiten ready to acknowledoe
rorandin iuture to consider copy advice

This s the key o the success of self-renulation
A war of attntion between the indostry and
the ASAwould undermine pubilic confidence
and mekemaore prebable niervention by the
Gevermnment of the day

of the ASA




A fly-on-the-wall would be as impressed as
| have beenin my two years as Chairman by

SA Council Members listen

the quality ot 1he
to-each ather, changing the mindsn the

C s of discussion. Thendustry members -
3 minenty under the Articles of Assogation
ates: They are asindependent
members aithodgn they bring

are not ':J\"'

as-the

valuable inside experignce of advertising

It s Councils task to apply the Codes and

to interpret them, I some argas, parmicularly
when taste and decency are Invalved, judge-

tive: But even when

ments are inevitab
an aavertisement s not one .'"‘.'.—'_] I'['l!:_"""' Cause
widespread oifer
lly o decide whether it may
misiead. I 50 [:[}I!!L_J_ Councl memBbers must
place themselves in the positionof the
[l ||\I|) [

calme mist

00K at v caret

I any - dre
dbie in advertising * How far does a

2 that offends on the street Become

iless in the-pages of & magazine? As the

s reming us, the gquestion ol context-is

v rmpartant in, reaciung.gecisins:

This year our consumer canterence in: Batk

gements:against the

1 We learnt

15 the key to its acceptanc

fram the experience and we were glad that
ane of our more controversial adjudications -
on the Gossard advertisement - was suppofted
Mg strcw, poll

Bur seminan on violence was of a different
kind. Here we were drawing on a group of
pxperts, i theraftermath of the killing-of the
Landon head teacher Philip Lawrence and
he Dunblare tragedy, 1o assess how fat
ght be a contnbutory factos

of wielence in saciety

10 ine grow

Orne difficult, and agan cantrovetsial, decisian
Was 10 upt

e a complant aganst an adver-
tisement porttaying the Labour Party leader
Tony Blam as-a demon. Councl would have
preferred not 10 be drawn into-the political
depate but the Codes are clear: the exemption
fram ASA Jursdiction that apphoes o much
political advertising does not extend to the
portrayal of individuals

At the end of the year, Elizabeth Filkin retired
fram the Councl. Her knowledge and skills,
learnt first as Chief Executive af the MNational
Assocation of Citizens Advice Bureaux, anc
later as Adjudicator for the Inland Revenue
Customs & Excise; aretypical of those of
pers Her placeis-1akern by Harry
Rich,-a businessman with a useful diversity of
carepr expenence

Councllimern

e

Ceuncil continued to be well served By the
ASAS Secretariat and Mattr Alderson was
gppainted a further four-year contract as
Birector General, recognising the strength of
her leadership Tewards the'end of the year,
Chnstopher Ogden, Deputy Director General
for over six years, decided |t was tme 1o move

on. Hewill be missed . not least for his rolecin

the Eurcpean Advertising Standards Alliance
| .cantinue ta be grateful to Brian Nicholson,
Chairmar of ASBOF, and its Secretany Jahin

Robinsan for the entirely. hands-off way they
tund the budget agreed by the ASA Coundil

Changes in Westminster and-Whitehall
mear that both statutony regulation and
self-regulation will be under scruting & new
Government inevitably reviews what may
best protect the cansumer without impeding
legitimate business enterprise | am satistied
that, judged by its record and with the
continving-cemmitment of the ndustn
requlation in advertising will stand the test

Rt Hon' Lord Rodgers of Quary Bank,
Chairman

as a consumer watchdog.”
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Gossand Glossies

The ASAN Council
1ook & differsm
waw frem that af
e journafans
by not upholding
coamiplasiy

-

Lingerie

Underwear adverusing again hit the headlines
In 1996 with two campaigns in particular
coming under media scrutiny,

The Gossard Glossies poster campaign created
a storm of controversy when the ASAs Council
took a different view from that of some
journalists by not upholding complaints. The
advertisernent showed a model wearing the
underwear reclining on a bed of long grass
with the line “Who said a woman can't get
pleasure from something soft.” Maost of the
people who wrote in to the ASA objected o
the translucent quality of the bra, which they
felt was unacceptable on a poster,

The complaimts were increased when one
national newspaper criticised the poster and
encouraged readers to ring the ASA to object

to it Many of the callers said that they had not
seen the poster themselves but nevertheless
they agreed with the journalist’s criticism of itl

The poster was shown to an audience of 100
members of the public at the ASAS consumar
conference in Bath later in the year and

twio thirds agreed with the decision that the
advertisement was not offensive. This is not
a scientifically valid survey but it was a useful
straw poll

Just before Chrstmas the press took against a
raunchy poster for men's underwear Despite
the ASAS atternpts to temper thelr exuberance,
the picture of a model in bulging briefs was
printed by several newspapers who continued
wrongly 1o report that the advertisement

had been banned by the ASA. In fact, the
advertisers had been encouraged to use their

discretion and to be sensitive 1o the fact that
they might cause offence. Advice in keeping
with other similar examples of undensear
advertising

The taste and decency provisions of the Codes
present advertisers with special difficulties
because what is tasteless or indecent to some
people may be perfectly acceptable to others.
While journalists voice their own opimions in
the columns of their newspapers, public
opinion 15 not always so firmily rooted in
absolute terms, The essential balance that
the Council must achieve in judging such
advertisements could not be impartial if the
ASA was influenced solely by madia pressure
or lobbying
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Complasnts that
this advertremant
contituted to
ingreating levels
ol antrsonal
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If you could do him
and get away

with it, you would,
wouldnt you?

Vialence in society

During the year, the public reacted angrily
towards advertisements that appeared to use
violent or aggressive imagery to promote
products, especially where they were aimed
at, or seen by, young people. Undoubtedly,
the public concern and media debate fuslled
by the stabbing of head teacher, Philip
Lawrence, at the end of 1995 and the
Dunblane tragedy in March 1996 prompted
much of the criticsm. In total, 275 complaints
were received aboul 70 advertisements and the
ASA asked for 22 of these o be withdrawn,

Complaints of this kind increased by 25%
during the year and the ASA Council felt that
it was time to reflect on how they reached
their judgements on such advertisements.
Thirty high-level experts were invited to

an intensive seminar. They did not confine
themsehes to discussing advertising but

their views have helped the ASA to look at

advertising regulation in the context of the
broader subject of viclence in society.,

Those taking part in the ASA% discussions
included the Chairman of the Commission

on Children and Viglence, a Home Office
Minister, a Chief Constable, a senior journalist,
a head teacher from an inner aty school, a
consultant psychiatrist from a hospital children
and adolescent’s department, representatives
from the Bnitish Board of Film Classification
and the Commission for Racial Equality, as
well as senior advertising industry figures.

Advertising was seen to be well regulated and
it was agreed that the ASA was getting the
balance right, However, participants felt that
we each had a role te play in addressing
people’s concerns about violence in society
and that the ASA should remain vigilant to
st any excesses in advertising whenever
they appeared

Palitical advertising

The summer recess and the increased interest
in pofitics amid spaculation surrounding

the timing of the 1997 General Election,
undoubtedly fuelled intense interest In the
Conservative poster that featured the Labour
leader, Tany Blair, with demonic red eyes. One
theme that united the 167 complaints was a
shared outrage at what they saw as a step
too far in party political bickering.

In what became the most written about and
parodied acvertisement of 1998, the media
coverage was divided between those who
felt that the A% should leave the politicians
to fight it cut and those who felt that we
should intervene 1o prevent British party
political advertising from going down the
slippery pole of American advertising. On
balance the coverage was positive for the
Asas decision to uphold the complaints
because the advertisement broke the Codes
by portraying Tony Blair in an adverse and
offensive manner.

*Children grow up too quickly these days... thEI'E are Certain thlngs



The fact that the advertiserment was for a
palitical party was incidental to the protection
the Codes offer to individuals with a high
public profile.

The Codes exempt political parties from the
requirement for truthful presentation. However,
other rules such as those on privacy are applied
1o all advertisers. Although these rules are
being considered as part of the current Code
review being carried out by the Committee of
Advertising Practice, CAP members are unlikely
to change their minds about the need for the
Codes and the ASA to stay outside the debate
about the accuracy or otherwise of arguments
put forward by politicians 1o the electorate.

Sweepstake mallings

If Mapoleon had been a UK householder in
the 1990 he may well have labelled Britain

a nation of gamblers rather than shopkeepers.
There's no doubt that many of us like a bet
every now and then, and as promaoters
compete for attention with the National

they don’t need to see

Lottery they devise imaginative mailings to
entice the consumer to enter their sweepstakes
with promises of big money prizes. All well
and good provided it s made clear that
recipients are eligible to enter a draw rather
than being led to believe that they have
already won, However, there is sometimes

a fine line between engaging consumers’
interest and participation and misleading them
inta thinking that they have definitely won

1996 saw a rash of mailings with claims such
as "Urgent Motice: £20,000 has already been
set aside which can enable us to pay you
£20,000 in cash...”, Consumers continue

to find some sweepstake mailings confusing
and misleading - a situation that the direct
miarketing industry has undertaken to address
The ASA welcomes this initiative. Efforts 1o
biring these mailings clearly into line with the
Codes serve the best interests of consumers,
the industry and the self-requlatory systam in
equal measure,

until they are older

Imdependent o8 women o
reszarch for the say what they
A54 n 1996 thouwght about
wited @ group adverising
of 20-25 yeat standards
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In extreme cases ASA action can result in advertisements beihg withidrawn
overnight. This1s in stark contrast to the normal investgation process in which
advertisers are given the opportunity 10 comment on a complaint. However,
there are occasions when the Authority needs to take switt action 10 enforee
the British Codes o Advertising and 5ales Prometion to protect the interests of
the public Often such action alsa helps to ensure that one advertiser does not
umwittingly bring a whole sector into disrepute.
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Drugs

Early in 1996 schoolgirl Leah Bett's Ecstasy-
related death became the centre of debate
in the media. This coverage and ather well-
publicised drug-related tragedies heightened
public sensitivities and may well have
contributed to complaints that some
advertisers were cynically exploiting the

use of drugs 1o appeal to young people.

Although not a commean theme for advertisers,
four advertisements had to be withdrawn
during the year for using inappropriate or
irresponsible drugs imagery that appeared to
trivialise, condone or glamarise drug taking,
One advertiser headiined its posters for swoets
"Fancy a smack in the mouth” and "Always
read instructions before use®. The advertise-
ments featured an open mouth with a sguare
blue sweet on the tongue. While perhaps

In Exfreme cated
ASA action can
result in adver-
tsements being
withdrasen
ovetraght

intended to be a harmless reference to the
taste sensation of the product, the ASA
Council upheld complaints that the overall style
could be seen to be condoning drug taking

One of the basic principles of the industrys
Codes is that advertisements should be
prepared with a sense of responsibility to
consumers and to society. The public and the
ASA have been strong in their condemnation
of advertisernents that appear to play on drugs
imagery in a way that conflicts with sodety's
concerns about the use of lllegal drugs by
young people. CAFS Copy Advice team work
with advertisers who wish to get anti-drugs
messages across 1o parents and young people
in a direct and sometimes graphic way without
appeanng 10 encourage or condone drug-
taking

Iofly Rancher | —3

The ASA Countl
upheld complaints
that the overall
style might appear
o condone drug
taking

"



Mo win, no fee

The introduction of the Conditional Fee
Agreements Requlations in 1996 generated a
flurry of advertisernents by solicitors offering
their services on a “no win, no fee” basis
Those clients with a good chance of winning
their case were inwited to pursue personal
Injury claims without paying solicitors’ fees
unless compensation was awarded. To balance
the risk of not being paid if they lost, solictors
were able to charge more than their normal
fee on cases that they won.

The term "nao win, no fee” was used as a
simple way of conveying the arrangement
between solicitor and dient. Unfortunately,

the brevity of the phrase misled some members
of the public into belleving the claim meant
“no win, no cost”. In some cases this was true
but in others clients were required to pay for
disbursements, such as medical or specialist
reports. Furthermore, litigants were often
required to take out indemnity insurance os
run the risk of paying the other side's costs if
the case was lost, The ASA upheld a number
of complaints during the year because the
advertiserments failed to make clear that the

“You need the ASA there to make sure

plaintiff could be liable for costs and the
Council concluded that, unless the customer
pays nothing in the event of losing their case,
advertisers should not refer to "no win, no
fee™ without qualification

Foliowing discussions with the Law Sooety,
advice was drawn up for solicitars to help
them advertise these arrangements clearly to
consumers. The results have been encouraging
with a noticeable reduction in complaints
towards the end of the year

that advertisers don’t
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should not feature
in advertisements
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from the Loed
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Privacy

Privacy for the famous is a luxury these days.
Howeves, advertising is one area where
individuals do still have some say over the
use of their own image.

in total, 221 complaints were made about 33
advertisements in this category, 10 of which
were unacceptable under the Codes. Some
members of the public objected that they had
been shown in an advertisement without their
permissian. Other complaints were made by
high-profile personalities. The Codes urge
advertisers to obtain written permission before

go too far andend up offending

portraying members of the public. However,
while such permission is not compulsory for
the use of high-profile celebrities, there are
certain conditions. For example, they must not
be depicted in an offensive or adverse way and
endorsements should not be implied unless the
individual chooses to put ther name to the
product.

Mermbaers of the royal family should not be
portrayed in advertisements without permission
from the Lord Chamberlain. An advertisement
for Live TV which used a doctored wedding
photograph of Diana, Princess of Wales with

a grinning Paul Gascoigne superimposed on
the Prince of Wales' body, stimulated debate
in the trade press about whether the Codes
should provide privacy protection to the royal
family. This issue will be discussed by the
Committee of Advertising Practice as part

of the an-gaing review of the Codes

people.”

1996 research on matters of taste
revealed strong and decency in
support for the adwertisements
ASAL dectsiong
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Functional food claims

Functional foods were on the media menu this
year, but this was largely because the Authority
found some of the advertising claims made for
them pretty hard to swallow.

Functional food is a marketing term for "value
added” products; ordinary food such as bread,
saft drinks, low-fat spread, or yoghurt which
has been fortified with ostensibly health-
boosting ingredients. They clearly have the
potential to benefit consumers but the
advertising has to be honest.

While health maintenance claims are not
unusual in food advertisements, those made
far functional foods are more commonly found
in relation to medicinal or pharmacological
products. Unlike lapan, we have not yet

reached the stage where meatballs are
apparently advertised for lowering blood
pressure and chewing gum is promoted as
strengthening the immune system. The
Authority has nevertheless found that some
companies in the vanguard of UK functional
food advertising have been unable to support
the strong claims they have made or implied.
Advertisers who have sugoested that a break-
fast cereal can detoxify the body, that a
yoghurt can lower cholesterol, that a butter-
substitute is good for the heart, or that

a soft drink can work as an aphrodisiac have
all been criticised by the ASA this year,

Given public confusion over what canstitutes a
healthy diet, companies advertising functional
foods have a particular responsibility to avoid
exploiting consumers’ lack of nutritonal

expertise. The Authority expects all health
claims to be backed with scientific evidence
of sufficient rigour to justify their acceptance,
and will continue 1o keep a vigilant watch on
this sector,

Front page problems

After lengthy negotiation, good progress was
finally made in 1996 with the introduction in
lanuary of advice for publications which use
front page promotions. Consumers buying
newspapers on the strength of front cover
offers have, in some cases, found out only
subsequently that there were hidden costs or
conditions. Examples Include increased postage
costs for an item described as “free”, an offer
that actually started the next day, and one
that could be abtained only from a specific
retall chain

“It's . to know that you can
comforting ©tvt approach the ASA |




The guidance, together with the dialogue

that took place between the ASA and the
publishers, resulted in a noticeable drop in
complaints. But there remained a couple of
titles that were not following the guidance,
The Daily Mirror and The Times continued to
let flawed promotions slip through their net
Finally, the ASA was forced to take the unusual
step of referring both newspapers to the Office
of Fair Trading, whose Director General has
powers 10 institute action in court under the
Control of Misleading Advertisements
Regulations 1988,

The referral worked well and quickly with
The Times, who set up a new procedure for
checking their promotions, Their frant page
flashes have ceased 10 be a problem as a
result. The Daily Mirror are still discussing
their position with the OFT but complaints
to the ASA are now few.

'\"Ir'hﬂ wi[l listen

The = 30-samething”
men gquestioned

n the North as a
part of a eseanch
group volced their
confidence in

he ASA

to you.”

The ASA is canfident that this initiative will
lead 1o a positive improvement in all prom-
otions and that we will be able 1o report next
year that front page promotions no longer
give consumers any specal problems

Sales promotions
The number of complaints about sales
promotions has fallen slightly from 1,243 in
1995, when 305 promotions that attracted
complaint were withdrawn, to 1,169
complaints, of which 268 raised problems,
in 1996, Promations that work well benefit
customers and companies alike and the
decreasing levels of both complants and
misleading promotions demanstrate the
continuing commitment that this sector of
the business has for self-regulation and
the Codes
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This approach
caused concern in
the light of growing
public anxiety about
the use of firearms
In advertisements

1996 | Research

As well as investigating complaints, the ASA keeps an eye on how well
advertisers achieve the high standards they set for themselves in the Codes.
Overall, standards of compliance are exceptionally high with 98% of posters,
96% of press advertising and 82% of direct mailings found to be legal, decent,
honest and truthful in the Authority's 1995 survey. The following four research

projects were conducted in 1996;

The direct approach

Approximately 2.8 billion items of direct mail
are distributed in the UK each year. Two
sample surveys were carried out in 1996 by
the ASA's research team to check the content
of mailings and the way that lists are used
for targeting direct mail.

Content survey

Out of a random selection of 100 mailings
in January, 82% were acceptable under the
Codes. Most of the problems found were
small but irritating for consumers, such as
the omission of clesing dates and, for those
consumers being asked for personal inform-
ation, a lack of a facility to opt out of having
their details passed on to other companies.

List and database survey

A further 100 mailings were selected to
check how companies were satisfying the
Codes’ rules for targeting direct mail. Only
eight needed to make some changes to their
practices because they had not passed on
consumer suppression requests to the Mailing
Preference Service, or had not provided an
opt-out facility. '

The ASA announced the results at a well-
attended seminar for the direct marketing
industry in May where the feedback from
senicr industry delegates was supportive and
positive. The results of these surveys show that
the direct marketing industry generally has a
good understanding of the requirements of
the Codes and compliance levels are
reassuringly high.

Health and beauty survey

The amount of advertising for health and
beauty products reflects the apparently
growing public interest in this sector. Looking
good and feeling healthy is big business.

The ASA keeps a close watch on advertise-
ments to make sure that the health-conscious
consumer is not being misled. In Agril the
research team conducted a survey to check
compliance with the Codes’ strict rules for
this sector.

A total of 401 advertisements from the
national press and consumer magazines

were examined and 82% were found to be
acceptable. Most of the advertisements in the

sample (66%) appeared in the consumer press
and these were primarily for products such as
skin creams and cosmetics.

Most of the problems were found in advertise-
ments for hair and scalp products and skin
crearns where claims overstated the likely
effect of the advertised product. Several
advertisements for shampoos claimed to be
able to “restore” or "replenish” the hair but
the ASA has seen no persuasive evidence of
this to date.

The results were only a marginal improvement
on the research team's earlier survey in 1995
when 79% of advertisemants were found to
be in line with the Codes. Quarterly checks are
now being carried out to help newspapers and
magazines identify problems more easily before
publication and the ASA would expect this
improvement to continue throughout 1997.

Weapons

The stabbing of head teacher Philip Lawrence
in November 1995 triggered a public and
political debate about the availability of knives
and other weapons.
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Thie ASA keeps o
regqular watch on
advertisemeants faor
alochalic drinks

Unsurprisingly, attention turned towards

the advertising of these products with MPs
seeming to compete to find the most grue-
some product names and descriptions in
catalogues. The ASA contributed positively

to discussions with the Home Office and with
Opposition spokesmen by conducting a survey
of weapons advertising across consumer and
special interest press and catalogues to check
whether or nat they were satisfying the Codes’
tules. In total 259 advertisemnents were found
in the first two wesks of February, all for
legally available products, The vast majority
(226) were for guns and 97% of all the
advertisements appeared in specialist press.

The Codes state that advertisements should
be prepared with a sense of responsibility and
they should not condone or encourage viclent
of anti-sacial behaviour. 94% of the advertise-
ments were found 1o be acceptable,

Of the 15 guestionable advertisements,

the ASA asked for changes to be made to
approaches that were considered overly
aggressive, immature or flippant. In following
up the project later in the year during the

Commons debate on the Weapons Bill,
wherever the companies were still trading,

all the advertisernents crticised by the ASA
had been amended in line with the advice
given. The ASA will continue to keep a general
watch on this area in response to public
disquiet about violence in socety generally,
although our research shuws that the vast
majority of companies are advertising these
products responsibly,

Alcaholic drinks

The marketing of alcoholic carbonates or
“alcopops” was a subject of great media
debate during the year. The ASA keeps a
regular watch on advertisements for alcoholic
drinks generally and usually conducts a survey
in the run up to Chrstmas when the weight of
advertising is at its heaviest. However, because
of criticism of the marketing of alcopops, the
research team checked a sample of advert-
isements appeanng in the summer months to
see how these products were being advertised
and how the drinks industry was complying
with the rules in the Codes.

The results of the survey were very positive,
revealing a compliance rate of 98%. A total
of 359 advertisements were found in national

newspapers and a selection of regional,
consumer and trade publications.

Of the four advertisements that raised
probiems under the Codes, two appeared 1o
encourage or condone excessive consumption
in multi-buy proamotions for an off-licence, One
advertisement used the alcoholic strength of
the product as the main advertising platform
and one featured a model who appeared to
be under the age of 25. Models featured in
alcoholic drinks advertisements should not

be, nor should they look, under 25 years old.

Thera were 12 advertisemants in the sample
for alcoholic carbonates, 10 of which appeared
in the trade press, and none broke the rules for
alcoholic drinks. A further sample was assessed
in October and only three advertisements for
these products were found. None raised
cancerns under the Codes.

This survey bears out previous research:

the alcoholic drinks industry continues 1o
demonstrate their commitment to the Codes
through high rates of compliance with the
rules,
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In the subjective matter of taste and decency, the ASA's Council have to take
account not only of relevance and choice of media but also of public opinion.
But how do they know what the public think? During the year, the ASA
commissioned independent research to gauge public reaction to matters of
taste in advertisements and to check levels of awareness of the Authority and

perception of its role.

72% awareness of the ASA

The results of the research into awareness
and confidence in the ASA were encouraging,
Unprompted awareness of the ASA and its
activities has risen over the last five years, and
on prompting, 72% believe that the ASA is
the most appropriate body to contact about
offensive or misleading advertising.

Most people had a good knowledge of the
workings of the ASA and its structure; only
a third were under the wrong impression that
the Authority is linked to the Government.

Consumers demonstrate their confidence
in the ASA

Ower three quarters of people felt that the
ASA was an effective regulator and that it was
the most sensible way for complaints about
advertising to be handled. Indeed, when told

that the ASA was an independent, self-
regulatory body funded by the advertising
industry most people voiced their support for
the existing system with only 14% believing
that regulation by a Government body would
be preferable.

Positive image

The image of the ASA emerged as strongly
positive. Maost people felt that the ASA was
open, consistent, industrious and appreciated
humour; conversely, there was general

disagreement that the ASA was old-fashioned,

too middle-class or too middle-aged

Perhaps one of the most positive factars
emerging from the research was the feeling
that the ASA's decisions were in tune with
public opinion. When shown a range of
advertisements ruled on by the ASA in recent

Most peaple felt
that the ASA was
open, consistent,
industrious and
appredated
hurmour

years, many respondents said they felt that the
ASA was more in touch than they might have
expected.

It also emerged during the research that
advertising is regarded positively. The most
commonly claimed reaction was that
advertising was amusing, entertaining and
informative. Critical responses were less
significant but almost half the respondents
claimed that they sometimes felt irritated by
advertisements.

Reactions to offensive advertising

There was little tolerance and acceptance
of advertisements where the sole intention
appeared to be to offend and those inter-
viewed felt that such advertisements should
be promptly withdrawn.




Factors such as context, audience, the nature
of the product and timing all contributed
significantly to the public’s perception of an
advertisement. The use of humour and clever
innuendo lessened the level of offence but
respondents felt that this still did not give
advertisers carte blanche.

There was remarkable consistency in terms of
what was considered unacceptable in advert-
ising. In particular, three “no-go* areas were
pin-pointed: death, religion and bad language.

Children

The effect that advertising has on children
also caused the public concern and those
interviewed felt that particular care should be

taken where children could see advertisements.

Those that might set a bad example, such as
by encouraging rude gestures, or those where
children were portrayed in an unsuitable way,
were singled out for criticism.

One of the most feeling that the
positive factors ASA decisions
emerging from the were in tune with
research was the public opinion

Sex and violence

References to sex and violence were also
highlighted as issues where respondents felt
that advertisers should pay particular attention
to the sensitivities of the public.

Sexism

The Autharity conducted two research projects
in previous years to gauge public reaction to
the portrayal of women in advertisements.
The 1996 survey included questions relating
to how men as well as women were depicted
Two thirds expressed at least mild offence to
women being portrayed as sex objects and
over 30% expressed extreme offence. The
reaction to the portrayal of men as sex objects
was relatively high with 15% claiming to be
very offended and over 40% registering at
least mild offence

Roughly half those questioned registered at
least mild offence to women being portrayed

as needing to look slim and attractive or
partrayed in low status or traditionally female
jobs. Least offence was caused by advertise-
ments portraying women as ambitious or
career minded.

From time to time, the ASA receives complaints
about the sexist portrayal of women in trade
publications aimed at men. Respondents were
asked for their reaction to these portrayals.
Almost half saw no problem providing the
readers of the publications were not offended.

This survey reassured the ASA Council that
their decisions were broadly in line with public
opinion; however, the ASA will conduct further
research in the future to continue to evaluate
public reaction.
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06, 8,400 advertisements attracting a total of 12,055 complaints waere

ﬁj_ect of ASA scrutiny. Following investigation, 720 advertisements were
tobreak the Codes and were withdrawn or amended.

on of the 1996 figures

nisiin 1996 fell by 6%6 1o 12,055 from
thigh of 12,804 in 1995, However,
et uf advertizements complaired

ae from 7,715 to 8,408, an increase
wnd the number, of advertsaments

vl &s result of complaints increased
Hrom 515 10 720

Thee number of complaints about the portrayal
gl women In suvertissments doubled fram
400 11 1995 (o B4G, although the number
ot advethisemenis complained abow! droppeg
stightly: frorr 99 1o 89, 17 of which required
amendment o withdrawall Although 321

of 1he complaints were made about oo
advertisement i the Gossand Gliotsies
campaign, the overall increate in complaints
is wnwelcams  Advertisers need 1o be mome
sengitive to public oplnicn when poitaying
waiien, especially \Wwhen such images appesr
on posters

and decency complainis fell by neary &
F[23%) frori a4, 482 16 3441 BuL. n

the overall figives, the numbar of

ments complained abold 1ose from

B 1995 1o B19 in 1996, Of these thie ASA
4 asked for 85 advertisements 1o be

ahthe grounds that they were

talse senpus o widespread offence;

ampares with 50 advertisernents

I@wn m 15995 on the same basis.

Each year, the Authonty rceives camplainis
from p2ople who have either misundarstood
the advertisement or Interprete it in‘an
unusual way that is unlikely-1o be shared
by.athars, Thesg¢ complaifits, referred (o as

ot justitied ™ in the Statistics, rose fram
4,932 10-5.361 andaccount far nearly half
of all complaints received. In these cases;
the-advertiser is routinely informed about the
ratire of the complaint and 1he compalhan)
I agvised thal there is no casis o ivestigate
unter the Codes

At die request of the direct markeling ihoustiy,
the ASA reguliates the use of mailing lists for
direct marketing purpases. Complaint ar
these aspect of 1he Codes fractionally
Increased n 1986 from 267 10 273,




asa | Complamts procedh

One of the ASA's tasks (s to investigate
complaints that advertisernents braak the rules
in the British Codes of Advertising and Sales
Pramation. The procedure for assessing
caomplaints 15 designed to ensure a balance

between speed and fairness. The investigation
i5 carmied out by members of the Secretariat
before an adjudication is made by the ASA
Council, A simplified version of this procedure
is outlined below:

Comglaing Crecision Investigation Considering Decision Taking action
received Cae needs ASA asks the complaint ASA Councl Advertiser and
A5A sends an imvesstigating. ahertiser i Advértiserment adjudicatian complainant
acknensdedgement COMMEnt an assessed i the notified of ruling
card and assesses Qv complainant the complaint lght of advertiser’s
the complaing acvised that there  and supply response. Draft Where comgplaint
Is ne0 Case by evidence for any  adjudication sent i% upheld,
answer under deputed claims 1o ASA Counci adwertiser is
the Codes asked to amend
Complasnant of withdraw it
notified of
aclian taken

Publication

of ruling

A5A puhlsh
gutcome of the
Investigation

in the Maonthly
Report which
is circulated to
Journalists and
the mdustry

Fimal check

ASA checks that
the advertisernent
has been changed
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Top 10 complaints.

Ten advertisers attracted 1,073 complaints. The full
publlished adjudications are reproduced, in order of
the number of complaints, within this section,




Gossard [Holdings) Lid
Grovebury Road
Leighton Buzzard
Bedfordshire LUT BSN

Agency; Abbott Mead
Vickers BEDO

321 complaints

4

Complaint: Objections, mcluding one from

an MP and one from Leeds City Council, To
posters headed “Who said a woman can't get
pleasure from something soft®. it featured a
photograph of a warman weating 4 translucent
black bra and beiefs and lying, arms outstietched,
in long grass. The complainants chjected that the
adverlisement was sexist and offensie

Adjudication;

Complaints not upheld.

The advertisers said that they had conducted
Qroup dsCussions among women in the 20-34
year oid target market. The women had net
found the advertsement offensve and had
assumed that it would appear on posters. The
Authonty acknowdedged that, although some
peopie had been offended, the advertisernent
wird, in the conteat of the advertised product
acceptable

Conservative Party

32 Smith Square
Lendon SW1P 3HH
Agency: M & C Saatchi

167 complaints

4

-

Complaint: Objections, from members of the
public and Torbay Constituency Labour Party, lo
a national prest aovertisement that featuned a
photograph of Tony Blair, Leader of the Labour
|:'.11l.3|l & sirip ol the F:I1r§l|_1r_|:|.;|'|h where his eyes
wiould normally be wias torn away to reveal 1ed,
demonic-looking eyes. The atwertisemnent was
captioned "New Labour new danger®. The
complainants abyected that

1. The advertisement wias affensive to readers; and
2 It portrayed Tooy Biakin'an offersse way

Adjudication: The advertsers sald the adver-
tisemient was designed to symbolise the threat
that they bebeved Mew Labour reprosented to
the nation’s prosperity. They gave examples of
earier party polivcal advertising, by bath the
Labour Party and the Conservative Party, that
used similar types of visual device 10 make 2
poditical point, They reminded the Authority that
the red eyes had been used before in the curnent
campaign and m a Party Political Broadcast. They
said the eyes were intended to echo a Labour
MPs reference to some of her fellow Party
membiers a4 “people in the dark”

They argued that the advertisement was an attack
on the Labour Party and 115 policies and not on
Tary Blair. Thay believed the type of attack would
be seen by most people as an acceptabie part of
robrust politcal debate

1. Complaints not upheld

The Authonty consdered that, although oom-
planants had been offended because they had
taken the smage as attributing satanse gqualities
o Taoy Blair o to the Labour Party, most readers
of the advertisement would see the image and
the wording as symboi representations of what
the Conservathe Party believed to be drawbacks
tor Labour Party policy. It therefore comsidered that
the adwertisement would not cause Spnows of
wadespread offence

2. Complaints upheld.

Although it did not consider that readers n
general would think the advertiserment attributed
satanic qualities 1o Tony Blair, the: Authorty
reminded the advertisers that the Codes
profibeed the uurrr._'l'f'._ﬂ_ wathoul permission,

of politscians i an adverse or offensive way
Because |1 consderad thal the advernBemeni
depicted Tomy Blasr as smnister and deshonest,

the Authanty asked for it not 1o be used agan




4x4 play

Nissan Motors GB Ltd
The Rivers Office Park
Denham Way

Maple Cross
Rickmansworth

Herts WD3 2YS

Agency: TBWA

126 complaints

4

Complaint: Objections to two posters, for the
Terrano Qutlander four-wheel dnve vehicle, that
were headlined "4x4 play™. The first poster
featured the vehicle supermposed onto a
waman's body, which was decorated to simulate
hilly terrain. One of the woman's breasts was
visible. The second featured a man's body in a
similar manner. The complainants objected that
the advertisements were offensive

Adjudication:

Complaints upheld,

The advertisers submitted results of research
carned out on the 4x4 vehicle market and the
creative brief. They said the advertisements were
targeted at people who would want a car that
was different and sexy. They argued that people’s
responses in their research suggested they linked
independence and the freeing of sexual

inhibitions with motor cars. The Authority noted
that there was evidence of this in the research
but disagreed that this justified the advertising
approach on posters. Many people had already
been offended and it was likely that the headling
and images on posters would cause offence toa
others. The Authority asked the advertisers to
withdraw the advertisements and to seek
gquidance from the Copy Advice team if they
planned using nude models or sexual innuendo 1o
promote motor vehicles in future. The Authority
noted the advertisements were appearing in
motoring magazines. Although it considered the
second advertisement acceptable in this medium,
the Authority asked the advertisers to not use the
first advertisement in these or other magazines
that had many readers outside their target market

n




Holsten UK Ltd
Reeve House
Parsonage Square
Station Road
Dorking

Surrey

RHA TUP

Agency: GGT

54 complaints

4

Complaint: Ohjections, including three received
via MPs and one fram @ County Councllos, 1o a
poster and advertsements in the Guartkan and
Independent. All featuned a bottle of Holten Pils
and the strapline “Poncy arsed advertising? Get
reall™ The poster was headimed “It's new. It's
Holsten Pils. It's the new Holsten Pils™ The
complaimants objected that the words. * poncey
arsed” were unaccepiabile

1. On a poster; and

4 Ina paped

Adjudication:

Complaints uphald

The adverisers said they wamead to use the
vernacular of the man in the stréet in a humonous
and unpretentious way, They regretted the
affence caused by the posters and had amendead
therm by removing the word arsed, They argued

that the newspapes advertisemenis wene acoepi-
able because they weare more targeted, The
Authority consiclered that the poster and news-
paper atheertisements were kkely 1o ca
spread afferce. I noted that the posters had
been amended and asked the adverisers 1o
change the newspaper atdverTisements as wel

LisE Wit

m

Benetton Spa
Yilla Minelli
31050 Ponzanao
Veneto Treviso
Italy

87 complaints

4

Complaint: Objections to
1. An advensement o Company, Cosmopalilan
angd Sky magarines

¥,

£ A poster

Bath showed three disembodied bearts with
the words *White®, *“Yellow® and “Black®
superimposed over therm in bald type. The
Compamanis ebeved the advertisements
ware disgusting and offensive

Adjudication:

1. Complaints not upheld

The advertisers saud the advertisement had been
dewsed 1-the approval of 505 RACISME (8 civl
FIgits Drganisatan) and continued ther palicy of
basing thew Communmcations on sotal issues of
great relevance. Company and Cosmopolitan sad
they did not want to censor; they wanied readers
0 e o the advertisemen? was acceptabie

"i'-:".- sad they had a yo Iniy readershi who swolild
not be offended by it rtisement and woukd
swipport s medsage, The Authonty considened
that the adverfisement’s appearance In Magazines
that had young and broadminded readers was
acceniabie

2. Complaints upheld.

The Authonty was concerned thal the poster
wias Bkady o caute senious and widespoead
ence and deprecated The advertisers’ fadure
o recognise consumess’ objections 1o it The
Authority was also concerned that the adver
thout Hason
with the Copy Adwice team, as requested in

a CAP Ad Alert

af

il had been acoeptied w




Virgin Interactive
Entertainment
{Europe) Ltd

) Kg'n-.:r‘.lg:'.r)n Squaie
Lomdon

W3 SHB

-1;|:|1r'.' TEWA

80 complaints

S

ords *Resident Ewvil®

abave the

fitle of the ¥ Thid compiaimanis objeciod
thie advertisement was shocking and offersive

Adjudication:
Complaints upheld




Fila UK Ltd Philip Morris Europe 54
Lanmar Housé Rie Joseph 11
370-386 High straet 166- 1040 Brussels
Wembley Belgium
Middleiex
HAS BAX Agency: Bairsfai
Sharkey Trodt Ltd
Agency: Billington lackson
54 complaints
58 complaints

L

i
L

Complaint: Chiection 108 senis of posten
all headlined "the best F.in shoes...”. The

Adjudication
| 1. Complaints not upheld

pmplainanis beleved the heaadlne to be 4 play adveriners submitted the studses rele
¥ and b o ; B aceirtisements. These ostir
i ir & SX Doty Lo I =0
Adjudication: it 5
Complaint not upheld wi
The advertissss waid the Beadline used 4 pooula Tl a 1
! i i Wi | (1
. s nased wias relial
2. Complaints upheld
I Poerimers befeved that the suides wer
s 14 Ll 3 L ¢ H 1) A = { iy
the Lancet The complamants obsected I i k- finures Tro shudies
i hacd f ihe ail R
1 1t was umnl | R N] Y ke cliear, by $iat [
tF oL 3 5 ot 1 T wh,
d chidrnatisd I
§ e ek ; renrassried th




AG Barr ple
Morth Road
Atherton
Manchester
a6 DBZ

Agency: The Leith Agency
54 complaints

4

from 11 studies, and the chionnated water risk
figure, the results were from single stodies and
had not been venfied by repeat studies, some
of the authors concluded that therr wori had
nat showen beyand doubt that an increase
health rsk resulted from the activities they had
researched; all the studies were SUDNeCT 10 Broor
tom poor recall of the past by study subjects
some of the products used in the Sludies were
different from those consumed |n the UK; and
the people in the samples used in the studses
were not comparable m lifestyle, age, diet and
gender. The Authonty therefote concduded that
the comparison of the repored relative ks was
muabd. It considered the advertisement gave the
mesigading impession that passand smoking had
been conchusively proved o pose less danget

1o the health of UK consumers than the five
activities placed above i n the table m the
advertiement The Autharity asked the
adverisers 10 withdraw the advertisenen

Complaint: Objections 1o a poster, for a sofl
drimk, that showed a worman leaming over @
mian and kissing him, The adverfsament claimed
"if | suck hard enough, maybe | can get my
Irm-Bru back.” The complaints objected that
the adwertisement was offensive and m
guestonakde taste

Adjudication:

Complaints not upheld,

The ‘adveriisers said the image wias intended to
be & humanus wiy of diplaying the woman'’s
dasire for Irm-Bru, the dea expressed in the
advenimement was meant 1o be ndiculous and
was not (o be taken seriously. They did not
believe it was offensve. The Authonly considered
that the clasm wollld generaliy be regarded a5
nensensical humour and did not object to the
ddvertsenment

Vi




Royal National
Institute for the Blind
224 Great Portland 5t
Lendan

WIN 544

Agency: DMBAR

52 complaints

4

Complaint: Objections to an advertsement in
the national press that showed the view through
& wonman's eyes as sha lay an her back with her
bent begs apart awailing a gynaecological
examination. The advertisement was headbined
“The results are between you, your doctor
and the person who reads your mail” and
claimed “"How does a blind person read a
letter? Of course, some have friends, relatives
or neighbours who can read for them. But
what happens when the correspondence is
personal? The Royal National Institute for
tie Blind {RNIB) provides services that enable
blind and partially sighted people to read
private information in private”. The com-
planants objecied that the adverisement was
offensive, vulgar and gratustous.

Adjudication:

Complaints not upheld.

The advertisers explained that they had mtended
10 convey that blindness imhibited peopke from
determining their lnves. They said the adver
tisemant highlighted the decomiort felt by blind
and partaally sighted people who could nat read
private cormespondence. The advertisers sasd
research camried out among visually impaired
pecple showed that 67% found it difficult 10
gei medical information in an accessible form,
The advertizers sald that, of the NHS Trusis that
had responded to their engquinges, only 10%
preduced medcal information inan aliernative
format on request, Different research among
seighied and visually impaired peopls suggested
that 1he RMIB should use blunter advertising

The Authosity undersiood the advertisers'
research carned out among the target audience
of sighted women indicated the approach was
acceptable and noted they had sought copy
advice before placing the advertisement; they had
also been careful Lo place the advertisement in
media with mainly female readers, The Authority
considered that the photograph was hard-hitting
and designed to be thought-provoking but
belewed the approach was justified by the
research and explained in the text. The Authority
did not obgect 1o the advertisement,
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Http:/hwww.asa org.uk Also announced at the launch was the Press office

The Internet continued to be the buzz word
at most of the industry's conferences and
seminars during 1996 and the ASA remains
at the forefront of initiatives to develop the
Internet into a credible medium for marketing
communications.

The AS4A% VWebsite was launched at a press
conference in July, when the Authonty's
Chairman, Lord Rodgers, announced that the
ASA was “open for business” for the Internet
and other forms of non-broadcast electronic
media such as advertisements on CO-ROM,
computer and video games. The Website is
visited, on-average, SO0 times a day by users
including advertising agencies, advertisers and
[ournalists. The most popular section is the
ASA's adjudications, closely followed by the
Codes themselves.

Commitiee of Advertising Practice’s warking
group of practitioners and trade bodies which
is discussing the development of self-regulation
fer these neww media, These are areas where
CAP will be taking a keen and active interest
so that the industry applies the Codes to these
emerging media and consumers have a
measure of protection through the ASA.

The ASA is warking closely with the Direct
Marketing Association and the Mailing
Freference Service to develop an E-mail
Preference Service so that consumers can opt-
ot of receiving marketing e-mails. In time,
campanies will be able to clean ther mailing
lists against the EPS suppression files In the
same way they currently do with direct mail
through the MP5 so that irritating and badly
targeted e-mails can be kept to a minimum,

1996 was another busy year for the press
office, with over 4,500 stories generated

in national, regional and broadcast media,
Keeping the ASA in the public eye and
focusing industry commitment Is essential

to maintaining the high levels of consumer
trust and confidence in the self-requlatony
system. The ASA% enquiry desk handled
nearly 20,000 calls for advice from consumers
during the year

1



“The commitment © e ndusey | makes the UK system

caP| Chairman'’s report

After two years as Chairman of the Committee of Advertising Practice,

Martin Runnacles has completed his term of office and handed over to David
Clayton-Smith, Marketing Director of Do-it-All plc. During his two years, Martin
oversaw the launch of the new edition of the British Codes of Advertising and
Sales Promotion, published in February 1995. At his final CAP meeting as
Chairman in November 1996, Martin gave the members an overview of 1995
and 1996, Here he answers questions about the observations he made to CAP

in his "end of term” report.

Q. What advertising trends have you
abserved during your chairmanship?

A, There has certainly been a move towards
what is called "in your face" advertising

from companies that deliberately provoke
controversy and care little if they discredit
advertising generally, In the overali scheme of
things the numbers engaging in this practice
are small but they can have a disproportionate
effect on public perception,

Matably, research commissioned by the ASA
during 1996 showed that the public find
advertising entertaining, amusing and Inform-
ative rather than misleading or offensive and

| suspect that people see through these
attempts to attract free publicity, However,
there is a serious point here because these
mavericks could discredit our highly successful
system of self-regulation. If legislators get the
impression that this is generally the way that
advertisers behave and that the current system
can't deal with them effectively, everyane will
suffer. The teuth is that the system can, and
does, deal with these situations very well
Compliance rates are at an all-time high of
98% for posters and 96% for pross advert-
isements - how many law enforcement
bodies can make such a claim?

Q. What about industry trends?

A. It seems that, although the ASA has gained
in pubtic respect and confidence, the industry
has been more inclined to challenge the ASA
Council’s decisions, Occasional cnticism from
“unattributed sources™ may well be a sign of
a more competitive environment, a higher
ASA profile or sanctions biting. Those with
QENUINE Qrievances, CoNCerns or suggestions
for improvernents know that there are good
channeis of communication between the ASA
and the industry through the Review Panels
and CAP iself; these channels are used by
the vast majority of responsible advertisers,
agencies and media. We do, as an industry,
have to recognise that, as part of the salf-
regulatory system that we agreed to adapt
some 35 years ago, someans was ahways
going to have to take on the role of umpire,
It is the nature of being an umpire that one
player, either the advertiser or complainant,

is generally going to have to give way and
may therefore feel aggrieved. It is vital that
the ASA, as an independent and impartial
urnpire, has the final say and that its judge-
ment is accepted and acted on, In this
respect there is a healthy natural tension
between the ASA and the industry,

Q. What has been achieved over the

last two years?

A, After an extensive review af the Codes
during the successful chairmanship of my
predecessor John Hooper, | was very pleased
to play a part In their implementation, The
new Codes were launched with considerable
pubficity in February 1935 and have been
very well received by the industry and in
many other quarters. Indeed, they are used
as a model by other similar systems around
the world.

Through the wark of the Review Panels, we
were able to finalise the guidance note on
newspapers’ front page flashes to address
consumer camplaints 1o the ASA. As one of
the pillars of the self-requlatory system, it was
essential 1o improve Code compliance amang
the media. After all it is the support of the
media that provides the system with its most
effective sanction - that of denying advertising
space to those who break the Codes, When
the newspapers’ own promobions were raising
reqular and repeated complaints it was dear
that the members of CAP needed 1o work
together to effect improvements. | applaud the
fact that, in maost quarters, there has been a
noticeable improvement in these promaotions.



of advertising control the envy

The poster industry too has come in for
same criticism during 1996 and after some
discussion, the poster contractors intend to
pre-check advertisements before they go

up on hoardings. Advertisers who have had
complaints upheld against them by the ASA
will no longer be able to undertake new
campaigns with impunity. 1 urge the poster
business to go further than this in 1997 and
to pre-view all advertisements booked for thesr
sites, checking where appropnate with the
CAP Copy Advice teamn. The ASA' research
Iindicates a 98% compliance rate for posters
but it is such a high-profile medium that a
few unacceptable advertisements can gain
a disproportionately adverse reaction from
the public.

Q. What are your predictions for 19977
& | have passed on the Chairmanship of
CAP to the very able David Clayton-Smith,
Marketing Director of Do-it-All | know that
he will guide CAF safely through what
pramises to be 3 very challenging couple of
years. It has become increasingly apparent
during 1996 that CAP needs 1o address the
way that it operates and even to look at
restructuring the Committee to enable it 1o
respond mare quickly to industry issues. Of
course, there have been changes over the
years, but it now seems timely to

Martm Aunnacles
Marketing Director,
Rower Can

CAP Chalrman,
1935 and 1996

have a more radical rethink. We cover a far
wider range of sectors and issues than ever
before, even offering our services to Internet
atvertizers

And we'll be looking at the Codes again in
1997, Advertising is a fast-moving business
and the Codes have to keep pace. In coming
to decisions, the A5A Councl rely on the rules
that are agreed and sanctioned by CAP. There
were some notable examples of this during
the year In ane case the ASA had 1o judge
whether Live TV's use of Diana, Princess of
Wales, in @ press advertisement featuring

Paul Gascoigne broke the Codes because

the consant of the Lord Chamberlain's office
had not been obtained; they had no aption
but 10 say yes because they are not free simply
to cherry-pick the rules they ke, Some CAP
members felt that this Code rule should be
lpoked at again, so it will become part of

the wider review.

Similarly, the ASA did not shirk from their
responsibility in applying the Codes to the
now infamous Conservative advertisement
portraying Tony Blair with “demon eyes” The
Codes are not applied 1o the factual accuracy
of party political advertising but they do cover
other aspects such as ensuring that poliucians
and other public figures are not portrayed |n
an "adverse or offensive” way. Again, CAP

of countries around the world."”

and the Codes left the ASA no option but to
pursue and uphold the 167 complaints they
recelved, CAP “insiders” are now quoted as
saying that the Codes will inevitably be
changed, Since the subject has not been
discussed yet by CAP, this 15 mere speculatson

| wiald like 1o wish my successor, David, every
success in his chairmanship. | can honestly say
that | have found the experience a fascinating
and rewarding one. | would also like to thank
Andrew Robertson and Peter le Conte and
their predecessors, Hugh Burkitt, and Colin
Hatl, for the time they freely give to chainng
thie twio CAP Review Panels.

Thie other benefit of chainng CAP is that | have
had the privilege of sitting as an observer at
the monthly ASA Council meetings, When you
are able to witness, as | have, the quality and
depth of debate and the great care that the
Councl members take in making their judge-
ments, their common-sense rulings come as
ne surprise. Their balanced and considered
decisions benefit consumers and the self-
regulatory system alike

That care and attention together with the
commitment of the industry make the ASA
and the UK system of advertising control the
envy of countries around the world



The Copy Advice
team responds to
95% of all calls
within 24 hours

“The advice allowed us to fine-tune | the shocking and humorous

CAP

Acting under the auspices of the Committee of Advertising Practice, the Copy
Advice team plays an essential role in pre-empting problems by helping those
who create, commission and publish advertisements to check them against the
Codes before publication. During 1996, the team dealt with around 3,500
written and 7,000 telephone requests for advice from advertisers, agencies,
and publishers on the acceptability of advertisements under the British Codes
of Advertising and Sales Promotion.
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elements of the advertising

Although advice is neither mandatory nor
binding, a growing number of advertisers

and agencies view it as an essential part of
their planning. They recognise that it can make
the difference between a successful campaign
with the potential to win highly prized industry
awards and one which is dropped amid the
negative publicity that ASA criticism will
frequently bring. They also appreciate the
discretion and professionalism of the service
and the efficiency of a team which responds
to 95% of all calls for advice within 24 hours.

The team assesses the submitted advertisement,
which might be in the form of rough sketches
or finished artwork, using their experience of
interpreting the Codes and their knowledge of
ASA Coundil rulings. As Simon Hunter, Account
Director at TBWA, says about the advice he
was given on a cinema commercial for one of
his clients, “The advice allowed us to fine-tune
the shocking and humorous elements of the



Although adice s Of advertisers and
neither mandatary BIENCIES view it as

nar binding. a in essential part
grovang rumber af their planneng I

giving us a final product thar was both f‘unny and hard-hltting. <

advertising, giving us a final product that

was both funny and hard-hitting. It meant

we could get the balance nght and has helped
us develop press advertsements that follow

an from the cinema work"” . The advertisement,
for a computer game, voiced a number of
controversial anti-European sentiments. Careful
crafting was needed to make sure that the
advertisement's tone came across as ironic

and light-hearted rather than offensive.

Advice across media

As well as advising on campaigns for main-
stream media - newspapers, magazines,
posters, direct mail and sales promotion -
1996 has seen the skills af the Copy Advice
team being used to benefit emerging media
such as the Internet, CD-ROM, computer and
video games. Helping the industry apply

the Codes to these media will help their
development as credible methods of conveying
advertising messages 10 CONSUIMErs.

Media planning advice

The Copy Advice team's role extends 1o helping
the industry select the nght advertising medium
to reach their target audience for a campaign.
For example, following the ASAS criticism of
Club 18-30 for using obvious sexual innuendo
in their 1995 poster advertisemants, which
atltracted nearly 500 complaints that they were
offensive, the Copy Advice team met the agency
to discuss the campaign's future. It was agreed
that style magazines were appropriate media
for the 1996 advertisements. The team advised
the agency that humorous sexual references

in advertisernents would not cause offence
when they were specifically targeted at those
interested in going on Club 18-30 holidays

The result: a happy client, and no complaints
from the public.

Industry liaison and consultation
The team's close work with the industry pays
drvidends in many areas. Much of their advisory

work is ably supported by trade assoCiations
The Cinema Advertising Association, for
example, pre-clears advertising in cinemas
and liaises closely with the Copy Advice team
on scripts or executions that are likely to be
controversial

These close links also enable the Copy Advice
teamn to identify when a particular sector cauld
benefit from more guidance to more fully
explain the Codes' requirements on different
products or services. During 1996, broad
guidance was issued by the team on subjects
as diverse as compulsory holiday insurance, the
advertising of publications, lucky charms and
MaT-inclusive prices. Not only do advertisers
benefit from a clear and concise checklist of
pamts to watch, they are reassured that the
same rules apply to their competitors and that
they are being treated fairly and consistently.
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AsA | Confe rences an d SeMm iﬂﬂ rs | Aswell as organising its own consumer and industry seminars, ASA
| | speakers rook the platform ar over 60 other conferences during the year
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Some of the countries that the Autharity
has liaised with in 1996 are

Anr
Austria Carrmda renmark Gaem

ralli Bulgaria Czech Republic Frants Hurgary

Il

Belaiusr China Finlana e lapan

| Worldwide

an

Lithisiria
Lurembourg
Mulayiia

Thie Nethetlandy
MNewe 2ealand
Poiand

Partugal
Russta
Slovak Hepuak







| Report

1996

3,283,649
54,336

I 3,337,985
|
1,632,837
247,961
59,695 i
202,123
85,767
133,291

374,052
213,782
398,283

3,347,791

(9,806) |




Financial

Update

Year to 31st December 1995

Last year's financial statement predicted
expenditure of £2,872,438 and anticipated

a pre-tax profit of approximately £30,500.
Audited figures for 1995 confirm actual
expenditure of £2,872,438 and pre-tax profit
of £30,571, profit after tax was £17,538.
Details of expenditure for 1995 are shown
on the facing page.

Year to 315t December 1996

At the time of preparing this Report, audited
income and expenditure figures for 1996 are
not available. Provisional indications can,
however, be given and these are below and
on the facing page. Finalised accounts will be
presented to the Council of the Autharity at
its Annual General Meeting in May 1997 and
will be lodged subsequently with Companies
House in the normal way.

Income

Compared with 1995, income received from
the Advertising Standards Board of Finance Ltd
rose by £424,558 (14.85%) to £3,283,649.
Interest received rose by £10,418 (23.72%)
and produced additional income of £54,336.
The total income for 1996 was £3,337,985.

Expenditure
Expenditure in 1996 rose by £475,353 (16.5%)
to £3,347,791 compared with 1995,

significant increases in expenditure were in
consultancy and professional fees, which rose
by 58% because of increased legal costs; rent
and premises costs, which rose by 27.5%
because of the rate rebate received in 1995;
and depreciation and direct marketing, which
rose by 39% and 30% respectively because
of replacing and upgrading the Information
Technology system. With the exception of
legal costs, increases in expenditure were
planned and were within budgetary provisions.

Continued economy measures enabled other
office and general expenses to be held at levels
similar to 1994 and 1995,

Profit/loss

We anticipate that the final accounts for 1996
will show a pre-tax loss of about £10,000 and
a loss of £15,000 after tax.
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abourthe | ASA and CAP

The Advertising Standards Authority

The Advertising Standards Authority promotes
and enforces the highest standards in all non-
broadcast advertisements in the UK. It acts
independently of both the government and the
advertising industry,

The Authority operates in the public interest
and in co-operation with the whole of the
advertising industry by ensuring that every-
one who commissions, prepares, places and
publishes advertisements observes the British
Codes of Advertising and Sales Promaotion.

The Codes require that advertisements and
sales promotions should be: legal, decent,
honest and truthful, prepared with a sense
of responsibility to consumers and to society,
and in line with the principles of fair cormp-
etition generally accepted in business.

If an advertisement or promotion breaks the
Codes, advertisers are asked to amend ar
withdraw it. If they choose not to a number
of sanctions are available:

Adverse publicity

The ASA's Monthly Reports contain complaint
adjudications, including the name of the
advertiser, agency and the type of media
involved. The reports are circulated to
journalists, government agencies, the advert-
ising industry, consumer bodies and the
public, Published cases receive extensive
media coverage.

Refusal of advertising space

Media can be asked to enforce their standard
terms of business, which reguire compliance
with the Codes. They may decide to refuse
space to advertisers until the advertisement
has been amended.

Removal of trade incentives

Both advertisers and their agencies may
jeopardise their membership of trade or
professional organisations. This could result
in the loss of financial and other trading
benefits.

Legal proceedings

Ultimately, the ASA can refer a misleading
advertisement to the Office of Fair Trading.
The OFT can obtain an injunction to prevent
advertisers using the same or similar claims in
future advertisements.

Complaints

All complaints must be in writing and should
be accompanied, wherever possible, by a copy
of the advertisement and as much relevant
detail as possible. Complaints should be
addressed to:

The Advertising Standards Authority
2 Torrington Place
London WC1E THW

For information, telephone the ASA's enqguiry
desk on 0171 580 5555 between 10am and
4pm on weekdays.

Compliance with
the Codes is high:
9B% for posters,
96% for press
and 82% for
direct mail

The Committee of Advertising Practice
The Committee of Advertising Practice is the
self-requlatory body that writes and enforces
the British Codes of Advertising and Sales
Promotion. CAP is made up of 22 trade and
professional bodies representing the adver-
tising, sales promotion, direct marketing and
media businesses. :

As part of their commitment to the Codes and
the ASA, CAP provides a free and confidential
pre-publication Copy Advice service to help
advertisers, agencies and publishers to check
advertisements before publication. This service
and the industry’s support for a system of
self-requlation help to maintain the highest
standards of non-broadcast advertising to the
benefit of the industry and consumers alike.

The organisations that make up CAP support
the ASA by providing the sanctions outlined
above. Each require their respective members
to abide by the Codes and the ASA's adjud-
ications as a condition of membership or as
part of a contractual agreement. It is this
support that achieves compliance rates of
98% for posters, 96% for press and 82%
for direct mail.



1996 ASK/CAP staff:
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