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The Advertising Standards Authority is an independent body, with an independent 
Chairman and Council. It is financed from a levy on advertising costs which is collected by 
the advertising business. It is the job of the ASA to keep advertising standards high and to 
see that advertisements comply with the British Code of Advertising Practice. 

The Authority's remit extends to advertisements in the press, magazines, brochures, 
the cinema, on video tapes, posters and transport. 
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CHAIRMAN'S REPORT 

POLITICAL ADVERTISING 

Political advertising has been a main 
topic of discussion at Council meetings 
throughout the year. Early in 1983, Lord 
Hale urged in the House of Lords that the 
BCAP should be extended to cover Govern­
ment advertising concerned with defence. 
I took the opportunity provided by that 
debate to explain why such a proposal 
would be unacceptable to the ASA. The 
Code (1.4) explicitly excludes from its ambit 
certain types of advertisements "con­
cerned with matters of political, religious, 
social or aesthetic controversy" provided 
that the advertiser's identity is clearly 
stated. The reason for these exclusions is 
that the Authority cannot adjudicate upon 

such claims in an acceptable manner. The 
Code requires advertisers to have available 
before offering an advertisement for publi­
cation substantiation for all descriptions, 
claims and comparisons which relate to 
matters of objectively ascertainable fact. 
Such substantiation is required to be pre­
sented to the Authority upon demand. In 
many advertisements concerned with 
matters of political controversy, adjudica­
tions would be no more than statements of 
the Authority's beliefs, prejudices or pre­
ferences. Moreover, it would be an imperti­
nence, besides being a folly, on the part of 
the Authority if it were to attempt to adjudi­
cate upon matters of political doctrine or 
policy, which are the direct concern of 
political parties and of Parliament. 

I think that it is beyond dispute that 
no other approach is open to the Authority 
in respect of advertisements which seek to 
influence people to adopt a belief or point 
of view and which are by definition in­
capable of substantiation. The very notions 
of truth or factual accuracy or dishonesty or 
fairness would bend in the hands of those 
who sought to deploy them in adjudicating 
upon this type of controversy. Inevitably, if 
the ASA were to make the attempt to deal 
with political advertising on the same 
footing as that on which it handles com­
mercial advertising, it would lose credi­
bility as a quasi-judicial institution and 
come to be seen as a partisan body giving 
reign to political or other sorts of prejudice. 

Nevertheless, if this argument be 
accepted, two very serious questions still 
have to be answered. In the first place, the 
Code subjects commercial advertisers to 
severe restraints. Even if it is impracticable 
to deal similarly with political advertisers, is 
it right to give them a licence, however 
theoretical, to print untruths with im­
punity? In the second place, it must be 
stated that, among those frequently com­
plained against, under this section of the 
Code voluntary bodies formed to promote 
the 'rights of animals' stand out. These 
organisations have learned the lesson that, 
if an advertisement is framed in such a way 
that it falls under the exclusion clause, 
anything goes. 

Accordingly, Council has given much 
time and thought to a difficulty which in 
many ways goes to the roots of the 
Authority's principles and procedures. 
Council has clarified the principles upon 
which its work is undertaken. When called 



upon to take a*view about advertisements 
which set out controversial opinions, 
Council holds that it should begin from a 
presumption in favour of freedom of 
expression. That presumption would be 
rebuttable only if it could be shown that 
there is a risk of significant harm arising as a 
result of an advertisement. Such harm 
might take the form of a threat to the legiti­
mate interests of another; the exploitation 
of the vulnerable; the infliction of 
emotional shock or the occasioning of 
moral offence; or, more impalpably, but at 
least as importantly, the destruction of the 
means of communication through the 
devaluing of common symbols, or the 
weakening of trust. 

Council cannot avoid confronting 
serious issues of public concern on the 
ground that the Code excludes the subject 
from its jurisdiction. On the other hand, 
there are areas within which it cannot 
adjudicate. These two seemingly conflict­
ing requirements will be met by an 
alteration in the wording of the Code and 
by changes in the Authority's procedures 
when dealing with excluded advertise­
ments. The CAP Committee has been work­
ing for some time on a revision of the Code, 
and it is expected that the new version will 
be ready for publication in 1985.1 shall deal 
further with the subject in my Annual 
Report next year. 

MONITORING 

The census of publications to which I 
referred in last year's Report, was taken in 
May 1983. Some 250 publications were in­
cluded in a stratified sample from a total of 
about 2,200 publications. The stratifica­
tion includedall national and regional daily 
newspapers and all national Sunday news­
papers. In addition, the sample covered 
one-fifth of regional weekly newspapers, 
one-tenth of free newspapers and 5% of 
consumer magazines. 

The census has shown that the distri­
bution of advertisements by type over the 
range of the frequency and scope of pub­
lication is markedly homogeneous be­
tween such groups as national and regional 
daily newspapers. However, there are con­
siderable differences among the publica­
tions within each group. As the socio­
economic characteristics of the readership 
in which advertisers are interested have a 
significant effect upon these differences, 
the Authority must base its sample upon the 
types of advertising carried by the publica­
tion rather than upon the frequency of 

publication. Further, the sample should 
reflect the full influence of an advertise­
ment upon the public as indicated by the 
circulation of the publication. Therefore, 
the greater proportion of the sample will be 
drawn from publications with larger 
circulations. 

A preliminary and very encouraging 
finding of the census was that between 1% 
and 2 % of printed advertisements were in 
breach of the Code of Advertising Practice. 
However, in the final analysis only about 1 
in 10 of such breaches are sufficiently 
significant to be pursued. Thus, each week 
the Authority's monitoring discloses 4 or 5 
advertisements that could be in serious 
breach of the Code. 

These new results confirm the 
general reliability of the Authority's present 
monitoring procedures. Accordingly, the 
improved sample will not result in any 
dramatic change in our assessment of the 
degree to which the Code is observed 
although it will provide better measure­
ments of the efficacy of the Code generally 
and in respect of particular categories of 
products and services. 

The Authority's new system gives 
four main advantages. First, it provides a 
sampling frame which gives more effective 
coverage of publications at a significantly 
lower cost in staff time. Second, it sets a firm 
statistical criterion against which the 
Authority can check the efficiency of 
monitoring. Third, it suggests improve­
ments in the existing classification of data 
that will in turn extend the usefulness of 
the existing computer. Finally, it will 
enable the Authority to respond flexibly to 
the changing needs of the general public 
and advertisers for information from the 
Authority about the practice of advertising 
by, for example, the use of rolling samples 
or trend analysis. The Authority is most 
grateful to its adviser on statistics, Mr. R. A. 
Pluck, for the care and skill with which he 
has analysed and met our needs. 

CASE REPORTS 
AND EDITORIALS 

Last summer, the Authority 
published the hundredth issue of Case 
Report in which the editorial explained that 
the then Chairman, Lord Tweedsmuir, had 
insisted on the publication of complaints. 
He wrote in his Annual Report for 1972-73 
that "the Authority is clear that only by a 
policy of greater openness can it meet, as it 
should, the growing demand in all spheres 
for greater accountability". In 1982, after 
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some hesitation, the CAP Committee 
adopted Lord Tweedsmuir's policy and 
began to publish the complaints that it 
receives. As in the earlier experience of the 
Authority, publication by the Committee, 
far from producing embarrassments, has 
resulted in strengthened relationships with 
the advertising business and with the 
public. In my last Annual Report I drew 
attention to the errors which can arise from 
treating fluctuations in the number of 
complaints as anything more significant 
than a measure of the propensity of the 
public to complain in any period of time, 
and I indicated that the development of our 
monitoring programme would soon re­
quire a decision as to how its findings might 
best be published. The time for that 
decision is approaching and it is likely to be 
taken in time to be reported in my next 
Report. 

The Case Reports began in 1973 as no 
more than a few pages of typescript. When 
the first editorial appeared five years later, 
the importance of the Reports was 
enhanced and they began to provide a 
running commentary on the Authority's 
duties, anxieties and attitudes as these 
emerged in the course of interpreting the 
advertising and sales promotion Codes. I 
know that the plain speaking editorials are 
esteemed and found to be helpful by the 
industry and the media. They also serve 
and will continue to be used by the 
Authority as a convenient means of making 

statements of policy. In the recent'past, 
editorials have dealt with such recurring 
and controversial issues as appeals to fear, 
the treatment of women in advertisements, 
slimming and the use and misuse of 
statistics. 

TREATMENT OF WOMEN 
IN ADVERTISEMENTS 

The Authority continues to receive 
complaints about the publication of 
advertisements which some groups regard 
as offensive to women. Two years ago we 
published the findings of our own survey 
of the views of a representative national 
sample of women, entitled Herself 
Appraised: The Treatment of Women in 
Advertisements. This did not reveal the 
widespread dissatisfaction with advertise­
ments among women generally which is 
assumed in many polemics on the subject 
nor did it yield any evidence whatsoever in 
support of arguments that the BCAP should 
be changed. In a recent pamphlet, Images 
of Inequality: The Portrayal of Women in 
the Media and Advertising, the TUC 
declares its intention of "continuing to 
pressurise the ASA to alter its Code of 
Practice to provide some guidance on the 
depiction of women in advertising to take 
into account social change". In fact, 
guidance on where the boundaries lie to 
legitimate freedom of expression is regu­
larly given to relevant adjudications by 

Chairmen and Council members who have served the Authority since 1962 were photographed in the Cholmondeley Room at the House 
of Ijords during the reception to celebrate the 21st birthday of the ASA. 
Left to right back row: — David Williams. A M Fisher, Alistair Sedgwick, G E Taylor, Alan Campbell Johnson, Lord Thomson, Lord McGregor, 
Lord Tweedsmuir, Lord Drumalbyn, Charles Buck, Brian McCabe, Howard Thomas, A E Pitcher, Rev Paul Flowers, Michael Barnes. 
Left to right seated:— Patricia Mann, Rosemary McRobert, Rachel Waterhouse, Kay Evans, Dame Josephine Barnes, Lady Lockwood, 
Gabrielle Pike. 



Council upon complaints, andpublishedin 
the monthly Case Reports. 

It is, however, no part of the function 
of the Authority, as we explained in Herself 
Appraised, to use the enforcement of the 
Code as a means of promoting social 
change, however desirable; though com-
monsense suggests, and observation con­
firms, that advertisers, no doubt moved by 
an awareness of where their commercial 
interest lies, will always be ready to adjust 
their appeals as the sensitivities of their 
audiences change. 

VIDEO MAGAZINES 

Since 1981 the Authority has paid a 
great deal of attention to video magazines. 
We have upheld a number of complaints, 
several made to us by the British Videogram 
Association itself, and we welcomed the 
initiative of the editors of the small number 
of magazines in the field who set up a 
committee with the object of upholding 
the Code in respect of advertisements for 
video films. The CAP Committee wrote to 
all its members and I sent a personal letter 
in the summer of 1983 to the owners or 
Chairmen of the magazines. I wrote in the 
fiercest terms stating that the Authority 
would not tolerate the continuance of 
advertisements appealing to sadism. Since 
then, the magazines have been kept under 
constant review. So far, sadistic advertise­
ments have not reappeared. 

I 

TWENTY-FIRST BIRTHDAY 

The first Council meeting of the Auth­
ority in September 1962 was celebrated 
after the twenty-first meeting on 7 October 
1983 when Lord Drumalbyn cut a birthday 
cake. 

So that those members who had 
served on the Council since it was estab­
lished could meet again and join in the cele­
bration, a reception was arranged at the 
House of Lords on 1 March 1984 for them, 
for present members of the Council and for 
others intimately involved with the work of 
the Authority. 

There was much talk of past and 
present with exchange of reminiscences 
and stories of early case decisions. 
Everyone enjoyed themselves so much that 
it has been decided to make such an 
occasion a regular feature of the Authority's 
social calendar. 

CAP CHAIRMAN 

I draw the attention of readers to the 
Report of the Chairman of the CAP 
Committee, Mr. Colin Sandford, who com­
pletes his first year in this important office. 
The Authority is particularly glad to know 
that the Association of Free Newspapers has 
joined the Committee, and welcomes the 
additional strength which the adherence of 
Free Newspapers gives to the control 
system. 

At the 21st birthday reception 
in the House of Lords, the 
four chairmen who have held 
office since 1965 met Council 
members who served with 
them. Left to right: Lord 
Tweedsmuir, Lord McGregor, 
Lord Drumalbyn and Lord 
Thomson. 

I F 
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It is rny pleasure once again to express 
the gratitude of the Authority to all those 
periodicals and newspapers which have 
donated so much space that our advertising 
has acquired the standing of a major 
campaign. We are also much indebted to 
the generosity of the cinema industry. As in 
recent years, I thank Mr. Christopher 
Hawes, the Chairman of Davidson Pearce, 
and Mr. Stephen Benson for their 
achievements on our behalf. 

This year, the Authority welcomed 
Lady Lockwood as a member of Council. 
She was the founder Chairman of the Equal 
Opportunities Commission and is a leading 
commentator on the status and social 
situation of women, we are grateful that she 
is willing to find time from her many other 
activities to strengthen the Council with 
her advice. 

On behalf of the Council, I thank the 

Director-General and his colleagues for 
their conduct of the work of the Authority. 
The wider diffusion of knowledge among 
the public, and also among Members of 
Parliament, about its services as well as a 
steadily growing influence in its field of 
activity have meant year by year that greater 
burdens fall upon the staff. These have been 
carried without any increase in numbers 
and undoubtedly represent a considerable 
improvement in productivity, achieved, no 
doubt, in part by better methods of 
working and office equipment. Never­
theless, mechanical aids cannot be 
substitutes for the care and accuracy over 
detail and courtesy towards members of the 
public on which the confidence in the 
Authority of those who use its services is 
ultimately based. Council is very appre-
tiative and proud of the competence and 
dedication of its staff. 



CAP Y E A R 

CODE OF ADVERTISING 
PRACTICE COMMITTEE 
CHAIRMAN'S REPORT  

When I first became involved with 
the work of the CAP Committee some two 
years ago, I held the general belief that in the 
complex and fast moving world of advertis­
ing, self regulation must be preferable in 
principle to a system where standards of 
conduct are controlled only by the 
cumbersome and inevitably long winded 
processes of the law. Closer acquaintance 
has strengthened that conviction and I have 
come to see that the self-regulatory system 
is not only relatively speedy and efficient 
but, above all, that it is generally fair to all 
concerned. It is for this reason, I believe, 
that it has now for many years enjoyed the 
committed support of the vast majority of 
both advertisers and publishers. If I have a 
concern it is that, despite an energetic 
campaign of education and public 
relations, the principles and processes of 
self regulation are not better understood by 
a number of those who are professionally 
involved in advertising. 

Any system which relies on mutual 
respect and self interest will inevitably be 
subject to occasional abuse. It is therefore 
not surprising that, since the Committee 
decided in 1981 to publish the findings of 
its investigations of complaints, a small 
number of advertisers have attempted to 
make use of the complaints procedure to 
achieve commercial advantage rather than 
to resolve genuine disputes. In a few 
instances undue publicity has been given to 
the fact that a complaint has been lodged, 
and a small number of complaints have 
clearly been made solely with a view to 
embarrassing competitors or denigrating 
their products. It was particularly a matter 
of concern that on one or two occasions, 
advertisers sought to give publicity to Draft 
Case Reports, which are in effect the 
Secretariat's recommendations to the 
Committee, rather than the findings of the 
Committee itself. These problems have 
been thoroughly discussed and the 
Committee concluded that the seeking of 
publicity by advertisers for commercial 
gain must be discouraged but cannot be 
wholly prevented. However, the Com­
mittee takes the view that its first duty is to 
preserve the integrity of the self regulatory 
system and it therefore reserves the right to 
make appropriate comments on its findings 

when it believes that malicious or petty 
complaints have been brought. 

During the year we welcomed into 
membership of CAP the Association of Free 
Newspapers, whose Annual Conference I 
was privileged to address in September. 
The Committee and its Secretariat also 
maintained a constructive dialogue with 
other bodies not in membership of CAP, 
including the Direct Mail Services 
Standards Board and the British Videogram 
Association. The industry is fortunate that 
the Committee has a dedicated and 
experienced Secretariat whose advice is 
willingly given on an informal basis to any 
organisation or company which is con­
cerned with the content of advertisements. 

The review of the British Code of 
Advertising Practice is now well under way. 
Those parts of the Code which have 
become outdated or anomalous are being 
re-written or removed, and the oppor­
tunity will be taken to review many of the 
day to day procedures associated with the 
Code's administration. The British Code of 
Sales Promotion Practice has now been all 
but re-written under theable supervision of 
the Sub-Committee Chairman, 'Jeph' 
Jephson. A few points of detail remain but I 
can see no reason why publication of the 
revised Code should not take place shortly. 

In re-writing both these documents, 
account has been taken of the advice of my 
predecessor, John Jackson, that we should 
concentrate on the broad important issues 
and resist the temptation to strive for a 
legalistic accuracy of wording. Above all, 
we must produce a Code which is in­
telligible to the lay reader and which can be 
used as a practical working guide by those 
involved in advertising. Clarity of concept 
and a reasonable precision of wording are 

The Parliamentary Under 
Secretary for Corporate and 
Consumer Affairs, Mr. 
Alexander Fletcher MP, 
visited ASA in November and 
saw the work of the various 
departments before meeting 
senior secretariat members. 
In the sales promotion office 
he is with (left to right) Peter 
Thomson, Lord McGregor 
and Enid Cassin. 
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important but, at the end of the day, the 
system must depend on the acceptance by 
advertisers and by the community as a 
whole of the principles and standards of 
self regulation. 

C. W. Sandford Chairman 
Code of Advertising Practice Committee 

FINANCIAL ADVERTISING 
SUB-COMMITTEE 

Chairman: Mr. Give Fenn-Smith. 
Throughout the year the Sub-Committee 
assisted the Secretariat in interpreting the 
requirements of the Code Appendix E in 
relation to a wide range of financial and in­
vestment advertisements. Particular atten­
tion was given to the quotation of interest 
rates for investment returns, the use of the 
phrase 'tax free' and forecasts or projec­
tions of specific growth rates or returns on 
investment. (A review of Appendix E will be 
undertaken in 1984.) 

Some possible contraven­
tions of the British Code of 
Advertising Practice were 
pointed out by Bill Butcher in 
his cartoon to illustrate Peter 
Douglas's article on "How to 
Read an Advertisement" in 
Good Housekeeping maga­
zine. 

MAIL ORDER AND 
DIRECT RESPONSE 
SUB-COMMITTEE 

Chairman: Mr. Kevin Holland. The 
work of the Sub-Committee was primarily 
concerned with a revision of the Code 
Appendix F, giving the opportunity to 
review the scope and format of the 
Appendix to ensure that its future 
provisions would adequately reflect 
developments in mail order and direct 
response advertising. Consequently, the 

opportunity was taken to extend the scope 
of Appendix F in the light of experience 
gained since its original drafting, and to 
clarify the distinction between goods and 
services offered through the mail and in 
published advertisements. The Sub-
Committee reviewed the guidance also 
given to advertisers in respect of the 
Committee's requirements and those of 
media in relation to goods sold off the page. 
In addition the Sub-Committee also took 
note of and watched developments in the 
field of mail order in general: the setting up 
of the Mailing Preference Scheme, whereby 
the public could request names to be taken 
off, or included on, mailing lists; the Direct 
Mail Services Standards Board, which had 
strengthened the implementation of the 
Code in certain areas; and the review by the 
office of Fair Trading of the mail order 
protection schemes run by the major media 
bodies, the NPA, NS and PPA. 

HEALTH AND NUTRITION 
SUB-COMMITTEE 

Chairman: Mrs. G. L. S. Pike. The Sub-
Committee began its work on those 
sections of the Code under its remit: 
Section IV and the Appendices related to 
Slimming, Medical and Allied Areas, Hair 
and Scalp Products, and Vitamins and 
Mineral Products. The review of legislation 
related to the Advertising of Medicines to 
the Public and to the Labelling of Food was 
noted, and through the Secretariat the Sub-
Committee continued to maintain regular 
contact with both the Department of 
Health and the Ministry of Agriculture. 

The constructive and helpful 
assistance received from both Government 
Departments on matters related to the Code 
was appreciated. Discussions also took 
place with the British Medical Association 
with particular reference to advertisements 
for cosmetic surgery and 'alternative' 
therapies. The Sub-Committee regularly 
gave advice on the interpretation of the 
Code and among topics kept under 
scrutiny were the advertising of surgical 
and clinical procedures, laser therapy, 
slimming products, techniques for hair 
transplantation and re-positioning, and 
health claims for non-medical products. 
The Sub-Committee drew to the attention 
of the media members of the CAP Com­
mittee, the views expressed by the 
professional bodies on the Warnock 
Committee on the subject of 'Surrogate 
Motherhood' (in vitro fertilisation and 
womb-leasing). 



SALES PROMOTION 
SUB-COMMITTEE 

Chairman: Mr. F. R. Jephson. A com­
prehensive review of the British Code of 
Sales Promotion Practice, begun in 1982, 
•was completed for publication during 
1984. The Chairman expressed his thanks 
to all the members of his Sub-Committee 
which had split into working parties to 
review particular sections of the Code. 
Although serving as individuals the 
members reflect a wide spectrum of 
experience as initiators of sales promo­
tions, intermediaries in sales promotion 
practice and as purchasers of promotional 
goods. Included in the review was an 
expansion of basic principles and advice on 
promoting to the trade, together with 
clarification of sections dealing with Avail­
ability of Goods and Promotions with 
Prizes. Concurrently with the review the 
Sub-Committee assisted the Secretariat 
with the day to day application of the Code 
and also, on behalf of the ASA, continued 
the duty of overseeing the sales promotion 
monitoring programme. This programme 
led members of staff to visit 97 locations 
through the country. 1,961 items were 
purchased which represented 1,023 
individual promotions examined, with 191 
enquiries being raised disclosing 127 
breaches of the Code. The following 
centres were covered: Scotland; Tyne Tees; 
Yorks; North West; Midlands; East Anglia; 
South West; West; Wales; South East and 
London. Additionally, a considerable 
amount of guidance on the Code was given 
at the planning stage of promotions both by 
telephone and in meetings with promoters 
and their agencies. There were 128 written 
submissions for copy guidance. 

COMPLAINTS AND 
COPY ADVICE  

During the year the Committee 
received 1,132 intra-industry complaints of 
which 307 gave cause for investigation 
under the Code. 247 complaints were 
upheld in whole or in part; 60 were found 
not to involve contraventions of the Code. 
592 complaints were not pursued and 161 
were withdrawn by complainants. 72 cases 
were ongoing. 

There were 888 written submissions 
to the Secretariat for copy advice in general 
areas of advertising in addition to the very 
many telephone calls which are dealt with 
on a daily basis. Additionally, 274 

certificates of clearance were issued for 
cigarette advertisements. Although a 
precise figure cannot be kept for telephone 
enquiries, a nominal check on calls and 
subject matter shows that, taken with the 
written submissions of copy, the areas in 
which advice is sought most frequently are 
alcohol, cars, cosmetics/toiletries, finance 
and investments, hair products and treat­
ments, therapies, slimming, health and 
medicinal advertisements. 

During the year the Copy Panel met 
on seven occasions. Efforts are being made 
to encourage greater use in appropriate 
cases of the facilities provided by the Copy 
Panel, particularly for the resolution of 
disputes over the interpretation of the 
Code. The Panel is not intended to provide 
an appeals procedure and it cannot pre­
empt the decisions of the Advertising 
Standards Authority, but it can help to 
underline and reinforce the self-regulatory 
nature of the system, and thereby remove 
the mistaken suspicions that occasionally 
arise of there being an overly bureaucratic 
approach to the enforcement of the Code. 

CHAIRMAN'S WORKING 
PARTY ON THE REVIEW 

OF THE CODE  

This met on six occasions. The 
principles on which it is conducting its 
review are explained in the Chairman's 
Report. Among the matters to which 
particular attention has been given are the 
need for the Code to explain clearly and 
fully the genesis and way of working of the 
system and especially its multiple interfaces 
with the law. 

THE SOCIETY 
OF FILM DISTRIBUTORS 
All press advertisements, posters and 

front of house photographs or films in the 
"18" category are scrutinised before use by 
the SFD Advertisement Viewing Com­
mittee. The CAP Committee (and the British 
Board of Film Censors) have advisers on the 
Committee. 

In 1983, 87 press and poster ad­
vertisements and 576 front of house 
photographs were submitted for approval. 
Most were approved with only minor 
changes but some re-submission of final 
artwork was requested and 20 amend­
ments were required prior to final approval. 
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ASA ACTIVITIES 
National Press Campaign 

DO ADVERTISEMENTS 
SOMETIMES DISTORT THE TRUTH? 

The short answer i» ye* tome do 
Every wccfc hundred* of 

<rf .»d\?msnnerit>t appear for the wry 

Nuri) all ot then play for with ihf 
piiX1*" thry are ̂ iirc W d to 

A h anctf oJ do nnt The\ ma 
rtr:*=<Hft the product* they J J T 

advertising 
A >the A d wrTiyngSta ndsnJ.-

Auth,-iiryiiiscurjchtoTr.iki&utc 

W H A T M A K E S 
A N A C T - ' E i r n S E M E N T 

M I S L E A D ] Ml I* 
li'itnirupjtDviratf h<id 

turned a 7 aorti- weakling into 
Mr I "Ptvenr (he t c u jld be i d 
i*Tteed bccauic it « n be ringed 

But apromi>c to build > on" 
into a 15 ••cone he nun would 
rvwt u * flejuftg our mû -cle*-
became thf prcmst cruld not 
ihvlyd be kept 

"Mikes you look yewnger' 
rrUjjhl tpt- 11 L'i&onabli.' claim [01" J 
<0"TV-[|C 

But pWff rn t J t a k c y c i n t f i 
) our life wrxilabranovrniiun 
akin to a pronw of eternal youth 

A garden centre's claim (hat 
i U> ^eofling* would product 

rucht be quite contrary to me 
rahty 

SrJ l fb t ' en, r/p.iif\>.T?iiU(?'f 
•ervetobeptjiioiodtb/iij^ toot'. 

If A Irocriu:'- ^hv-rtLPed a 
hottla»fccir^'5 cntiVJtfs- w l k tc 
thcbeacKlt must rot r ,qmi t -LLICSynlpL,.* 
athlete todo u in ttubinK 

A s for O M te agents, if I h,. i -n B J ; \r. 
looking the nw tr.vnJ.ited tc t jk tmn 
omoaaibh.'tfi.'r̂  w-juld be nothing'"or it 
buttoaruwdi.'ir .idthi doei 

HOW DO WE 
rLTXKTKEAreVVEliXXIN^)* -

OUT yard-tj. t is 1 he B r u s h Code of 
Advertising Pr^nve 

Its500 rules gi\-L .idiertisers precise 
practical guidance on what they can .md 
car not lay The rota are JJSO I pause for 
nttdaowiiers to assess thearceptab'Tit v of 
any mJratttiiv they JJL- asked to publish 

The Code coven nugwrns,. news-
papers, ancma cfiTrniftrtils broehurtit 

kafbt*, poster*, arculart pasted ic yz 
and now comrrn-oiik oi i video tart* 

T k - A 5 A i * r - t i ^ r . - n , . r ; l . - l V i T 
i r d i idM liv^'itiain,'; Tlio^ch die rul 
arc very linu:.i: ib-iy arc • idnuniwcred t 

the Independent Br> Attesting Authority 
WHY n S ATWrVWHC PROCESS 
L nfonunauly some advertisers are 

uwwarf of the Code, ant breach the rule* 
unwittingly Other* forget, bend or 
deliberately ignore the rulei 

That is why we V*p a continuous 
check on ad'.mmng But became of the 
•heer vojuior, wv cannot monitor every 
advertiser all the one 

Sou-fcncou rap tbepj)bhcto help by 
telling U J about any ad\ieruimvnti thty 
think yught not to haw appeared Uit 
year t>-Jtr IfOQ people wrou* to ua 

WHAT DO WE DO TO ADVERTISERS 
WHO DECEIVE THE PUBLIC? 

Our fetttlrputoiakadmtuera who 

wcor the pubic challcnjc to backup that 
Jjir» Math K 4 d cvidenar 

if they an l l r t , ur rrfi iK lp, u i 
them dtb er to ami*n.d the ad^ or withd raw-
them comrletcly 

Ntarly ail agrtr wrtliout any 
further ligament. 

In any r.Lit we inform the 
pubtithf r% who will nai 1JI3W 
irigly aec-pt my .id wh'th we 
have decided CLHitmwn..-s the 
CixSe 

lithi. jriv*tiSiftii-fu4Hto 
withurau. the .lolv.-rtvu^nt 
bewiUhnd it hard if run 
liUpcMlplLlPIl-rti'Ltp- ihli-t-r-d 

WHOSE INTERESTS 
DO WI- RKAU1' HEh'LEC.T' 

Thf AdwrttoUTt; St.Lnd.irds 
AuthrtitywT.- mt crated by 
law and h i-- m l*pd po At r? 

Not LLnn.iOir.illv W W 
people are ^ t r t i c i f abeut its 
clfettlVtr..;-

fnfiVt I k AdvertiMnp 
Standajtli Aathflfitj UTU, &a 
Up by th. .idvertiMtii; business 
tO nwke f lire tin- system 1̂ f 
control worked in the pjbbc 
inwrest 

For A i» to be credibJe, the 
d^S.^ has to be totally indepen-
dent of the huaincit. 

Neither the duirman nor 
the majcwity of AbA coundl 
tmnhrTk ix alkf̂ .td to tu^ 
an> qnehement marK̂ rt'smg 

Trwui;h adtKmstrao vc 
i^-w ai e met by i levy on die 

hut-rn :sa, no advertiser haa an>' umuerKr 
. - K V \b-\dfOMDrU, 

Ad wtueri are aware it nan much m 
thru owii Luieroj> a? it w ir the poblic'* 
that h<x>nry ihtiukl he Krn to prevail. 

ll" you waukllike to b i n v m n r e about 
the ASA and the rules it leels to enforce 
you can wnte to uiat the addrev bekw 
[oranabndgrd C L T > of thetolt 

The Advcrasing ^ 
Standards Au Lhonty 

If inadwrnsement is wrong, 
we're here to pn; it nghf 

ASAUd. Dept T. Bfook House. 
Tcwinpon Place, Lnndon WOE THN 

DO SOME ADVERTISERS GO TOO FAR 
TO ATTRACT YOUR ATTENTION? 

Even week hundred* of ihousanda u^inguirJimou/pow'ertopuiaMoptoa 
cV athtrtLstmenti Jpptar for the fir« t.me y,7JO C A N WE THKW THE VOCXAT 

Some stand out from the inulrmii- Ibrfa^Ctflrot Adw:rnigPracnnf 

by rtf.ue of their rein-, 

<.Jthcif. for L-sa rtvJitjr-'.-
reaaoro It a L'IA rab as tH-r 
,\dvcrrjiing i i c i J t*±<- Auth i ̂  n-j 
t> l»»ik inb> «nrr "-i-u- mJprJ. 
l̂ ârjdrrakr J I I T ^ I ihryd^t 
happen again 

CAN A N A D V cniRGO-
Thw t» a vewJ Question be­

cause sonktir uJ* there i» a very 
fine line beiwee.i what u above 
tiiiirdaiidwhaiiibekj* the belt 

One rule i"i our Codt »rat«« 
Ad\-awrrrrtj. ul (TflCHi i» 
thmgwhich wfifhs .̂ the 
generalty prevail ng sUndarJaoi 
dromcj' and jrumcty. to c«ase 
gmr or widespread fie**' 

There i s m <iî t a: ajl what 
we woukl do wsh. ar.ai i.r j \ i i rx> 
JB$C> ' that dqrod snTtronc King 
eaten alive 

But what afn* Ka cxauSrrtiir 
nientwhich.irfdrcBet.'-V-rrader 
4* YcofLttfcAfcSP 

A tew people imjh t « s v d it 
a* offirnuve, I've not. we think, 
themawriry 

Although the jv*# w of 
biblical raijpri 11 w sj.pred i^o 
common uiî e J * i.v tajihor lor 
thctktptic-l 

PSSVSfiUNF liM^ERH.tf.riTAL'TB^ Another niie »utM A-Jvetaervrt* vt-î t uji-r 

t i i * . » l i i r = . l - i t . w . i v u i t . 
i r i ' - - , - ' ( .•iT^rr*'---. ii 

ahoijiJ not ' i * T . j j î *;iryruf Ir»--^ play 
wtffiar 

\\*haj wlusHTMhleUiHl iwh.it » n t * 
A ^ a in w r H I J P ; he W M , v, L' th ink the 

majcwrjl V-0,iU 
Vieirocht T. .mrJ w< id ,Kccf I . L K L - I I it 

^hpwed hov\ ji wAcliih. ivA hjr children 
Acre .ib^ to SuriAi* on iW p i ixwd* nl 
her l / c e j s id hntbands Life .'"ursrifi" 

W h ' V ;fiVnr.^.L!i jnsv-M to.i (• ^hrcn-
in^ problem it d r » n r ir.itw.lf tnduLi I'CJI 

Butsiippoj-L- .i fixunt\ prrns- nt .Hleaf­
let ihrfiuLjh ih-poit ih.H Tim ihntglar. 
ar.J 1 can pet into\fc>m hcuw .L-icavLj «s 
this-tail PL" 

•lrflii(iih-t3.M.rT\'.indtadio id\.-r 
L-r;- T i . ' . r n r ri • r-.i'-.-tre wrv(nrjlar. 
(hrj jr: ™ M I « I ; ( > ^ by ihi Iniepindetit 
Uftuilcuuia AiMhcttX 

* r n U T ASKTiTXJ TO OLABA F E N 
L'nfi-rtijmately some adwrtisfrs are 

uruwarc ol the Code, dnd brta:ri iSe nj|ea 
utiwittmgii, 

tidiErs rorg.t, bend LirdfljTCTitri> pinr 
therulesTliatifruh> welteepacciwinuous 
chec k on ddverti stng 

F^tl.^viwi iflhi:^h«r^urjK-wvcan 
Hot trinriitor p\"cry ad\irrliser i l l the time 

So we entourage the public to help 
Trut could ierr;iy an ofder penon ullir̂ usalxiutaJwniierrienuthe\ think 

Lvmji acnt-. m J we o.-ould do ever> ousht not to have appeared 

L J K year ovrr7̂ 00people wrote toui 
Every cnrnplatfit u considered and 

every ruling we itukj: is pubJohed m our 
ncinThJy huUHin 

WHAT WE DnTOTHl 
nULUr 8D» 

If we dec tie there has hern a 
breach of any rules- we as k the 
adwtdrr to airuMid dî  jd-,fru*f 
merit If he caniv<,of refuses, we 
â hjmtowBhdrawitomplettly-

Neirty all agree without 
further argument 

tnany tase w :oform the pub-
luher*. who wrtl not knawmpl^ 
accept any id vAikh we l u \ * 
dcoded contravenes the CodJ 

If the .nJvepLiei refus» tn 
withdra-.-.'tl«- aJxeitL^fmeft hi-
will find it h ird if i v i irapo?*iMe 
to have it pohl^-K-d 

CAN .yjtTKlTfflES iIJSH 
USARC'JKD 

The A S A A H - [•!-,; created 
law in-o h p n i ;.-f Jpov . . r : 

Notunmtijr.ill;. inftirrn-dfi!-; 
•ceptica! sbnit <tS tSMih^nftil 

tn fact the A S A 21 up 
tn the •d\>-/n>nig oo-"r>>- to 
nalte suri t'lfc: .fjirtemo/i^ll »*on 
tr,)J gcnuire!> "\ftkeJ in njft 
puhhc ihtL-st 

For thi* to be cud.b't tlx 
A S A r L i - t o b c t f r . , l k ,Mycn 
df Pt tif ti*.- bi 1 n .•" \ 0 1 1 . -T thi-
: Tcrt)iema|orit> •. : A S A L ^ L I I 

tnf!the î».ilkwi?dt!> have any ir-voiv.' 
irnt in atfverusintl 

Twgh administrative Ciial* J r r met 
b) a levy en tltr rfjajicss, no advenuer 
h> my LiilluerrceoWT ASAdecinnm 

A Jvet ciser* ire aware it u aa much in 
their interests at the publics to uphold 
advertising rtarulards 

If YtSU Would like to kpou ip-*-tb-nit 
thr ASA-nUtherultsH ^vk.- tudtifcrti 
>ou can wnie to at the .iddr^..- K-IO-A 
I I T ariabml^tofy of the t>di-

The Advcnwing»/ 
Standards Authonty 

It an advertisement i» wrong, 
wire here to not it nght 

ASA Ltd Dept A. Brook Home. 
Tomngton Place, London WOE 7HX 

ADVERTISING CAMPAIGN 

In 1983, our advertising campaign 
was highly visible once again. This caused 
some readers to ask how we could afford 
such expenditure. The truth is that we have 
a modest publicity budget wrhich provides 
a modicum of paid-for space; the rest—and 
particularly all the many small space 
advertisements which form such a regular 
part of the advertising columns of so many 
papers and magazines — all this is entirely 
due to the generosity of media owners and 
publishers, who donate these spaces to our 
campaign. This year, as in previous years, 
we thank them wholeheartedly. 

Throughout the year, our campaign 
had two objectives; to encourage greater 
and wider understanding of the work of the 
ASAand to demonstrate the effectiveness of 
the self-regulatory system. 

MAIN CAMPAIGN 

As in previous years, the target 
audiences for our main campaign have 
been "opinion formers" and the general 
public. To the first group, large space ad­
vertisements in daily and Sunday 
newspapers and leisure and special interest 
magazines presented a series of challenging 

DO SOME ADVERTISERS GIVE YOU TOO 
MANY FACTS AND TOO LITTLE INFORMATION? 

It» not dAcuh to find y ourstlf Hmded Smcr there are several dilfereru way* of 
by jaencv measuring, sound output, he should Hit 

Sonv jdfertteif | i i M> wupfvd up HI ••vfu.h Ofthod he uacd ind vt the rwkr 1 
then owpjurfiC"! iheyfd'.rptraksethaUomo-t fin ba» iiXciW^*f*X1 
ffc-CpV Ai Lijihsnc mere thSn rounbo^imho A M I • • la m p m - 1 11 ml^I 1U * | 

But | i « w u n jffy be pule the Jj.-tsinJ c i a K - - t Jidfi i cn iv i i f rHiBTknlr i t i i - i 
tifeynca ; Du leid^jc •ccuntc 1 And 
how can you tell if iu ndtr irva 
dirici'ofuVtKisrjoiia'tJwtitti'Vrt.^ 
to concejlthe crurJi 

The anria.cn. h iti • kirk-J 
p. is criled Tti^ B--iu.h Osnr a" 
'L.'3v£i-t'!'r.gPlJCTj;e 

lti*oui)obafTheAcii_—. J17 
-jjrdatd 1' Amhorir\-to jdn' ir f f f 
- U ^ - r u t 

M m nrtiapl U-'fcvf 
list snowkllr: ihr pJA" cculd i 1 
led11 r±v rt£ 111 k E J r: ik- U. 11. d :>' J 

FiiiTL:iil advertisnig L- A coed 
HssnapJe In e^cne Lhc pJei t̂zir 
id'-ennqmentstnuat take into 
iccAftra) that the com^lexicic' a 
fuunr* may well be bevoi | r i ^ J 

pvCt'k to whom dti rrii J E ^ T . L 

An mvestnientAj l̂ vLtifig 
dircot rcfonse has to pfljdeajjieac 
deal c( eiplaractxy ^ rrdiru; 

For in^jrirc, past c^outh of 
SOCV^ini j.-jri'u.oMld h n v t t K-
qjildied by the etict fnt year* to 
M.hj;h it rvferred 

Andallmi-estment id^hivvto 
cairr wJttdrnglutEi6L-L}l;ithi[rhf 
%<dueof'nwxnents araithe JIICCIIL-
fiumtheTcifqu jtfdGiiiscid[>wi»«.\«.L'li*'.^i 

WHtN ONE A K D C W I MAKES SCt 
lnprotnrt'nf;th^pMhlii-ftDrrr>^nf;iii.j'ed 

\>.e ar* rftrriaecLi^cd of beinvpernirU-tj 
We Oft- received . ccrnp'-Linc th-it i c.ir 

w.ihiMi2<(erisru'ruJbeeri«!vciti i^di t-* 1 

Proplt' "tit xh( know." ipfiurnil; jf-eept 
thji is normal But QUI coinplain-u-tpoiiiuxic JI 
t h « hib err.plfyer^ mileage .tLlowincc lota 
Ii 'was lor cnejineMTVcr l 4 i l « 

VVhitmemtLittlitothc caj traderue.irt 
a lot to hirn, and V,T WTie pleased I^it t̂ e »d-. 
vcrniet amended the ad to lnc't-de iht e\irt 
eiisme i'ie ui thf text 

READtNG BOV-TEN THE LINES 
ItV nee enp-jch fn a building socefy to 

pronusfi Vorth 1393% to baaac ntt enccw 
tax payers' when the accual tmerm late cm 
fluCTuate Thamaatbenudeclcjr 

A hri raanuf icturrr ihouU not merely 
advertut that hd equipment dn̂ npr a 
certain nuober of wtta 

ouniiNinTATiriG 
TheBrMshC^de Ad\L-iTiiir^ Pr pi'to 

covTn oev.'sp..[\.'& m-'p^iPiS cinema CoJO' 
nuroalf, pon-ter*: It'oSWej, !L-irlcK nudcd 
arcularfcand POA^ ronCTfiCL^Jf cn wJeo tipe--

Ittl^'-not ro\ei TA'^nd radaadwitn 
<»g Thouah the rule* J I F vify «tf'iur, the\ 
areadnuru'tctL'd h;- trie Irideperdei;: LVtnd 
casong Author in 

Unfcrtutiatv-lv be*:'f id\\rti-<r.- Ate un 
aware of the Cede ,tnJ bie-Lch the rulv-
unwrnntfo Oliw* t'oi/eCUrJ 01 dehSraitl) 
^pnrc the ruts 

Thartiivhy wkera jconunucnjsthrtJt 
on advenisarg, inther hv our*tu« a in 
awmjxtnoo wtih rxperu But because of dw 
truer vobunr cf advert *«rg we cjnn M morn 
toe e",Yry *d\s-rt»meTit tliit *rppear« 

bo *v enck'uuge tin' puMe to help by 
rellinj; u>about ina^cuutje^fti mayiiethave 
rpottcd Last yen ovtr 7?00 people wrote 

Every complaint isconsideied and if 
necexjn .-ubmutid wont e^cwrt'before *e 

nuke 1 ruling 

If we dkcdr there has been a 
breach of any rules we *sk the ad* 
vertsstr to smnl the JCrwTMKwwtL 

[f he ci i"Ct or M V . >r 
tti I I I * trr-jUhdraw it ecrrpleteLj 
N'e.niy -11 agttf IJIU/IC-^I Iil[tJ 
h^.i-Vni 

lnan> cn~e wv ^fca*/ irvnuh 
lahrnv *h^ wi!l not knovMnjlv 
veept MV sdiVTU/Asrrjent i\hich 
>\ th, '-.c decided (onti i\ene= the 
Code 

Iftheadvcniser rrfuir>tci wfih-
Jnw the adwrtwtfrrnt he *ul 
nrd it bard & Art mrpossibk to have 
tt published 

The A5A v, if net cwaeed 
UUJ and hi^ no W l̂ powers 

Not iinn-tturaOy fjDnie pt'rpW 
ai^ ^ip''" il .'bolit't' e&J tivenLf • 

In f Kt the A S A w-i- -ft up by 
the idvertiiin^ L-US-I-.L-'-, co mafcr 
...IJC rhc i>rCemof-el[ tL-atrcl ̂  n 
uruly wo'ked nr-tepnH-; n*fCT*.-i 

Fr: ri-jstoK-oediWetVASA 
ha- to be tonJy Ltlepeainj c the 

Neither the chauuun nor the- njjonty 
offm cc uncJmcmlxrtis -CTe-'ved to have any 
mvolvcJnent in ad\ ertsHng 

Though â bnirustr.irjvrccN£i * r* t t hy.-, 
levy onihe busineis, noadwrtisfT to* my 
mUurncr ovtt ASAdetsistn 

Advmncma*̂  whrJe amft n »it much 
*i their mtermsa* the pubkkto keep oft the 
nght xdi r! die rule* 

If you would like to know more aheut 
d"it" AS.\ and the ruknit wekito ei rforce y cju 
un wncr ui UM .it the address below for JJI 
abridgedcopv of the Code 

The Advertising \ / 
Standards Authonty 

If an advertisement >s wrcrg, 
we're here to put t njhi 

ASA Lid Dept. F, Brook ffou*:. 
Tarrnpon Flacr̂ LcnionwXlCTHK 

http://tr.vnJ.ited
http://St.Lnd.irds
http://LLnn.iOir.illv
file:///b-/dfOMDrU
http://iwh.it
http://ir.itw.lf
file:///ftkeJ
http://anria.cn
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T A K E N R E G U L A R L Y 
I T C A N P R O T E C T 

Y O U F R O M N A S T Y 
C O M P L A I N T S 

T l w h t t J f r -XLnji V& K* 
tlie Brit ish Ccfr^Mva-
using rVatwCt. 

Ic n o w f un^ to -iroupd 
ninety pages., w d noc sur-
pnairgly some Advert i ^ r s 
arc finding it difficult to 
swa l low 

O t b e n . u a p l y i g a c r e * a n d jake 
the risk that " o o n c w y i iw*f>ce. 

T h a t u. w h e n thexr work o&corrie* 
CXir rt5poi-j.i>^ty 

A * the Advert i s ing St.nidard-
A u t h o n t y it is OUT job to uphold the 
standards ^ j r b y the Code, 

If w e spot i n ad that cont rev r n e J 
it ,or if a member o f the public make* 
a complaint, the ball 15 i n c u r court . 

Wfc may ask the advertiser to 
amend d v dd, 

V\% may even ask hini to with-
d r a w it completely 

N e e d l e s to w y this c a n cause 
him 1 great many problems?, iMt to 
OIC ji tiOil con 3] tier J D!C e xperise 

But if ha had taken the trouble 
lo consult iheCftf ie in the fir,* place 
he could have* avoided t l v m 

(If lie w a s still m a n y doubt he 
could h i * consulted the CAP 
comrnittet ) 

W-c don*l w i e l d the big stick 
because w e enjoy asserting ot j j -
served over hapless advertisers 

<k» it t o protcd: the p u b k , 
w h i c h 15 d ie job tiie A S A w a s set 

u p t o d o b y u V a d v w t j s » n g 
industry ILSCII, 

I t s w o r t h considering 
the alter ii-iTiVi-

D o y o u w a n t ihe A S A 
to continue providing its 
n ^ w r a b l e selfreguUtJcm 7 

O r w o u l d y o u prefer 
tighter legal controls? 

Cop ie s o f the C o d e are easy tc-
get hold of. J list send i l g D to the 
address below 

A s any doctor w i l l tell y o u , pre­
vention » a lways better than cure 

The Adwrtibing / 
Standards Authority 

If a n a d v e r t t s e m c n : » w r o n g , 

we're h e r e t o p u t it r ight , 

A S A U d . Brook House, 
Tomngton Place, London W O E 7HN 

D O E S T H E A S A 

T A K E S O M E 

C O M P L A I N T S 

T O O S E R I O U S L Y ? 

Last year w e received 
7690 complaint* from the 
public 

O f these about a third ^ 
needed to be investigated | r r 

E v e r y r ionth out find' 
ings on thesv complaint a 
are published in a C a a c Report 

People tell us that many o f these 
complaint* are about matters of no 
iinpoftancr 

T h e fact i s that the majority 
involve incorrect i»tatrmcntsel fact, 
or muJcadini; compdriaon-j 

A n d it w i s t h i ! i d v M i & i t * riLiii-
TCoS th.it ga\ e ua t h c ,ob of v. eedii IC 
out the.se offt-ndere and k<epmg 
jd^ert'Slog standards hi^li. 

If w e believe iherei- a case to 

answer w e ask ) ou, (be advertiser 
o r the agency, to defend the .id 

T i l it- might mean providing avb-
Stantntioii for a claim you've made 
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questions, "Do advertisements sometimes 
distort the truth?", "Do some advertisers go 
too far to attract your attention ?",1 'Do some 
advertisements give you too many facts and 
too little information?". 

When we are talking to the general 
public, our most important aim is to tell 
people that the ASA exists and how to make 
use of it. It is small space advertisements 
that, for the most part, perform this task. 
For example: "It's easy to complain about 
an advertisement once you know how" 
offered a free leaflet on "Do's and Don'ts of 
complaining"; another advertisement 
offered an abridged copy of the Code. 

POSTERS AND CINEMA 

ASA posters based on our "opinion 
former" campaign were to be seen in the 
London Underground and our new cinema 
commercial 'Mona Lisa' was distributed 
nationally, thanks to the generosity of Rank 
Screen Advertising and Pearl & Dean Ltd. 

ADVERTISING 
BUSINESS CAMPAIGN 

"Does the ASA take some complaints 
too seriously?" was the message in a new 
large space advertisement addressed to the 
advertising business; this reminded 
advertisers and others that the trouble to 
which they were put from time to time in 
responding to ASA enquiries was not 
wasted since it under-pinned the success of 
the self-regulatory system. 

E F F E C T I V E N E S S 

The 1983 advertising campaign 
produced 3,160 general enquiries and 
requests for literature in direct response to 
the advertisements. It also played a part, no 
doubt, in the maintenance of the level of 
public complaint at the high level set in 
1982. 

CASE REPORTS 

EDITORIALS 
Twelve Case Reports were published 

during the year under review; editorial 
subjects ranged from communication 
breakdown ("Nobody Told Us" Case 
Report 99) through a review of the work of 
the Code of Advertising Practice Com­
mittee (Case Report 105), guidance on the 
application of Section 5.9 3 of the British 
Code of Sales Promotion Practice, which is 
concerned with the availability of goods 
(Case Report 96), to an introduction to the 
work of the Health and Nutrition Sub-Com­
mittee (Case Report 102) and an exposition 
of the Code's policy on comparative 
advertising (Case Report 106). Case Report 
97, which set out the Authority's policy on 
political advertising appeared, by 
coincidence, but very fortunately, shortly 
before the General Election. We also 
celebrated our hundredth issue with a 
review of some of the matters that had been 
dealt with in the preceding ninety-nine 
editions. 

'IN THIS ISSUE" 

On the front page of each Case 
Report, the "In this Issue" column provides 
a means of drawing attention to particular 
issues raised by cases reported that month. 
During 1983, concern was voiced over 
some aspects of recruitment advertising, 
misleading prices, failure to provide sub­
stantiation for claims, the fear induced by 
too many advertisements for security 
systems and the particular problem of 
advertising by estate agents. 

ASA's "It's Easy to Complain" leaflet has reached 
Cedric and Percival in the Sunday Express cartoon by 
Iain Reidand Fiddv. 

TRAMPS 
by lain Reld 
drawn by Fiddy 3 
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PUBLIC COMPLAINTS 
ANALYSIS  

In 1983 the Authority received 7,548 
complaints, thus maintaining the high level 
of complaints recorded in the previous 
year. 

Of the 7,548 complaints received, 
38.5% required investigation and of these 
549 related to mail order delays. The re­
maining 2,362 complaints on copy points 
related to 1,248 different advertisements. 

TOTAL RECEIVED 
1981: 6,1-45 

B B B J J J J J J J J Q 
1982: 7,690 

B B B B B B B B B B E B B B B 
1983: 7,548 

B U I i i I a a i 
z i • • • 

Key: 

TV/Radio 
Complaint about broadcast 
advertisements not covered 
by BCAP; passed to IBA. 

O R 
Outside remit, e.g. com­
plaint not about content of 
advertisement, but about 
behaviour of advertisers. 

NJ 
No case to investigate; no 
apparent breach of the 
Code. 
MO 
Mail Order. 

AI(NP/P) 
Already investigated. (Not 
pursued/pursued.) 
MD(NP/P) 
More details required. (Not 
pursued/pursued.) 

SUMMARY OF COMPLAINTS R E C E I V E D : 
JANUARY-DECEMBER 1983 

MONTH TOTAL 

NOT P U R S U E D 
AI MD NP 

T V OR NJ (NP) (NP) TOTAL 

P U R S U E D 
MO AI MD (P) 

DELAY COPY (P) (P) TOTAL 

JANUARY 582 38 54 113 73 54 332 72 102 41 35 250 

FEBRUARY 657 28 73 132 93 73 399 53 114 62 29 258 

MARCH 731 32 91 133 127 67 450 52 119 80 30 281 

APRIL 546 22 75 133 74 59 363 38 81 31 33 183 

MAY 577 33 54 129 84 55 355 31 88 81 22 222 

JUNE 597 18 70 156 98 41 383 35 94 60 25 214 

JULY 518 26 62 110 58 69 325 30 84 33 46 193 

AUGUST 616 15 83 160 69 55 382 38 94 73 29 234 

SEPTEMBER 546 22 72 120 66 61 341 43 83 50 29 205 

OCTOBER 711 34 81 163 88 89 455 35 130 45 46 256 

NOVEMBER 762 40 75 148 107 95 465 54 134 61 48 297 

DECEMBER 705 22 83 127 65 90 387 68 125 82 43 318 

TOTAL 7548 330 873 1624 1002 808 4637 549 1248 699 415 2911 
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COMPLAINT INVESTIGATIONS 

Case Reports 95-106 dealt with 2,072 
cases (599 mail order delays; 1,473 copy 
investigations). 

Of the 1,473 copy investigations, 
1,045 (70%) related to complaints which 
were upheld either wholly or in part. In 
the great majority of these cases, the 
advertisers concerned gave the Authority 
their assurance that the offence would not 
be repeated. Nonetheless, it was necessary 
in 31 cases to ask the CAP Committee to 
draw the circumstances to the attention of 
its media members. 21 of these requests 
resulted either from the advertiser's failure 
to respond to the Authority's initial 
enquiries or from his unwillingness to 
accede to the Authority's request for an 
assurance that the offending advertisement 
would not be repeated. Ten cases were 
drawn to the attention of the CAP 
Committee because of the unsatisfactory 
substantiation provided for the advertiser's 
claims. 

Of the 599 mail order delay 
investigations, 433 were resolved by 
receipt of goods or refunds being paid. The 
circumstances regarding 54 advertisers 
were drawn to the attention of CAP media 
bodies by the Committee. 

MEDIA BREAKDOWN 

The vast majority of complaints 
made to the Authority arose from advertise­
ments in the national or provincial press 
and magazines. However, some related to 
other printed material (leaflets,'circulars, 
brochures, sales promotional material 
posters, etc.). Cinema commercials, which 
also come within the scope of the British 
Code of Advertising Practice provoked 
only one complaint which required investi­
gation. 

Breakdown of CR96 — 106 
complaints 

TOP TEN COMPLAINTS 

Press: 1.191 
(National Press: 460) 
(Local Press: 424) 
(Magazines: 123) 
(Specialist Press: 161) 
(Trade Press: 23) 

Leaflets: 163 
Brochures/Catalogues: 86 
Directories: 10 
Posters: 21 
Cinema: 1 

1982 1983 

Car/car accessories/ 
garages 

Holidavs 

Travel 

Financial 

Computers 

Property 

Services 

Furniture/furnishings 

Photography 



















which a considerable amount of valuable 
data has been collected. 

QUOTA MONITORING 

The quota monitoring programme 
introduced in 1981 has been brought to a 
conclusion. During its 216 years of 
operation some interesting work has been 
carried out, and topics have been 
investigated which would be unlikely to 
have arisen as a result of the Authority's 
casework or monitoring based on areas of 
operations that are known to be 
troublesome. 

The advertisement sample used for 
the programme covered both local and 
national magazines and newspapers, and 
was based on the sample used by the Office 
of Fair Trading in their 1978 Review of 
Advertising. 

1983 RESULTS 

During 1983, 350 publications were 
studied and these yielded an advertisement 
sample of 1,745. After assessment of the 
individual advertisements, substantiation 
was sought from advertisers in 63 cases, 
under Section II.4.1 of the Code. 

The results of these investigations 
break down as follows: 
Claims substantiated 68% (43 cases) 
Claims not substantiated 10.5% (7 cases) 
Failure of advertiser to respond 
to enquiry 12.5% (8 cases) 
Cases not yet concluded 8% (5 cases) 

"When compared with the results of 
the 1982 survey it is encouraging to note 
that the percentage of advertisers who 
failed to respond to the Authority's 
enquiries fell from 17 % to 12.5%. However, 
the percentage of advertisers who were 
unable to substantiate fully their claims in 
accordance with the Code's requirements 
appears to have remained constant at 
around 10%. It is worth noting that the 
majority of these advertisers agreed to 
amend or withdraw their advertisements as 
soon as they were made aware of the point 
of conflict with the Code. 

SALES PROMOTION 
MONITORING  

During 1983, ASA staff examined 
1,023 promotions and proceeded to 
investigate 191 of these. Of the 191,78 cases 
involved prize or competition promotions 
(55 of them breached the Code), 51 were 
premium offers (29 breached the Code), 54 

free offers (37 breached the Code) and 6 
were savings/refund schemes (all of which 
breached the Code). 

The type of products making up the 
1,023 promotions examined were: 

TYPE OF PRODUCT 
Household 
Products = 82 

Prize promotion/ 
competition = 226 

Toiletries = 102 Free offer = 427 
Tinned i 
Packaged Food = 302 

Premium 
offer 193 

Cereals & 
Bread = 81 

Savings/refund 
scheme 148 

Dairy Produce = 48 Others 29 
Frozen Foods = 15 1023 
Soft Drinks = 29 
Alcohol = 46 
Cigarettes & 
Tobacco = 6 
Infant & Medical = 23 
Leaflet, etc. = 289 

1023 

To gather examples of all these 
promotions our sales promotions 
shopping team visited a wide range of 
stores; 97 visits were made, on a monthly 
basis, to various locations in the following 
regions: 
Scotland, Tyne Tees, London, Yorkshire, 
North West, Midlands, East Anglia, South 
West, West, Wales and South East. 

British Airways 
THE WORLD'S FAVOURITE AIRLINE 

. . . . ftKSP fUvrMlMClLb, |'p U « i to COMfUtWTo Tr*t 

ftp</itTlJi|4ff STWPftttef ftUTHolUTV 

Colin Whittock's comment on the announcement of 
British Airways redundancies appeared in the 
Birmingham Evening Mail. 
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