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The Advertising Standards Authority is an independent body, with an independent
Chairmanand Council. Itis 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 such claims in an acceptable manner. The

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 10 explain why such a proposal
would be unacceptable to the ASA. The
Code(1.4) explicitly excludes from itsambit
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

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 ascerrainable fact,
Such substantiation is required to be pre-
sented to the Authority upon demand. In
many advertisements concerned wirh
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 adjudh-
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 1o
influence people to adopt a belief or point
of view and which are by definition in-
capable of substantiation. The very notions
oftruthor factualaccuracy 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
severe restraints. Even if it is impracticable
todeal similacly 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 1o 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 procédures.
Council has clarified the principles upon
which its work is undertaken. When called



upon to take a'view about advertisements
which set oul 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 isarisk of significant harm arisingas a
result of an advertisement. Such harm
might take the form of a threat to the [egiti-
mate interests of another; the exploitation
of the wvulnerable; 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
altecation 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, I shall deal
further with the subject in my Annual
Report next year.

MONITORING

The census of publications to which 1
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-
tionincludedall 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 Pracrice.
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 costinstafftime. Second, itsetsafirm
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
Reportinwhich 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




some hesitation, the CAP Comumittec
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 1 drew
attention to the errors which canarise 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,
andlindicated that the development of our
monitoring programme would soon re-
quire a decisionas to how its findings might
best be published. The time for that
decision isapproachingand it is likely to be
taken in time to be reported in my next
Report.

The Case Reportsbeganin 1973 asno
more than a few pages of typescript. When
the first editorial appeared five vears 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. 1
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 o 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 ofarguments that the BCAP should
be changed. In a recent pamphlet, Images
of Inequality: The Portraydal 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 Lords during the reception o celebrate the 215t birthday of the ASA.

Left wrightback 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, and publishedin
the monthly Case Reports.

[tis, however, no part of the function
of the Authority, as we explained in Herself
Appraised, 1o use the enforcement of the
Code as 4 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
commitiee with the object of upholding
the Code in respect of advertisements for
video films, The CAP Committee wrote to
all its members and [ 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.

TWENTY-FIRST BIRTHDAY

The first Council meeting of the Auth-
ority in September 1962 was celebrated
after the rwenty-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 meetragainand joinin 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.
Everyoneenjoyed themselves so much that
it has been decided o make such an
occasiona 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
Commirtee, 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.

Atthe 21stbircheay reception
in the House of Lords, the
fourchairmen 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.



[tis my pleasure once again Lo eXpress
the gratitude of the Authority to all those
periodicals and newspapers which have
donated so much space that ouradvertising
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 Commissionandisaleading
commentator on the status and social
situation of women. Weare grateful thatshe
is willing to find time from her many other
activities to strengthen the Council with
her advice, i

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 vear by year that greater
burdens fallupon the staff. These have been
carried without any increase in numbers
and undoubtedly represent a considerable
improvementin 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
detailand 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.

Abwopr
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CAP YEAR
CODE OF ADVERTISING when it believes that malicious or peuy
PRACTICE COMMITTEE complaints have been brought.

CHAIRMAN’S REPORT

When 1 first became involved with
the work of the CAP Committee some two
yearsago, Iheld the general belicfthatinthe
complexand fast moving world ofadvertis-
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
hasstrengthened thatconvictionand 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. lt is for this reason, [ believe,
that it has now for many years enjoyed the
committed support of the vast majority of
both advertisers and publishers. If | have a
concern it is that, despite an energetic
campaign of education and public
relations, the principles and processes of
selfregulationare 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
instancesundue publicity has been given to
the fact that a complaint has been lodged,
and a2 small number of complaints have
clearly been made solely with a view 1o
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
Secrerariat'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

During the vear we welcomed into
membership of CAP the Association of Free
Newspapers, whose Annual Conference |
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 rthe 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.
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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 butl
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 Parliamenwry  Under
Secretry for Corporate and
Consumer Affairs, Mr
Alexander  Fletcher . MP,
visired ASA in November and
saw the work of the various
departments before meeting
senior secrcuariat members.
In the sales promution office
he is with (left wo right) Peter
Thomson, Lord MeGregor
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. Clive 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. (Areview of Appendix Ewillbe
undertaken in 1984.)

e — '-\.""-, -

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.

[

this product

Fr'?t.f';':
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 Ffuture
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 berween 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
ofthe 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
Codeincertain areas; and the review by the
office of Fair Trading of the mail order
protectionschemes 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 Producits. The review of legislation
related to the Advertising of Medicines 1o
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 onmatters relatedtothe Code
was appreciated. Discussions also took
place with the British Medical Association
with particular reference toadvertisements
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. E R. Jephson. A com-
prehensive review of the British Code of
Sales Promotion Practice, hegun 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 ofbasic principlesandadviceon
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 Secrctariat
with the day to day application of the Code
and also, on behalf of the ASA, continued
the dury of overseeing the sales promotion
moenitoring programme. This programme
led members of staff o visit 97 locations
through the country. 1,961 items were
purchased which represented 1,023
individual promotions examined, with 191
cnquiries 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
atthe 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 Commirttee
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
systemandespecially itsmultiple 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 priorto finalapproval.
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National Press Campaign
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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 which provides
amodicum of paid-for space; therest—and
particularly all the many small space
advertisements whiech 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 widerunderstanding of the work of the
ASAandtodemonstrate the effectiveness of
the self-regulatory system.

MAIN CAMPAIGN

As in previous years, the rtarget
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
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questions, “Do advertisements sometimes
distortthe truth?”, “Do some advertisers go
too fartoattract your attention?”, "Dosome
advertisements give vou too many factsand
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 vou know how™
offered a free leaflet on “Do'sand 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 o 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 itunder-pinned the success of
the self-regulatory system.

EFFECTIVENESS

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

WE WERE
CONNED,
PercivaL

TRAMPS

by laln Reld

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 "Inthis 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
Cedricand Percivalin the Sunday Express cartoon by
lain Reid and Fiddy.

l

1 CUPPOGE WE COULD COMPLAIN
Eme; ADVERTISING STANPARDS

AUTHORITY !/
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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: (6,143

e A — - A S — L | = e ﬁ

1982: 7,690

R O o T O R A e R S S e T R e

1983: 7,548 N

il Rl . A, A et . — e armma it sl P P

Key: SUMMARY OF COMPLAINTS RECEIVED: |

— JANUARY-DECEMBER 1983

Complaint about broadcast NOT FURSUED PURSUED

advertisements not covered . . Al M!D NP MO Al MD . {P} !

by BCAP; passed to IBA. MONTH TOTAL | TV OR NJ (NP) (NP) TOTAL [DELAY COPY (P) (P) TOTAL

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

Oukie remi, €5, com: FEBRUARY | 657 | 28 | 73 | 132 | 93 | 73 | 399 | s3 | 114 | 62 | 29 | 258

plaint not about content of A . - .

advertisement, but about MARCH 731 32 91 133 127 67 450 52 119 80 30 2B1

I:Sh:viour of adverdsers. APRIL 546 | 22 75 133 74 59 363 18 a1 31 33 183

;io case to investigate; no MAY 577 | 33 54 129 84 55 355 a1 88 81 22 222

aCPI:jarf-‘“t breach of the JUNE 507 | 18 | 70 | 156 | 98 | 41 [383 | 35 | 94 | 60 | 25 | 214

ode. e ——

MO joLy 518 | 26 62 110 S8 | 69 | 325 | 30 B4 | 33 46 193

Mail Order. AUGUST 616 | 15 | 83 | 160 | 69 | 55 | 382 | 38 94 | 73 | 29 | 234

AI(NP/P) 3 7 3 5

Aineady Snvisccimeed. oot SEPTEMBER | 546 | 22 72 | 120 66 | 61 | 341 | 43 B3 | 50 29 | 208

pursued/pursued.) OCTOBER 711 | 34 81 163 88 89 455 35 130 45 46 256

MD(NE/P) NOVEMBER | 762 | 40 | 75 | 148 | 107 | 95 [ 465 | 54 | 134 | &1 | 48 | 297

More dezails required. (Not

pursued/pursued.) DECEMBER 705 22 83 127 65 90 g7 68 125 82 43 318
TOTAL 7548 330 873 1624 |1002 |B0OB |4637 349 |1248 | 699 415 (2911




COMPLAINT INVESTIGATIONS

Case Reports 95-100 dealt with 2,072
cases (599 mail order delays; 1,473 copy
investigations).

Of the 1,473 copy investigations,
1,045 (70%) related 10 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
enquirics 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 CR9%G — 106
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
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An article on politcal
advertising in ‘Ideal Home
prompted this cartoon by
Bryan McAllister.
Reproduced by kind
permission of Ideal Home
magazine,

ANALYSIS BY
PRODUCT GROUPS

ANALYSIS BY CODE
PROVISION CONTRAVENED

The range of products which figured
in complaint investigations in 1983
remained as extensive as ever — from
antiques to videos, and baby products to
hearing aids. As in previous years, however,
the sector which gave rise to most
complaints was car and motor accessory
advertising. Travel and holiday advertise-
ments accounted for the next highest
number of complaints, but were closely
followed by financial and — for the first
time — computer advertisements; 2
development which we viewed with some
concern.

Of complaints which were upheld
(whether wholly or in part) the chief
sections of the Code involved were:
I1.4.2. (misleading advertising): 350
[1.4.1. (claims not substantiated): 168
11.4.3. (prices not as advertised): 77
[11.3. (advertised goods not available): 54

Section IL1lI (unfair comparisons)
accounted for 22 upheld complaints and
Section I1.5 (unjustifiable appeal to fear)
resulted in a further 18, In all, 49 different
provisions of the Code were contravened.,

Complaints upheld under the British
Code of Sales Promotion Practice totalled
72 (98 complaints investigated under this
Code),




EXTERNAL RELATIONS

PRESENTATIONS AND VISITS

Wider range of audiences

An increase in the number of
presentations on the work of the Authority
in 1983 was largely the result of an increase
in the number of invitations received from
a wide range of organisations during the
yedr. January saw our first presentation at
the BDMA Insurance Forum. This was
followed in February by an evening with
the Essex branch of the Institute of
Marketing at Chelmsford and later with the
Middlesex and Herts Life and Pensions
Society. Moor Hall, Cookham was the
venue in April for an evening with 33
branch chairmen of the Institute of Market-
ing and other IM guests. ASA speakers
addressed the Centenary Congress of the
Co-operative Women’s Guild at Worthing
and the North London Federation of
Townswomen's Guilds. The Annual Con-
ference ofthe Institute of Trading Standards
Administration Conference was addressed
by both the Chairman and the Director
General. At the Conference of the Associa-
tion of Free Newspapers, Colin Sandford,
Chairman of CAP, gave the keynote speech.,

Other seminars, conferences, meet-

ings and discussions attended and

addressed by members of the Council and
staff included:

January

Manchester Polviechnic, Business Studies Lecture

Glasgow Herald Centenary

February

Barclaycard Sales Conference

March

Women's National Commission

Cosmetic, Toiletry and Perfumery Association
Scienrific Seminar

IPA Information on Advertising Seminar

ISBA Press Advertising Committee

April

Direct Mail Services Sundards Board

May

FIPP (International Federation of the Periodical
Press) Conference, Brussels

BDMA Workshop, London

ADEX SOUTH-WEST, Bristol

AlG Seminar, Stratford-upon-Avon (Advertising
Information Group)

June

Newspaper Socicty Advertising Conference,
Brighton

Publicity Association of Northern Ireland

Scottish Daily Newspaper Society

July

Advertising Association Seminar, Peterhouse

September

Society of Public Law Teachers, Brunel University

UNESCO Conference, Talloires

October

International VIDCOM Conference, Cannes

UNESCO post-Talloires Conference, Paris

Schweizerische Kommission zur Uberwachung der
Lauterkeit in der Werbung, Zurich

Council of Europe, Strashourg

November

National Federation of Women's Institutes

Enid Cassin rtalking with
RKevin - O'Doherty,  Chief
Executive and Secretary of
The Adverusing Standards
Authority for Ireland, when
ASAL  executives  visited
Brook House in May.
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National Council of Women

UNESCO General Conference (Communications),
Paris

ZERP Workshop on non-legal means of consumer
protection, Bremen University

British Sign Association annual meeting

History of Advertising Trust reception

144 Seminar on Public Service Advertising, Brussels

December

European Food Law Association Seminar

Federation Internationale des Editeurs de Journaux,
Golden Pen of Freedom award

Advertising self-regularion seminar, Asian Mass
Communications Centre, Singapore

Schools, colleges, advertising agen-
cies and consumer groups have been
visited in the lecture programme. The
majority of the 35 lectures were given by
Diana Bird and Nicholas de Bois, and a
feature on schools lectures appears in this
report.

FILMS

On June 16th, our new film “Two Too
Many", which won the bronze prize in the
Information Films Section of the 1983
Berlin  International Consumer Film
Festival, was premiered at the Classic
Cinema, Tottenham Court Road, in the
presence of Lord McGregor, ASA Council
members and an invited audience. By the
end of the year it had received 55 cinema
bookings on the commercial circuit, Free
loan distribution through the Viscom film
library had already started in the spring;
such a high level of bookings was achieved
that additional copies on film and video
had to be added to stock three times during
the year. Requests for copies of the film
have been received from France, Singapore,
Australia, Hong Kong, Canada and South
Africa.

The success of the film has
encouraged the Authority to commission a
third film which will describe how the
Code of Advertising Practice Committee
works and how it serves the advertising
business. In addition to “Two Too Many”)
our first film “A Question of Standards”
remained on library loan. Bookings of the
two films in film and video formats
numbered 746 in the year, with anaudience
of 50,178,

CAM LECTURES

The first update to the lecture kits
delivered, in 1981/82, tw those colleges
offering CAM (Communications,
Advertising and Marketing Foundation)
courses was distributed. A video cassette of
“Two Too Many’ and a set of notes and




Lord McGregor hosted
a reception for the com-
mercial premiére of "Two
Too Many” at the Classic
Cinema, Tottenham Court
Road, London, W1, in June.
Enjovingajokeabourthe film
are stars Roy Kinnear and
Chris Driscoll with Lord
MeGregor.

fLeft) Daniel John, who plays
Jimmy Brown in “Two Too
Many" with Peter Thomson
at the commercial premiére
when Daniel was given a
video copy of the film as a
SOUVENIT.

(Right) The bronze prize in
the Information Films
Section of the 1983% Berlin
International Consumer Film
Festival was won by the ASA
film “Two Too Many". Lord
McGregor has had it framed
and hung on the boardroom
wall at Brook House,
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When the ASA radio
tape was being recorded,
interviews were held in town
centre strects. Diana  Bird,
with Ted Hooker of Silk
Stream Productions, alkstoa
passer-by in London,

Lord Drumalbyn, PC,
KBE, who served two terms
as Chairman of the ASA,
cuttingthe 2ist birthday cake,
warched by Lord McGregor.

In April the Institute
of Marketing and the Auth-
ority organised a joint pre-
sentation at the Institute's
headqguarters, Moor  Hall,
Cookham. 150 guests at
tended and were addressed
by Lord McGregor, Peter
Thomson and David
Williamson, Pictured in the
lounge at Moor Hall are left to
right; Tony Bushell, Instirute
of Marketing Director of
Membership  Services; lan
Cook, Sales Director, Syme
Media Enterprises Lid., Hong
Kong; and Lord McGregor.

slides showing how the Code works in
practice went to each college. Those
colleges offering CAM courses for the first
time received the original kit and the up-
dated material. On November 19th the
Authority gave a reception for the Associa-
tion of CAM Teachers; this was addressed
by the Chairman and the Director General.

Three new slide presentations for
more general audiences were produced
during the year. One highlights the main
points of the British Code of Sales
Promotion Practice; the second gives a
guided tour of the structure of the self-
regulatory system and is aimed principally
at the advertising business. The third
presentation  is  designed for general
consumer audiences and will be

RADIO TAPES

To meet requests from local radio
stations for information on the Authoritv’s
work, two radio tapes were produced and
circulated. These have been used inover 30
broadcasts and will be updated for re-issue
during next year.

PRESS COVERAGE

Comment on the research study
“Herself Appraised” continued in 1983.
The other activities of the Authority were
reported on 1,138 occasions during the
year. There were 33 television or radio
interviews with Council members and ASA
staff and 20 programmes contained
reference 1o the work of the Authority or
the self regulatory system.



SCHOOLS AND COLLEGES

In recent years the ASA has devoted
much time to visiting schools and colleges
in order to explain the work of the
Authority and the safeguards provided by
the self-regulatory system. This is in
response to many enquiries from both
pupils and teachers about the work of the
Authority,

Invitations have come from a wide
spectrum of schools: from Colindale
Secondary Modern o Ewon College. At
most venues we have spoken to senior
(Sixth Form) pupils in the framework of
General Studies or Business courses.

Each talk includes a brief description
of how the self-regulatory system
originated and how it evolved into the
present day organisation, followed by a
longer review of the distinct functions of
ASAandthe CAP Committee plus an outline
of the role of monitoring, copy clearance
and, of course, the complaints procedure.

LIMITED KNOWLEDGE OF
ADVERTISING CONTROLS

Pupils we have addressed are keenly
interested in the subject of advertising, but
while they display a fair degree of
knowledge about how the industry works,
their knowledge of controls is generally
limited to the more obvious legal
regulations.

Itis our aim to fill this gap but we find
that the concept of self-regulation through
a code of practice is often greeted
cautiously by students. It therefore forms
the basis for considerable discussion. "Are
we  restricting  the  creativity  of
advertisers?”’; "Do we really have any
effective  sanctions?’’; we  generally
measure our success by the extent to which
our answers 1o such questions satisfy our
audience.

CASE HISTORIES

Ouraudio-visual equipment isa great
help. Attempts to explain the Code
paragraph by paragraph would be tedious,
but audio-visual presentation gives us the
chance toillustrate points via case histories.
Students are thus able to see how we apply
the Code in given instances and why. It is
encouraging that in most cases they agree
with the case conclusions.

As a rule we do not travel much

beyond a 100 mile radius of London. But
schools from further afield often visit us.
We generallv conduct these meetingsinthe
Board Room where we can accompany
lectures with slides and complete the visit
withashowing ofthe film “Two Too Many™
which is always well received.

LITERATURE SUPPLIED

Everyone we talk to, whetherathome
or away, is provided with a supply of
literature which summarises the salient
points that have been discussed and which
includes copies of the abridged British
Code of Advertising Practice, Teachers
write to us afterwards to tell us that these
publications form the basis of many class
discussions and projects about advertising.

More and more schools and colleges
are becoming aware ofa need for consumer
education and we are pleased to be able to
take an active part in answering this need.
Qur talks are gratifvingly well attended:
whether this is simply because they come
as welcome relief from the regular fixtures
onthe curriculum ornot, is not forus to say!
However, students appear (o enjoy
themselves thoroughly and we trust they
feel they have learned something useful.

WALL CHART FOR
8-11 YEAR OLDS

Looking ahead, a wall chart will be
distributed to schools throughout the
country in 1984. Itis aimed at 8-11 year olds
and explains in comic strip form the
process of complaining about an
advertisement. The story line is adapred
from our latest film “Two Too Many"”. In
addition to this new feature in our
education programme, we intend during
1984 to maintain our contact with schools
and colleges through more talks and by
replving to the regular stream of written
enquiries that we receive daily.
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PUBLICATIONS

The following publications are
available from the Authority.

They can be obtained by sending a
cheque, postal order or stamps of the
appropriate value to:

The Advertising Standards Authority Lrd.
Brook House
2-16 Torrington Place

1&*{‘\;" London WCI1E 7HN
A B Cheques should be made payable to
The Advertising Standards Authority, and
crossed. For free publications please send a
self-addressed, stamped envelope.

Collected | Posted
British Code of Advertising Practice
(Gth edition) 1.50 | .80
British Code of Sales Promotion
Practice (3rd edition) 0.40 | 0.60
Annual Report 2.25 12,50
Children and Advertisements: A
Research Study 35.00°
Herself Appraised: A Research Study | 75.00°
The Advertising Standards
Authority: What It Does and How 1t
Works | Free
Starring The Do's and Don'ts of Complaining | Free
R . It's Easy 1o Complain about
Oy lnnear Advertisements: But Which Ones? Free
The Code and Children Free
A 16m m fil _ 3 The Code and Slimming Free
| iced £~
Standa S Ali::? p}—.“ldmtd tor thc Ad\"t‘l‘tjs]' ng The Code and Alcohol Free
A 1[._'1[ ity l_‘-}-' \ITISCE'}I]] Pnjdll':ti()n IE d Case Reports (published monthly) Free
vailable on Free Loan L * plus postage
FILMS

Two 16mm colour films, also
available on VHS, Betamax and U-matic
video cassettes, are available on free loan.
They are "A Question of Standards’ which
describes the work of the ASA and “T

I'wo
Too Many', a light-hearted look at two
Tk Doigo | N E advertisement complaints involving one
family.
Applications for these films and
cassettes should be made direct to:
Viscom Audio Visual Library
Unit B11

It’S easyto I | ]e dds d Park Hall Road Trading Estate
s an London SE21 8EL
cOmp . y
- 1am[. about donytg of

ements. . 8y
Butwhichoney COMPlaining,



MONITORING

During 1983 the ASA's monitoring
department followed the programme
established in 1980 and outlined in detail in
the 1981 Annual Report. The following
pattern applies:

—

MONITORING PATTERN

NATIONAL DAILY NEWSPAPERS

— scanned at least twice per week on varving days,

NATIONAL SUNDAY NEWSPAPERS

— ar least every alternate week.

SUNDAY COLOUR MAGAZINES

— ¢ach wecek.

REGIONAL DAILY & WEEKLY PRESS

— approximately 6-8 titles x 4 issues per month,

MAGAZINES

— all women's and general interest magazines with
high circulation and a random selection of other
publications available,

PRODUCT CATEGORIES

Additionally, the department obtains
through a press cutting agency all
published advertisements in specified
product categories. These are chosen on
the basis of areas of advertising causing
general concern, or problems which
become apparent during the course of
routine monitoring. For example, each
Spring, advertisements for slimming
products  proliferate; in 1983  the
monitoring department examined 358
advertisernents, of which 15 required
detailed investigation. Another category of
advertising  where  problems  arise
intermittently is photo-processing; during
summer 1983, 501 advertisements were
examined for possible breaches of British
Code of Advertising Practice F3.1 (‘Mail
orderadvertisementsshould clearly statein
the body ofthe advertisement and not only
inacoupon, if one is included, a full postal
address at which the advertiser can be
contacted during normal business hours’)
and BCAP E5.1 (All mail order advertise-
ments should indicate the period within
which the advertiser undertakes to fulfil
orders. Except in the circumstances noted
in the following sections of this paragraph,
the period should not be greater than
28 days’) of the Code. As a result of this
exercise 26 apparent breaches were taken
up with the advertisers concerned.

NUMBER OF CASES PURSUED

The total number of investigations
pursued in 1983 was 237. The following
table shows the source of these:

_ DAILY NEWSPAPERS 3G (TOTAL NO. OF COPIES SCANNED  830)
SUNDAYS 34 (TOTAL NO. OF COPIES SCANNED 322)
SUNDAY SUPPLEMENTS 11 (TOTAL NO, OF COPIES SCANNED 300)
MAGAZINES 112 (TOTAL NO. OF COPIES SCANNED  1101)
REGIONALS 36 (TOTAL NO. OF COPIES SCANNED 164)
LEAFLETS/CATALOGUES 8

TOTAL 237 (TOTAL 2717)
The cases pursued related to the

following categories and Code sections:

SUBSTANTIATION (11.4.1.) 88

POTENTIALLY MISLEADING (11.4.2) 29

MAIL ORDER (APPENDIX F) 30

HEALTH/TREATMENTADVICE

{IV.8, APPENDIX D) 39

SLIMMING (APPENDIX C) 23

BUSINESS OPPORTUNITIES

(APPENDIX A.5.1/2) 7

TESTIMONIALS (11.4.7) 4

INVESTMENT (APPENDIX E) 16

LIMITED EDITIONS
{APPENDIX A.9.4)

HAIR & SCALP (APPENDIX G)
SAFETY (I1.9)

VITAMINS (APPENDIX K)
SUPERSTITION (11.6)
TASTE & DECENCY (I1.2)
(N.B. Some advertisements fall into more than one
category. )

— e U =] 20 N

In cases where substantiation was re-
quested, 34 advertisers (39%) were able to
satisfy the Authority that the requirements
of the Code had been met. 184 (77%)
agreed either to amend or withdraw the
advertising material in question. The
remaining 19 (8%) were drawn to the
attention of CAP media members.

Comparing the 1983 figures with
those of the previous year, a similar pattern
emerges. There has, however, been an
increase (of 11%) in the total number of
publicationsscannedandarise of 8% inthe
number of investigations undertaken.

Itis worthy of note that the number of
investigations that arose from advertise-
ments monitored in national daily news-
papers rose in 1983 from 16 to 36 whilst
those that arose from local/regional press
nearly halved from 70 to 36. The following
table shows the difference:

No. of Publications Monitored

No. of Cases Initiated

1982 1983 1982 1983

DAILY NEWSPAPERS 808 530 16 3G
SUNDAYS 269 322 29 34
SUNDAY SUPPLEMENTS 245 300 10 il
MAGAZINES 018 1101 90 12
REGIONAL/LOCAL NEWSPAPERS 192 164 70 36
LEAFLETS/CATALOGUES = — 3 B

It is envisaged that certain changes
will be made 1o the monitoring programme
in 1984 when we have received a report
which is currently being prepared by a
statistician appointed by the Authority. A
sample census comprising some 250
publications has already been taken from
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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 2% vyears of
operation some interesting work has been
carried out, and twpics have been
investigated which would be unlikely to
have arisen as a result of the Authoritv's
casework or monitoring based on areas of
operations that are known (0 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 Keview 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 11.4.1 of the Code.

The results of these investigations
break down as follows:

Claims subsuantiated G8% (43 cases)
Claims not subsmantiated 10.5% (7 cases)
Failure of advertiser to respond

o enquiry 12.5% (B cases)
Cases not yet concluded B% (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% t0 12.5% . However,
the percentage of advertisers who were
unable to substantiate fully their claims in
accordance with the Code's requirements
appears [0 have remained constant at
around 10%. It is worth noting that the
majority of these advertisers agreed to
amend or withdraw theiradvertisements 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 ofthese. 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 Prize promation/

! Products = B2 competition = 226
Toiletries = 102 Free offer = 427
Tinned & Premium
Packaged Food = 302 offer = 193
Cercais & Savings/refund
Bread = Bl scheme = 148
Dairy Produce = 48 Others = 29
FrozenFoods = 15 1023

| Soft Drinks = 29
Alcohol = 40
Cigarettes &

Tabacco = 06
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, Wesr, Wales and South East.

British Airways |

THE WORLDS FAVOL]RITE AIRLIHE

. ARP FULTRELMCRE, I'P LIE To ComPuaml To Tre

APVELTIONG STRBABPT AuTHO&ATY ool
Colin Whittock's comment on the announcement of
British Airways redundancies appeared in the
Birmingham Evening Mail.



FINANCIAL REPORT

FINANCIAL REPORT

The Advertising Standards Authoritz Ltg.
Exgenditure Account for the YEar endeq
Jlgt Denember 1983

1583
£
Expenditure :
Ealaries and stppp Costg 519,135
Rent and accommcdatiou Costs 133,847
Travel, subsistenca and entertaining 31,6385
Cansultancy and professional Teeg 82,974
Ounei] honarar‘a and ©Xpenseg 9,278
€Drecigt 8,540
TﬂlﬂphOﬂe,pOStagE,pPinting.statiﬂnery,
furniey 2 ang Othep Eenerg) “XDenseg 103, 333
EBE,?BE
Advertising and Promotigy 3?{.593

Excesg of income Ovey expendituru
for the Year

179, 492
154,719
33,264
38,064
8,108
7,224
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SECRETARIAT

DIRECTOR-GENERAL
Peter Thomson

DEPUTY DIRECTOR-GENERAL
Enid Cassin

DEPUTY DIRECTORS
Michael Swale
Gwenan Williams
David Williamson

CENTRAL SERVICES
[ris Billis
Angus Chalmers
Denis Cross
Ronald Dewar
Elise Drew
Ann George
Julie McGovern
Frances Morgan
Julie Richardson
Amelia White

ASA PUBLIC COMPLAINTS
Sarah Brand
Deborah Buller
Michele Carter
Paul Cecil
Jean Cole
Jess Edwards
Rosemary Hastings
Kate Newman
Linda Niksa
Carlene Pringle
Linda Wheeler

CAP
Matti Alderson
Michael Cowie
Pauline Jonas
Lois Lewis
Sandra Lovegrove
Sarah Neden
Anne Rimmer
Iris Stevens
Rozemarijn van Mesdag
Olivia Warner
Susan Wood

MONITORING
Judy Floyd
Teresa Krajewska

EXTERNAL RELATIONS
Diana Bird
Nicholas de Bois
Rosemary Goodchild

TEMPORARY STUDENT ATTACHMENT
Lynne Kaufman
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