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In 1998, ASA surveys showed standards of Code compliance
at 98% for posters and 97% for press advertising
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2 Advertising Standards Authority Chairman's intraduction

Chairman’s introduction

Rt Hon Lord Rodgers of Quarry Bank

|n any business or enterprise the challenge

15 1o keap ahead of the field. The ASA is not
in the same sense competitive. But the success
of self-regulation in advertising requires

a continuous process of self-scrutiny, As the
economic, social, cultural and political context
changes, the ASA must examine its own roke
and refine its task

This year we have been faced with new
legislation on human rights - on which we
held an important seminar — competition
policy and data protectan, all of which have
implications for aur work,

We have been aware of the approach of
legistation on freedom of information for
which we are prepanng. As for our regular
contacts with the Office of Fair Trading, these

are an agenda item at every Council meeting.

Also on the agenda this year has been

a new structure for setf-regulation itself,
not a radical change but an important step
in incremental evalution. The distinction
between the Advertising Standards Authority
as the body responsible for ensuring that
self-regulation works in the public interest
and the Committee of Advertising Practice,
the representative Torum of the ndustry
that writes and enfarces the Codes, has
been redefined,

Change is akso apparent in the complaints that
Council considers. In my introduction 1o last
year's Annual Report, | referred 1o the effects
on advertising (and the volume of complaints)
of fierce competition for savings in the



financial services sector. This year Council has
been particularly aware of the competition,
in this case for hearts and minds, betwean
campaigning arganisations, often about the
treatment of animals. The advertisers are
professional and well-funded but the
complainants are their match in the strength
of their convictions and the advocacy

af their cause,

It is sometimes suggested that the Authority
should take a softer approach on occasions
when advertising by charnities appears to fall
foul of the Codes, | do not belisve it can,
Advertisers and complainants deserve the
same fair treatment whatever their message.
All advertisers should have ewdence to prove
claims that are capable of objective
substantiation, And when in doubt, there

i5 nothing easier than consulting CAP

Copy advice,

Subjective issues, for example, in the area
of taste and decency, do nol always lend

themselves in the same way to substantiation.

Here our independent research 15 helpful,
Amongst other things, it enables us to see
whether any words commaonly regarded
as offensive language (swear words) are
acceptable in an advertsement

A further test in-areas of obwious subjectity
lies in the response of those who attend our
annual Consumer Conferences — Manchester,
Bath, Doncaster and this year Cardiff. At
Cardiff we asked those present - community
leaders in thesr personal capacity from
throughaut Wales — what they thought about
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advertisements on which the Authority had
prenounced. Almost without exception, ther
verdicts corresponded with those of Council

| believe that the evidence of our research and
the experience of our Consumer Conferences,
1aken logether, shows that Coundl is seldom
wide of the mark in its adjudications, difficult
though many of these prove to be.

hembers of Council are now appointed,

as a result of public advertising, for a
maximum of six years. Shela Hewitt

retired at the end of her term and Pauline
Thomas joined the Counal, The balance
remmains of eight so-called ‘independent’

ar fay members and four from within the
industry, although they too are independent
and not delegates. All members are appointed
by the Chairman,

Far the smooth running of the Authority

at @ time of change, | am particularly grateful
o the Director General, Matt Alderson, 1o the
Directors and to all the staff which comprise
the Secretariat. The investigation of complaints
is & difficult task. given the sensitvity of both
advertisers and complainants, It requires
persistence, precision and courtesy. | continue
o be impressed Dy the competence wath
which this is done and the few complaints

we recerve about the management of our

part of the process of self-regulation,

firian Nicholson, the Cha:rman of ASBOF
which funds the Authonty, was ultimately
the drchitect of the changes :n self-requlation
that cccurred dunng the year, As always

he scrupulously maintained his arms-length

relationship with the ASa while bemg
available at all times for advice and support,
We were sorry 1o see the departure of John
Robinson, ASBOFS understanding Secretary
for many years, but welcome Philip Francs
as his successor,

Wthlm f:?c%ﬁf' |



4 Advertising Standards Authonty 1998 Review

1998 Review

INTRODUCTION

Overall standards in 1998 remain high with

a survey of press and poster advertising
revealing levels of compliance with the British
Codes of Advertising and Sales Promotion of
97% and 98% respectively. The proliferation
of non-broadcast media and the range of
products and services advertised each year
ralse a diversity of issues for the ASA, the
industry and consumers, Some of the areas
covered in 1998 are highlighted in this review,
They halp to demonstrate the ASAS work

in administering the self-regulatory system
for the UK advertising industry that gensrates
some 30 million press advertisements,
100,000 posters and just under 4 billion
mailings each year,

Complaints that this poster
offended by making light of
eating disorders were upheld

WEIGHT LOSS AND SLIMMING

[n an image-conscious age the search for
the means 1o a perfect body is big business
However, consumers now regularly guestion
extravagant claims for health and beauty
products generally and advertisements

in this sector accounted for 1,284 complaints
in 1998: nearly 10% of the total received
196 complaints related to waight loss

and slimming claims and 50 of the 59
advertisements reguining investigation were
found to break the Codes” slimming rules
A further 9 cases await ASA rulings.

“I lost all of
this without

) — .
-

Safe weight loss

The Codes make clear that amounts of
weight loss must be compatible with good
medical practice and during the year, in ling
with advice from the Department of Health,
the ASA revised the acceptable limit for
weight loss claims in advertisements from
3lbs a week 1o 20bs a week.

Not to be taken lightly

1598 saw much public debate about weight-
refated matters in general and the ASA
recelved complaints about advertisements
that raised sensitive ssues such as anorexs
and ovenseight children. In dealing with

such issues, the ASA takes care 1o judge only
whether an advertisement 15 [kely to misiead
or cause senous of widespread offence, The
Codes are not tools for social engineering and
in applying the rules the A54 aims to reflect
rather than change prevailing professional and
public opinion about diet and body size

Misleading claims for

H dietary supplements

E in this advertisement
. attracted ASA criticism
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In line with good medical practice the safe limits for weight loss
were reduced to 2lbs a week in 1998
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DIRECT MARKETING

Compared to the 3.9 billion direct mailings
distributed during the year relatively few
complaints were made 1o the ASA; 1,923
in 1993. The complaints related to the
content of 1,177 mailings of which 186
required Investigation. 120 of these were
found to break the Codes and a further
37 cases await ASA rulings.

Enticing envelopes

The creative ideas used 1o persuade
consumers to open mailing envelopes led
some direct marketers into trouble dunng
the year. The ASA upheld complaints against
envelopes that gave a misleading impression
of the contents with claims like “Important
documents inside’. However, envelapes that
were printed to look hand written were felt
to be acceptable as long as they did not
exacgerate the importance of the contents

[ ]
et e LR TS
SELECEEON fal Wnaidn

OFFICIAL CONFIRMATT

ksl e
Anpase

LAy Bazwt

D ]

ERPARTLETY CrE TR A
BELARTER G Bulsh

Taw

- - -
FREL A e T sl B i
EEE

ang were Iikely to be seen by consumers

as direct marketing material rather than
private correspondence. Plans to draw up &
CAP Help Mote an mailing envelopes should
provide helpful guidance in this area in 1999

DOVERSEAS MAILINGS

Some 10% of direct mail complaints in 1998
related to mailings for overseas prize draws
and latteries, Those responding to such offers
found it difficult or impaossible to reclaim their
maney when they realised that they had bean
misled. The ASA works closely with the UK
industry and liaises with overseas authorities
to 1y to resolve such complaints but the best
protection for consumers is 1o treal such
mailings with suspicion,
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Prize draw mailings such as this

caused problems for consumers
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1,923 complaints were made about direct mailings in 1998. 120 were found
to break the Codes; a small proportion of the 3.9 million mailings distributed
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ANIMALS IN ADVERTISEMENTS
Historically the portrayal of women has
provoked the strongest reactions of offence
about advertisements. But in 1998 it was the
British public’s love of animals that generated
mass complaints. In total, B60 complaints
were received about 64 advertisernents and
1 poster alone attracted 589 complaints

of offence. 2 advertisernents were withdrawn
but 3 others were not felt to break the
Codes even though 2 of them attracted
more objections than the combined total

of 510 received in the previous year's

top ten complaints, (See top ten complaints
booklet and page 19).

It is not the quantity of complaints that
determines whether or not an advertisernent
breaks the Codes. The ASA takes account of
the context and the choice of media, as well
as the complainants’ views, in deciding
whether an advertiserment is likely to cause
serious or widespread offence. Animals have
been featured in advertisernents since the

ALETTER
TO MEMBERS OF PARLIAMENT
- FROMTHE COUNTRYSIDE

guﬂ

Cmﬂ-fl'!'*"'l"+ Allls

ASA'S records began 37 years ago but their
appearance alone, or humorous references
to animals, do not amount to a breach of

the Codes.

While the ASA did not agree with all those
who objected about the portrayal of animals
in 1998, advertisers should take note of the
weight of feeling that can be stirred up by the
use or misuse of animals in advertisements.

CAMPAIGNING COMPLAINTS

The ASA's impartiality and independence

is especially important when assessing
complaints about advertisements by groups
campaigning cn opposing sides of the same
controversial debate.

The Countryside Rally in July 1998, and the
subsequent Parliamentary debates about
hunting, sparked passionate protests against
advertisements by the pro-hunting lobby.
These were swiftly followed by equally

passionate complaints against advertisements

“IBDI:

QFJJ 51'

asm

J||

by anti-hunting campaigners. While the

A5A realises that both the advertisers and
complainants are dedicated to their respective
causes, it has to remain impartial in assessing
evidence for challenged claims put forward
by opposing sides. The Authority does

not judge the benefits or failings of the
cause being promoted but rather whether
the advertiserments are misleading or likely

to cause serious or widespread offence to
the public After investigation, some of the
claims made on both sides of the hunting
debate were criticsed under the Codes when
ASA investigation revealed exaggerated or

inadequately supported claims.

The motivation behind advertisements

by campaigning groups is often emotive,
incorporating polarised ponts of view, which
are passionately defended. But irrespective
of the cause or product the Codes’ rules
balance advertisers' rights with their
responsibility to produce legal, decent,
honest and truthful advertising.

Tempers flared over the fox hunting
debate. Both sides complained about
each other's campaigns and neither
escaped censure by the ASA
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The British public’s love of animals led 860 of them to complain about their
portrayal in 1998. After investigation only 2 advertisers had to be brought to heel

& spadial thank you 10 Dodger, star af ihe YWest End showy dnme
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RELIGION

Thie range of products advertised with
religious references or imagery is diverse,
from beer 10 jeans, music to paper and

even car repair garages. But when religion

1% seen 10 be mocked or treated disrespectiully
in advertisements complaints arrive at

the ASA in large numbers. Durning the year,
699 complaints were made about 69
advertizements. The ASA took the view

that 4 advertisements went too far and were
likaly to cause serous or widesgread offence.

3 other advertisements await ASA rulings.

Independent research carned out for the

ASA in 1998 revealed that BO% of

a representative sample of people claimed

to be offended by "disrespectful references

to race, religion or culture’, Similar views wens
expressed for references to Chnstian as well as
other refigions. However, the advertisements
in the survey that used gentle humour or mild
religious references and images were thought
to be acceptable by the majority of thase

waent too far

questioned. This mirrars the approach taken
by the ASA when adjudicating on these
subyective complaints of offence.

Many people may fear that Christianity s

too often the butt of jokes, and it importance
undermined by cheeky spoofs; advertisers
would do well to be sensitive to the strength
of feeling caused by religious references.

FINAMNCIAL ADVERTISEMENTS

The acvertising of financial products is
primarily regulated through legislation but

the Codes contain a speoal ama of rules for
complaints that are not directly covered by
the law. In 1998, 561 complaints were mada
1o the ASA about 520 financial advertisements.
29 of the 62 advertsements investigated
broke the Codes and 13 other cases await
ASA rulings.

Advertisers should be
specially careful whan using
religious imagery. The ASA
felt this advertisement
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Instant access

One of the most prominent ASA rulings
during the year concerned the wse of ‘instant
access’ claims. The problem arose when
customers wene required to transfer their
funds to an exsting bank o building scoety
account before they could have their money
Because this took arcund 3 days, the ASA
considered that it was misleading to claim that
such accounts provided ‘instant” access The
ASAS decision prompted a welcome change
in the financial sector's own codes of practice

Financial comparisons

In the competition 10 attract customers the
use of comparatve claims, tables and charts
all had the potential to mislead in 1998,

59 of the complaints received were made by
competitors and after investigation B of the
advertisements were criticsed by the ASA for
making misleading comparisans. The Codes
encourage healthy and vigorous competition
but financial advertisers must make sure that
their comparisons are fair and not misteading.
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Problems with instant

access claims hit the

headlines in 1998
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Consumer research and 699 complaints revealed public sensitivity
about advertisements that are seen to mock religion
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Research into Code compliance

HIGH STANDARDS

The number and nature of complaints

the ASA recewes each year does not give

a complete picture of current standards of
advertising. In order to get a better idea

about how honest and truthful advertiserments
are the ASA carried out a survey of national
and regianal press, magazines and posters

in 1998,

A representative sample of 1,060
advertisernents was collected from the press
and magazines; 97% were found to comply
with the Cades, a small increase of 1%
compared with similar research carried out in
1995, This result was encouraging, particularly
as all the media categories in the sample had
the same compliance rate of 97%; in the
earlier 1995 research the compliance rate

in the national press had been 94% and
90% in magazines,

In the poster sample, of the 299 assessed,
none revealed problems under the Codes.
Unlike the sample for press advertisements,

Watchdogs
pledge to
cool down

adverts

B EVENING STANTHARD

illegal advertisements

the posters examined were not selected

to a statistical pattern However, the results
suggested that the 1995 compliance level
of 98% for posters had been maintained.

While these results are very encouraging,
other research projects carned out during the
year continued to reveal a significant minority
of advertisernents that broke the Codes.

The ASA Research team works closely with
the CAP Copy Advice team to focus on the
improvements needed in troublesome sectors.

HEALTH AND BEAUTY ADVERTISEMENTS
The findings of two surveys into standards

of health, beauty, nutrition and slimming
advertisernents in 1997 showed an
improvement in compliance from 82%

to 93%. However, advertisements for vitamins
and supplements were singled out for criticism
with 35% containing obvious problems under
the Codes. These results prompted a further
survey in 1998 which found only a marginal
improvement: 31% of the advertisements

in the sample were unacceptable under the

The ASA rose to the Viagra
challenge and warned the

public about misleading or

Codes. Each advertiser who had made
questionable or unacceptable claims was
contacted and advised about the Codes’
requirements. The ASA will continue to work
with these adverusers to ensure that this

sector improves its compliance record.

TENS

During 1998 the team also investigated

the validity of claims for the effectiveness

of a pain relief device, TENS (Transcutaneous
Electrical Nerve Stimulation). After consultation
with 10 medical experts, the conclusian was
that general claims for relief from rminor aches
and pains were acceptable, but advertisers
could not claim that the product could cure
o treat acute or chronic pain.
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Although overall standards in health and beauty
advertisements had improved to 93% significant problems
remained in the area of vitamins and supplements
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HEALTH PUBLICATIONS

A check on advertising in magazines focusing
on healthy living revealed notable results.
From the 755 advertisements checked, 98%
were found 1o be acceptable.

FLIGHT PRICES

Following the issue of a CAP Help Note in
1997 about the indication of thght and cruise
prices, the ASA kept travel advertising under
close scrutiny in 1998. Very few problems
were found during year although the
Authority will continue to keep a watch

on this sector.

VAT

The long-standing issue of VAT-inclusive prices
kept the ASA busy. Advertisers continue to be
reminded of the Codes’ requirement that they
must include VAT in prices where their
advertising is aimed at consumers. The price

consumers see should be the price they pay.

COMPLIANCE CHECKS

If you are an advertiser who has had a
complaint upheld against your advertising you
may believe that publication of the adjudication
is the last you'll hear from the ASA. However,
the Authority follows up its rulings to make
sure that advertisernents have been withdrawn

or changed in line with the Codes.

Following the publication of an investigation,
advertisers are asked what action they have
taken to ensure their advertising conforms to
the Codes. This follow-up action has proved
effective in 1998 and 98% of companies
vontacted confirmed that their advertisement

had been changed or withdrawn. Only 2%
required the application of further sanctions to
bring the advertisers into line with the Codes.

THE CODES? WHAT CODES?

Mast advertisers who have a complaint upheld
against their advertising are careful to make
sure they do not break the Codes again
However, there are some who seem to find

it difficult to comply with the Codes. In 1998,
the ASA focused on those few who were
persistent offenders and took action to put
them on the right track.

After compiling detailed chronologies for each
offender, marking their track record to-date,
10 companies were found to have repeated
earlier problems under the Codes. § of these,
who seemed 1o be deliberately ignoring ASA
rulings, were invited to meet ASA and CAP
staff. 4 of these 5 companies subsequently
gave an assurance that they would submit

all future advertising material to the CAP
Copy Advice team for pre-publication
guidance. At the end of the year, the 5th
company was referred to the Office of Fair
Trading under the Control of Misleading
Advertisements Regulations 1988 when ther
unamended fax advertisements continued

to attract complaints.

The other 5 companies, whose track records
showed repeat but apparently unintentional
problems, were contacted and reminded of
the Codes’ requirements. They gave
assurances that they would work closely with
the CAP Copy Advice team when preparnng
future advertising.

All these advertisers will be closely monitored
to make sure they slick to their assurances
and the ASA will continue to watch out for
advertisers who break the Codes apparently in
the belief that they will not be noticed.

CHECKING IT OUT

As well as conducting research across media
and product sectors and following up
adjudications, the ASA carries out spat checks
and takes action to bring advertisers into line
with the Cedes whether or not a complant
has been received.

Newspapers and magazines are regularly
checked for obwiously questionable claims

in advertisernents, On average 1,000
advertisements a week are scrutinised,

only 1% required ASA intervention in 1998,
Where questionable claims are found or
obwious details are missing, such as closing
dates in promotions or addresses outside mail
order coupons, the advertisers are contacted
and asked to provide evidence for their
claims, or asked to amend or withdraw the
advertisement. They are also asked o give

a written assurance that they will not make
similar claims again and that they will contact
the CAP Copy Advice team before future
advertising 15 published.

The ASA and CAP work closely on these and
other issues so that, where necessary, further
action can be taken to bring advertisements
inte line with the Codes.



Independent consumer resparch Advertising Standards Authorty 15

Independent
consumer research

PUBLIC OPINION

Consumers continue to find advertising
entertaining, nformative and educative rather
than misleading or offensive. These were the
results of an independently conducted survey,
commissioned by the ASA in 1998, 10 asess
the public’s ommion bath of the ASA and
hioww it waorks and into the publc's attitudes
to matters of taste and decency in advertising
The findings update a similar survey carned
out in 1996,

self-regulation remains the consumers’
choice. The ressarch, which was conducted
on a representatve sample of 1,000 people,
showed that those surveyed believe the ASA
makes considered decsions and is an effective
regulator. Fewer than 1in 7 claimed to prefer
requlation by a Government body rather than
the self-regulatory system overseen by the ASA

Thie survey also revealed that 80% of people
agread there was a need for an effective
requlator such as the ASA and a sirmilar
proportion balieved that complaining to

the ASA would have the desired effect
Furthermaore, 70% felt that the ASA protects

consumers’ interests. The tindings of the
research were in line with the results of the
1956 survey, although ane of the few
significant differences was that respondents
seemed 1o know more about the role and
structure of the seff-requlatory system than
they had 2 years before

TASTE AND DECENCY

When asked to express ther altiudes towarnds
matters of taste and decency in advertising,
respondents befisved that the ASA got

the balance night. The sample were asked

for their apinons on particular advertisernents
and these revealed that the rulings madle

oy the ASA were broadly in line wath the
views expressed.

Bad language and behaviour

Asin 1996, the main area of concern was the
suitability of advertisements seen by children;
plaoing advertisernents i the wrong place and
the use of bad language in advertsements
were notably criticised. In 1998, 81% of these
survayed said that the use of bad language

or rude gestures should never be allowed

ASA research showed that drugs
imagery caused the most offence

in advertizements, an increase of 10%
an the 19496 findings

PORTRAYAL OF RELIGION

Almost 80% of respondents felt that
disrespectful references 1o religion, race or
culture should never be allowed and this was
consstent whether towards Chrstianity or

to other religions, races or cultures

PORTRAYAL OF MEN AND WOMEN

The other area of concern remained the
partrayal of men and women 71% of

those surveyed were cancerned about the
Wiy women are porfrayed as sex objects and
53% were concerned about the portrayal of
men; this is an increase of 12% since the
1996 research

Cwerall, the Authority s reassured by these
findings though not complacent and will

use research and the ASA%Y annual Consumer
Conference to test whether rulings made
under the Codes, especially on subjective
issues of taste, continue to reflect the views
of the general public
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Complaints procedure

One of the ASA's tasks is to investigate
complaints that advertsements break the rules
in the British Codes of Advertising and Sales
Promotion. The procedure has been tested by
the courts and 1s designed to balance speed

Complaint received
ASA sends an
acknowliedgement
carg and assesses

the complaint

<

Decision
ASA Council adjudication

Decision

Case needs investigating
or complainant advised
that there s no case to
answer under the Codes

Taking action
Advertiser and complainant
notified of ruling

Where complaint is
upheld, ASA asks for
the advertisernent to be

amended or withdrawn

and fairness. The investgation is carmed
out by members of the Secretanat before
an adjudication is made by the ASA Counal
A simplified version of the complaints
procedure s outhned below.

2

Investigation

ASA asks advertiser to
comment on the complaint
and supply evidence for
any disputed claims

Complainant notified
of action taken

2

Publication of ruling
ASA publishes outcame
of the investigation in the
Monthly Report which is
circulated to journalists
and the industry

L

Considering the
complaint
Advertisement assessed
in the light of advertiser’s

rBsponse

Draft adjudication sent
to ASA Council

g

Final check

ASA ¢hecks that the
advertisement has bheen
changed or withdrawn
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Complaints

COMPLAINTS RETURN TO 1996 LEVELS
Complaints in 1998 rose by 14% on the
previous year following a downturn in
complaints recewved In 1997, 12,217
complaints were made in 1998 compared

1o 10,676 in the previous year The complaints
related to 8,343 advertisements, a 3%
increase an 1997 During 1998, 2,514
complaints about B46 advertisements
required formal investigation: the ASA ruled
that 623 advertisernents should be withdrawn
or amended, Overall, less than 8% of all the
adverhsements attracting complaints broke
the Codes.

10 advertisements attract 13%

of complaints

A look at the list of the 10 advertisernents
that attracted most complaints gives some
explanation for the return to 1996 complaint
levels (see page 18) The highest numbers
of complaints concerned advertisements
that raised matters of taste and decency;

1 advertisement alone attracted 589
complants; mare than the whole of 1987
tap 10. In 1998 the 10 advertisements
attracting most chjections accounted for
1,650 complants: nearly 110 7 of all those
received. The ASA Coundil ruled that & of
those advertisemants went 100 far and were
likety 1o cause senous or widespread offerce.

Any Increase in complaints s disappointing
but ot is useful to set these in the context

of the ASAS survey which showed overall
advertising standards of 97% for press and
98% for posters in an industry that publishes
an estimated 30 million advertisermnents

and 100,000 postars each year. Ths research,

combined with increasing requests for
pre-publication adwice from CAR demonstrates
that standards remaen high and that the
advertisng industry’s commitment 1o
self-regulation and the Codes continues

1o be strong.

Complaints serve as a barometer of public
opinion on some advertising campaigns and
there are subjects, such as the portraval of
animals, sex and rehgron, where adverlisers
would do well to note the strength of feeling
expressed even in those cases where the

ASA did not uphold the complaints.

COMPLAINTS RESOLVED

The ASA resolved 16% more complaints
in 1998 than in 1997, The number of
complaimnts resolved informally fell by 15%
The 673 complaints that were cutstanding
at the end of the year related to 284
advertisernents and the action taken on
them will be reported in the 1999 figures

TASTE AND DECENCY

Complaints on grounds of taste and
decency rose by 58% in 1998 after a fall in
the previous vear of 42% . In 1958, 3,156
complants of offence were recaived relating
to 478 advertisernents, the ASA considered
that 42 wera |ikely 1o cause Senous or
widespread offence 1,994 complaints were
recened in 1997 relating to 449
advertisements: 53 broke the Codes” rules
on taste and decency,
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1995 saw the most complaints 1o the

ASA when 4,402 of the tal of 12,804
were made on grounds of taste and decency,
one advertsemnent alone accounted for over
1,000 objections in that year

PORTRAYAL OF WOMEN

Complaints made about the offensive
portraval of women in advertisements in
1998 are small compared to those recenved
on grounds of religon or use of ammals
(see pages 8 and 10) yet similar in number
to last year. 487 complaints related to 167
advertisernents for their portrayal of women
The A34 ruled that 11 advertisements were
hkely to cause senous or widespread offence
and 4 await ASA rulings. These figures
campare with 435 complaints made about
131 advertsements in 1997 when the ASA
asked for 12 to be withdrawn for the

portrayal of women in an offensive way

COMPETITIVE COMPLAINTS

Competing advertisers keep a watch an
each other and ther specialised knowledge
acts as an additional layer of protection for
consumers. 1998 was a fiercely competitive
year in a number of sectors and complaints
between competing advertisers accounted
tor 1,368 complaints concerning 1,249
advertisements, an increase on the previous
year of 14% when 1,199 complaints were
made about 1,115 advernsements. Duning
the year, 381 competitive advertisemeants
required investigation and 182 broke the
Codes: 116 await ASA rulings
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COMPLAINTS BY MEDIA TYPE

The 14% increase in complaints overall
appears to be spread across the non-broadcast
media categories, Of particular note are the

following changes:

Posters

Complaints against posters rose 82% from
1,049 to 1,910 in 1998 but this increase

is due largely to the 763 complaints about 3
posters featured among the top 10 complaints
The poster industry is to be commended for
introducing a new CAP pre-vetting procedure
in June 1998 which should deter those

advertisers who set out to exploit irresponsibly
the high profile nature of the medium
{see page 28).

Cinema

Complaints against anema commercials

fell 76%: down from 177 in 1997 to 42
complaints in 1998, One of the most tightly
requlated of the non-broadcast media, cinema
complaint figures in 1997 had been inflated
by almest 100 not upheld complaints made
against a gh profile anti-gun campaign.

1998 COMPLAINTS FIGURES {Public and industry)

Investigated cases
Upheld

Not upheld

Resolved informally

Total investigated

Not investigated cases
No case to answer
Withdrawn

Outside remit

Mot justified

Total not investigated

Mail order
Database

Total
Complaints outstanding at year end

Total

1998

Complaints Advertisements
complaned

about

1,925 623
589 223

&7 654
3,385 1,500
2,651 2,651
854 894
1,569 1,569
2.147 547
7,261 5,661
514 514

384 384

898 898
673 284
12,217 8,343

Internet

Although still a drop in the ocean compared
to the amount of advertising that appears
on-line, complaints to the ASA about Internet
advertisements have risen steadily since the
first 8 complaints received in 1996, Complaints
in 1998 jumped to 49 following 14 in 1997,
After investigation, 5 advertisements were
found to break the Codes and 4 awail rulings.
The ASA has found to date that problems
under the Codes have been resolved without
the need for additional sanctions but many
advertisers may still be unaware that the
Codes also apply to non-broadcast electronic
media such as UK advertising on the Internet,

1997

Complaints Advertisements
complained

about

1,495 694
859 252

953 789
3,307 1,735
2,518 2,519
696 696
1,458 1,459
1,822 711
6,196 5,385
884 884

281 281
1,165 1,165

8 6
10,676 8,291

Mate: 1997 figures differ from those given i the previous Annual Report. All figures for 1997 and 1998 were correct as at 1 February 1999,
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TOP 10 COMPLAINTS
Of the 12,217 complaints recawved by the ASA in 1998, 1,650 {13%) ralated 1o 10

advertisements. & of these broke the Codes:
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SOURCES OF COMPLAINT

ASA decision

Advertisements Number of complaints
1 AG Barr (Irn Bru) 589
2 Phizer {TCP) 171
3 The Sunday Times 142
4 International Paper 131
5 Food Brokers {Nicky Clarke) 13
6 LRC Products (Durex) 125
7 Aud LK 109
8 [Dnesel Publicity a5
9 Talk Radio UK 79
10 Sory Computer Entertamnment 78

Complaints not justified*
Complaints not justified®
Complamnts upheld
Compiamnts upheld
Complamts not upheld
Comgplaints not justified*
Complaints upheld
Complamts upheld
Complamnis upheld
Complaints upheld

*Not justified complamits are those where, after consideration, the ASA Council has

ruled that the complaints do not justify an investigation wunder the Codes. In these cases

n adjudication & published. Summanes of these decisions together with those that
were published appear in the attached boaklet

COMPLAINTS BY MEDIA TYPE

1938 1997
Mational press 2,760 24,633
Darect mail 1,923 1.433
Posters 1,910 1.045
Magazines 1,666 1.579
Regional prass B37 856
Leaflets 461 392
Brochures 304 363
Catalogue 155 471
Directones 131 103
Fax 129 45
Point of sale 118 102
On pack 97 104
Internet & electrome 24 32
Circufars B2 123
Cinema a2 177
Inserts 42 63
Transport 18 36
Wideo 2 4

Seme complaints refate to advertisements
r||'|-|'.‘|-".4.l Ir1l_1 n more "'Iﬁl'l Qng |'I1E{f|l.ll'|1
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ASA Council and Directors

1998 ASA COUNCIL MEMBERS

The ASA Council decides whether or not
an advertisement breaks the Codes. The
majority of members have to be free of
advertising interests and the Chairman
advertises for new lay members to reflect

a diversity of background and experience.

Rt Hon Lord Rodgers of Quarry Bank
(Bill Rodgers)

Rt Hon Lord Rodgers of Quarry Bank (Bill
Rodgers) was MP for Stockton-on-Tees from
1962-1983, Elected a Labour MP, he became
one of the SDP's founding ‘Gang of Four' in
1981 Lord Rodgers became a privy Councillor
in 1975 and was made a Life peer in 1992.
From 1987-1994 he was Director General

of the Royal Institute of British Architects.

In 1947, Lord Rodgers was elected Leader of
the Liberal Cemocrats in the House of Lords.
Appointed ASA Chairman in January 1995,

Jane Anderson

Jane Anderson is currently joint Head

of Personnel in the Lord Chancellors’
Department. She worked first far the British
Council in Venezuela from 1976-1978.

On returning to London, she joined the BBC,
working there until 1990 when she left to
become a cwvil servant, initially in the Home
Office and then in the Department for
Education and Employment. Appointed

to ASA Councll in January 1996,

Richard Bradley

Richard Bradley 15 a Director of I'Oreal UK
Limited and Chairman of its Pension Fund,

He is also Chairman of the Cosmetics Industry
cancer charity (Look Good... Feel Better) and
its Educational Trust. He is an appeal patron
of the charity 'FRAME'. Appointed 1o ASA
Council in May 1993,

Hugh Burkitt

Hugh Burkitt is Chairman of Court Burkitt

& Company. He was co-founder and the first
President of Alto, a federation of Eurcpean

advertising agencies setup in 1991 He s a
council member of the Institute of Practitioners
in Advertising and the Advertising Assccation,
Appainted to ASA Council in June 1995,

lan Markham

lan Markham is Professor of Theclogy

and Public Lite at Liverpool Hope University
College. He has published on the area of
Christian ethics and culture. Appainted

to ASA Coundil in June 1993

Lizzie Marsden

Lizzie Marsden is the Assistant Head of Rugby
School where she teaches English and A Level
Theatre Studies. Her responsibilities include
the pastoral welfare of 760 13 to 18 year-old
pupils and the development and training of
100 staff. She is also a Head Masters’
Conference (HMC} Inspector. Appointed to
ASA Council in January 1998,

Peter Mitchell

Peter Mitchell is a Director of Capital Radio plc
and Chairman of Mountain View Group Ltd.,
a communications company. He retired from
Guinness plc in 1997 where he was Director
of Strategic Affairs. Appointed to ASA Cauncil
in June 1995,

Catherine Peckham

Catherine Peckham is Professor of Paediatnic

Epidemiology at the Institute of Child Health

and Hon. Consultant at Great Ormond Street
Hospital, London. She has written extensively
on health issues relating to pregnancy

and childhood. Appointed to ASA Council

in May 1993

Harry Rich

Harry Rich is Managing Director of Tandem
(UK} Limited and Magic Corporation Limited
and is a Magistrate in Central London

He trained as a solicitor and was Managing
Director of a Midlands electrical distributor
and Chairman of New Moon Publications ple.
He is a trustee of the Jewish Aids Trust and

has warked with a range of voluntary
organisations, including the Board of Deputies
of British Jews. Appointed to ASA Council

in January 1997,

Len Sanderson

Len Sanderson 15 Managing Director of
Sales at the Telegraph Group Limited and
15 @ member of its main Board. Appointed
ta ASA Councl in June 1994,

Pauline Thomas

Pauline Thomas is a writer and business
consultant specialising in the marketing

of professional service firms. She has worked
in management roles for a number of
companies. These have included marketing
for Grant Thornton (1989-1995) and Lovell
White Durrant (1986-1988), management
consultancy for Intermatrix (1984-1986)

and strategic planming for British Petroleum
(1977-1984). She published her first novel in
1997 and is in the process of wniting her second
Appointed to ASA Coundl in June 1998.

Norman Tutt

Narman Tutt is Director of Social Services
{London Barough of Ealing). He was Principal
Social Waork Services Officer at the DHSS until
1979 when he became Professor of Applied
Social Studies at the University of Lancaster.
From 1988-1992, he was Director of Social
Services at Leeds City Council and from
1992-1999 Director of Socal Information
Systems. Apponted to ASA Coundil in
January 1996,

Diane Yeo

Diane Yeo 15 Chief Executive of Sargent
Cancer Care for Children. She began her
career in BBC Radio. After working for several
children’s charities she became the first
Director of the Institute of Charity Fundraising
Managers and then a Chanty Commissioner,
Appointed to ASA Coundl in June 1997,
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1. Rt Hon Lord Rogers 2, Richard Bradley, Len Sanderson, lan Markham 3. Peter Mitchell, Jane Anderson

4. Lizzie Marsden, Hugh Burkitt 5. Norman Tutt, Harry Rich, Pauline Thomas 6. Diane Yeo, Catherine Peckham

7. The Directors: Phil Griffiths Director of Finance and Suppart Services; Caroline Crawford Director of Communications;

Tony Butler Deputy Director General (Secretary, CAP); Matti Alderson Director General; Roger Wisbey Director of Investigations

Mote: Council Members and Directors are featured left to right in each frame.
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Government relations

GOVERNMENT RELATIONS AND THE OFT
Effective self-regulation operates within

a framework of legal controls. The ASA
therefore works closely with many other
organisations responsible for law enforcement
and consumer protection. It also monitors

the wide range of European and domestic
legislation that may impinge upon the Codes.

The wide scope of the Codes means that
Government liaison with the ASA revolves
around a diversity of 1ssues. In 1998 the
Department of Trade and Industry’s Consumer
Affars Division sought advice from the ASA
on issues such as advertising for cosmetic
surgery clinics, pre-pad funeral plans

and vehicle mileage correction devices.

Betore launching a campaign to raise public
awareness of homeworking scams the

Department laised closely with the Authority
and in September 1998 Matti Alderson met

with the newly appointed Consumer Affairs
Minister, Dr Kim Howells, to brief him about
a wide range of ASA initiatives.

Regular meetings were held during the year
between the ASA and the Office of Fair
Trading. The 2 erganisations work together to
ensure that effective action 1s taken against
the few ‘rogue’ advertisers who continue

to mislead consumers.

In drawing a balance between consumer
protection and commercial freedom of
speech, ASA procedures reflect the regulatory
principles promoted by the Government’s
Better Regulation Task Force; transparency,
accountability, targeting, consistence

and proportionality. Throughout the year,

the Authority therefore welcomed the
Government’s support and endorsement

of its effectiveness.

The need for a tighter regulatory grip on

the trading and clinical practices of cosmetic
surgery was one of the subjects raised by the
ASA with government departments in 1998.

Most advertising problems are symptoms of

these underlying concerns



Committee of Advertising Practice

CAP

If in doubt check it out. The direct line to CAP Copy Advice,
0171 580 4100, is used increasingly by those who create,
commission, publish and place advertisements and promotions
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CAP Chairman’s report

David Clayton-Smith,
Director of Customer Marketing, Boots the Chemists

After 2 years as Chairman of the Committes
af Advertising Practice, my term

of office has come to an end, Over that time,
CAP has achieved a great deal. The newly
revised 10th edition of the British Codes of
Advertising and ales Promotion will be
published in 1999 and the task of reviewing
thie structure and operation of the Cammittee
has been undertaken: the first time that such
a major restructuring had taken place since
CAP was established in 1961, | am pleased
to say that these tasks have now been
completed and CAP is well prepared to take

self-regulation into the new Millennium

CAP RESTRUCTURE - A MORE
ACCOUNTABLE 5YSTEM

In reviewing its operation, CAP recognised
that it had not kept pace with the dynamic
industry it represented. While the ASA

continued to administer the self-regulatony
systermn afficiently and effectively, the members
of CAP felt that more of the “self* needed

to be put back into self-regulation

The UK’ systermn requires the impetus for legal,
decent, honest and truthful advertising to
come from the industry itself, the industry
must be accountable for iself,

The new structure of CAF defines its role
maore clearly gring it focused responsibility for
the Codes and sanctions. Policy development
for self-regulation shifts to the Advertising
Standards Board of Finance (A5B0F).

Finally, the industry also needed a dedicated
spokesman 1o ensure its message was heard

and understood by 1ts broad constituency,



NEW CAP CHAIRMAMN

CAP has histarically been chaired for a 2 year
penod by an advertsing practioner such as
mysell. These new CAFASBOF structures and
responsitlities require more time than a
practitioner can give. I future CAP Chairmen
will serve for @ 2 year tenm, renewable to a
maximbim 6 years, on a 2 day a week hasis

Andrew Brown was appointed to Chair the
Committee to carry forward the work

of self-regulation and co-ordinate the actiaties
of CAP from 1 January 1999 The agpointment
is made in a personal capacity and is distinct
from Andrew’s contimuing role as Director
General of the industrys trade body, the
Advertising Assocation

To preserve the essential independence

of the A5A, CAP believed that there should
be a more distinct detinition of its self-
regulatary functions from those of the ASA
This necessitated changes within the jomt
CARASA Secretanat and Tany Butler now
takes over from Matti Alderson as the

CAP Secretary, and Guy Parker, the Manager
of CAPS Copy Advice team, becomes the
newe Assistant Secretary. |, on behalf of CAR
recognise the huge debt of gratitude we owe
Matti Alderson for the unfailing support she
has given to the industry over the years.

THE NEW CODES

The 1995 edition of the Codes has served

the mdustry well. Dunng 1998 CAP undertook
a review 1o update the Codes. We looked
particularly at how they applied to party
political advertisements, in addition 1o
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updating other rules in line with legislative
and miarket changes. | am grateful to John
Hooper and his team from CAP for their
tireless effort in conducting this review

Party political advertisements

In 1997 | reported that CAP was concerned
that political parties were exempt from the
requirement of truthful presentat:on while
other rules such as those on taste and
decency and privacy remained in force

In June 1998, 1ogether with Andrew Srown
and Grahame Fowler from the ASA, | gave
evidence to the Neill Committee on Standards
in Public Life. We made it clear that CAP felt
it was inappropnate for the Codes to apply to
any political party advertisements. There was
no-consensus amongst the parties that they
wiould comply with the Codes; in such
circumstances it was unacceptable 1o ask the
ASA to adjudicate on complaints against
political advertiserments, especially during the
heat of an election campaign, CAF offered the
Commitiee its expertise to develop a separate
code and systemn for averseeing party politcal
advertisernents. The 1999 edition of the British
Codes of Advertising and Sales Promotion
totally excludes politcal party agvertisaments
fram the industry's system of self-regulation.

CAP PANELS

CAP continues to be well served by its General
hedia and Direct Marketing & Sales Promotion
Panels. Dunng the year, the respective
Chairmen, Andrew Robertson of AMVEBDO
and Peter Le Conte frem the Institute of Sales
Pramation, handed over chairmanship to

Mark Lund of Delanay Hetcher Bozell and Ellis
Watson from Mews Group Newspapers. | am
indebted to all of them, and to those who
serve on the Fanels for the work that they
undertake in guiding the Secretanat and
informing the wider industry, CAP and the
Asa on the interpretation of the Codes

1998 has seen Code compliance reach 97%
and the use of CAP Copy Advice go up by 8%
These figures help to demonstrate the advertsing
industnys continuing commitment to self-
regulation and the Codes, | am sure that under
the expenenced leadership of Andrews Brown
CAP wall continue to develop and safeguard

the self-reguiatory systermn into. and beyand
the Year 2000, and | look forward 1o working
with him as his Vice-Chairman nesxt year.

DW‘ Ceppit
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CAP Copy Advice

The Committee of Advertsing Practices
Copy Advice team has had another busy year
helping those who create, commssion and
publish advertisements to check them against
the Codes” requirements before they appear
Mearly 4,200 written and 8,200 telephone
requests for advice were handled by the
6-strong team; an increase on last year's
figures of 8%

To offer accurate and, therefore, halpful
advice, the team draws on its experience

of advertising regulation and, vitally, the
database of past rubings made by the ASA
Council, However, In a DuUsiness as creative

a5 advertising, one is rarely faced with
standard advertisements requinng standard
advice. Almost every advertisement is unigque
in one way or another, &n advertisement may
be warded slightly differently to an earfier
sirmilar advertisement on which the A4
Council has commented. It may be targeted
at a different audience. Or run at a time when

FIRANCIAL TINGES 28 Fabruary 1954

recent cultural developments lend a different
meaning to the message. To this end it

s vital that the team follows the ASA
Councils tead of applying comman sense

to all its deliberations.

ADVICE IN INDUSTRY SECTORS

Though the team spends a significant
amount of time seeing new, and often
controversial, work at an early stage,

1998 was not only about offering advice

on glamorous advertisernents for glamorous
brands. As in previous years, the amount

of time spent advising enguirers on matters
relating 1o both health and beauty products
and sales promotians was disproportionately
high compared to the number of complaints
the ASA recemed on these issues. Itis
unsurprising, perhaps, that the mdustry
needed so much help on two sectors which
wior: to such complex rules, but reass:.;u'ing
that adwice is shill being sought in these

perenmial problem areas,

MNegative press coverage can
damage the credibility of an
entire industry sector

CAP HELP NOTES ISSUED IN 1998

To aid the industry in foliowing some of the
miore complex sectiens of the Codes, the team
produces guidance in the form of CAP Help
Notes, Though these do not constitute new
Code rules, they do reflect the prevailing
interpretation of the Codes by the ASA Council,

Utilities

The CAP Help Mote on Frice Claims in Utilities
Advertising, produced in conjunction wath the
utilities industry, was written 1o coincide with
the expansion of competition In the gas and
electricity markets. It was ssued m November
1998, This complex area attracted 202
complaints relating 1o 139 advertisements in
the fierce competition 1o encourage customers
to cominne their energy bills and use a single
source for both gas and electricity. The ASA
uphe!d complaints against 23 of the 47
advertisements in this sector that required
investigatron and 13 await ASA rulings.
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Heated competition in the gas and electricity markets
led to 202 complaints to the ASA in 1998. CAP responded
with a Help Note to cool misleading price claims
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Telecommunications

AsA5 receipt of 348 complaints about 282
telecommurications advertisements, together
with the resulfing adverse publicity from

the 24 that were found to be misleading,
contributed to the need for 3 CAP Help

Wote on Price Clarms in Telecommunications
Advertising. Produced in May after consultation
with the telecommumcations industry the
Help Mote was discussed at the ASA/CAPS
well attended June serminar ‘Ringing the
Changes’, The end of 1998 saw a welcome
decline in complaint levels although 19
advertisermants awant 434 rulings.

Health and beauty

May 1938 saw the launch of the long awaned
trilogy of health and beauty Help Notes

the Help Note on Relerences to Alments in
Health, Beauty and Shimming Advertisements;
the Help Note on Substantiation for Health,
Beauty and Slimming Claims; and the Help
Mote on the ASA% and CAPS Use of Experts.
These were recommended by the CAP Health
& Beauty Working Group that met throughout

the latter half of 1997, The quidanrce in the
hotes was discussed at the ASATAPS vely
seminar, "Good Health', in September 1998,

PRESCRIPTION-ONLY MEDICINES

The Copy Advice team liaises extensively with
the industry and other regulatory bodies.
The launch in 1958 of Viagra and Xenecal,
lwo prescription-only medicines that have
garnered maore than a little publicity, made
such co-operation particularly necessary

The Medicines Conltrol Agency, anxicus 1o
prevent the appearance of adverfisements
for these two controlled drugs, enlisted the
hetp of the CAP Copy Adwce team to send
out Ad Alerts to advise the madia 1o refuse
space, With the additional help of the ASA
in monitenng compliance, UK media were
found to be relatively free of advertsements
that, in refernng to Viagra or Xenecal, were
in breach of medicines law

POSTER PRE-VETTING
1998 alio saw the launch of the Poster
Pre-Metting Procedure, With effect from

1 June 1998 advertisers whose posters result
in an A%4 upheld complaint for reasons

of taste and decency or social respansimility
have to pre-vet all their future poster
advertisements for the product or service

in question with the CAP Copy Advice team
for a two year penod, The Commission

for Racial Equahty and Talk Radio earned
the dubsous distinction of being the first

10 be subject to this procedure.

CAP PANELS

The Panels, who provide the Secratanat,
A58 Councl and Copy Advice with a wital
industry perspective on the interpretation of
the Codes, had a productive year discussing
such topics a5 the distinchion between

a lowest price guarantee and an offer

o guarantes lowest prices, issues of free
speech, geographical restnictions 1o offers
when products can be increasingly purchased
abroad, and the degree of prominence
needed when gualifying statements

(See page 35 for a list of Fanel members),

The Commission for Racial Equality
became the first organisation to have
to pre-vet its posters, after this ‘teaser’

RLLANTT 7Y A S B

advertisement caused offence



Case study

THE GATEKEEPERS

The effectiveness of self-regulation relies on
the commitment of the advertisers, agencies
and publishers to make sure that the public
are not misled or seriously offended by
advertisements. An essential ingrechent of
the systermn’s success in keeping standards

of compliance at 97% is the vigilance of the
publishers and media ewners. Publishers are
sometimes referred to in the industry as the
‘gatekeepers’ of self-requlation; acting in
advance of publication to protect consumers
from misleading or offensive advertisements.

The media members of the Committes

of Advertising Practice agree, either

through their conditions of membership

or contractual arrangements with advertisers,
that advertisements and promotions must
comply with the British Codes of Advertising
and Sales Promotion. It is these arrangements
that are called on by CAP to protect cansumers
from those few advertisers who do not
voluntarily withdraw or change an advertisement
when the ASA upholds a complaint.
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CAP Copy Advice assists the publishers

in therr task by providing them with essential
guidance to help them spot questionable
advertisernents submitted for publication.
The service is tast, free and confidential

from campetitors.

As an example, when Copy Advice were
contacted by FHM magazine for advice on
the acceptability of an advertisement for
Full Circle clothing, a quick check on the
ASA database gave a clear indication that
the advertisement was likely to provoke
camplaints that would be upheld by the
ASA Council. The advertisernent portrayed
a young, naked woman tied by the featured
clothing to a chair and looking visibly
distressed. The advertisement carried the
strapline “Slightly Twisted'. Copy Advice
considered that the advertiserment was likely
to break the Codes’ rules on grounds of
social responsibility and could cause serious
or widespread offence. On the basis of this
advice FHM and other publishers refused

to print the advertisement.
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Following pre-publication
advice publishers decided

not te print this image
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Although the advice given was confidential
the advertisers were clearly hoping to attract
publicity by claiming that such a controversial
campaign had been 'banned’. In the event
they received very little press attention. Such
tactics are well known by journalists who

often choose not to report this type of story.

Advertisers who may be seeking to

maximise a limited advertising budget
through generating column inches of outrage
bring advertising and self-regulation into
disrepute. Examples such as this ane show
the commitment of those in the business

to prevent such misuse and ensure that the
self-regulatory system continues to serve

the best interssts of both consumers and

the industry.

Mote: CAP Copy Advice is confidential from
competitors. Advertisers who seek publicity on
the back of such advice may forfeit the right
to having their identities kept confidential but
commercially sensitive information will always
be respected.
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ASA Worldwide

The inherent flexibility of self-regulation

has served the advertising mdustry well over
many years, but never more so than today.
The frenetic pace of technalogical change
combined with the increasingly global nature
of advertising has, at times, cast the issue

of regulation into 3 shadow of uncertainty,
Fortunately, the pnnoples and the advantages
of international self-regulation have shone
even maore clearly against this background,

The adaptability and proportionality central

to the self-regulatory system supervised by
the A5%4 are widely recognised internationally
Government delegations, academics and
industry representatives from countries in and
beyond the European Union regularly visit the
ASA in London to exchange information and
find out more about the UK self-regulatary
model, In 1998 representatives from Russia,
Simgapare, Peru and Tanzama were amandg
those whio liaised with the ASA. In May the
Authority’s Director General, Math Alderson
was invited to speak at the 25th Annjversary
Conference of ASA New Zealand, The support

af the British Council was instrumental n
turming this invitation mto a valuable
exchange of ideas for everyone involved.

Dunng the year, the A%A also worked with the
International Chamber of Commerce on their
Internet guidelines, and was imated 1o paripate
n conventions in Geneva and Budapest

THE ASA IN EUROPE

It 15 now over 5 years since the AS4

helped to establish the European Advertising
Standards Alllance (EASA), but the Authority
remains closely involved with the Alliance’s
wide range of activities. Math Alderson
contmued as Vice-Chairman of the Alliance,
bringing her wide expenence to bear

on the challenges raised by advertising
regulation within an internatianal dimension.

Under the able leadership of Dr Oliver Gray,
the Brussels-based EASA has grown in both
size and stature, It now comprises 27
self-regulatory bodies, 25 of them from 23
European countries, but its objectives have

Outlandish slimming claims in this
mailing were referred by the ASA
to the regulators in Switzerland,
its country of origin

remained constant: to promate seff regulation
in Europe and beyond; to co-ordinate an
pffective cross-border complaints mechamsm;
and to prowde information and research

on these ssues to government, the industry
and other key opinion formers.

EASA and its activities have, a5 @ consequence,
been mentioned in several EU initatives
including the Comparative Advertising
Cirective, the Green Paper on Access 10
Justice and the Green Paper on Commercial
Communications. The EASA cross-border
complaints system allows consumers in cne
country to complain about msleading or
offensne advertisements addressed to

them yer published in another country.

40 cases were investigated and resolved

by Alliarce members in 1998, 27 of them
involved the A5A. The complaints mechanism
has proved s worth since it was set up in
14992 and it will be developed further in
1999 1o resolve complaints made about
Internet advertisements.
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Effective self-regulation is not a UK phenomenon: ASA helped New Zealand
to celebrate 25 years of advertising self-regulation in 1998
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Financial report and update

YEAR TO 31 DECEMBER 1997

Last year's financial statement predicted
expenditure of £3,496,412 and anticpated
a pre-tax loss of approxmately £14,750.
Audited figures for 1997 confirm actual
expenditure of £3,496,412 and a pre-tax
profit of £14,785; the profit after tax was
£4,289. Detalls of expenditure for 1997
are shown below.

YEAR TO 31 DECEMBER 1998

At the time of preparing this Report, audited
income and expenditure figures for 1998
are not avallable. Provisional indications can,
however, be given and these are shown
below. Finalised accounts will be presented
to the Council of the Authority at its Annual
General Meeting in May 1999 and will be
lodged subseguently with Companies House
In the normal way.

FOR THE YEAR ENDED 31 DECEMBER 1958

Income

Cash received from the Advertising
Standards Board of Finance Ltd
Interest receivable

Total

Expenditure

Salaries and staff costs

Rent and accommaodation costs
Travel, subsistence and entertaining
Consultancy and professional fees
Council honorana and expenses
Depreciation

Telephcne, postage, printing, stationery
and other general expenses
Advertising and promotion

Dwrect marketing

Total

Excessf(shortfall) of income over expenditure

INCOME

Compared with 1997, income received from
the Advertising Standards Board of Finance
Ld fell by £210,694 (6.1%) to £3,253,972
Interest received increased by £15,044 and
produced additional income of £61,575

The total income for 1598 was £3,315,547 -
down 5.6% on 1997,

EXPENDITURE
Expenditure in 1998 fell by £181,140 (5.2%)
to £3,315,272 compared with 1997,

The significant increases in expenditure

over 1897 were in staff costs and legal fees.
Staff costs rose by 6.6% against a budgeted
increase of 3.7% largely because of higher
than normal staff turnover and ensuing
recruitment and retention costs. Legal fees
for 1998 were more than 1997 because of

1998 1997

£ i
3,253,972 3,464,666
61.575 46,531
3,315,547 3,511,197
1,824,033 1.710,077
200,212 242,485
61,799 55,183
149,252 95,430
78,367 83,305
128,274 121,700
364,970 339,582
271,990 260,250
236,375 578,420
3,315,272 3,496,412
275 14,785

the award of court costs in the Authority’s
favour in 1997, No court costs were incurred
in 1998,

The significant decreases in expenditure
were in direct marketing and premises costs:
the major redevelopment of computer
software was completed in 1997 and the
building maintenance planned for 1998

has been rescheduled to 1999

all other expenditure was planned and within
overall budgetary provisions

PROFIT/LOSS

A break-even position between income

and expenditure, and a loss of approximately
£2.000 after tax, 1s anticipated,

Registered Office
The Acvertising Standards Authonty Limited
2 Tarnngton Mace, London WCIE 7HW

Registered in England No 733214
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Self-reqgulation is funded by the advertising industry at no cost
to consumers: The system cost £3,315,272 to operate in 1998.
Complaints only cost the price of postage to the independent ASA

33
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About the Advertisin
Standards Authority

The Advertising Standards Authonty
promotes and oversees the highest standards
in non-broadcast advertisemnents in the UK.

it acts independently of both the Government

antl the advertising industry.

The Authorty operates in the public interest
and in co-operation with the advertising
industry by ensuning that those who
commission, prepare, place and publish
acvertisements observe the Brtish Codes

of Advertiing and Sales Praomotion

The Codes require that adverfisernents
and sales promotions should be;
* |egal, decent, honest and truthful
* prepared with a sense of responsibility
to consumers and to sooety
® in line with the principles of fair competition

enerally accepted in business.
g i P

SANCTIONS

I an advertisement or promotion breaks
the Codes, advertisers are asked to amend
of withdraw it If they choose not to
comply, a number of deterrents and

sanctions are available;

Adverse publicity

The A54% Monthly Reports contain details
of complaint adjudications, including the
name of the advertiser, agency and the

miedia involved.

The reports are circulated to journalists,
Government agencias, the advertising
Industry, consurmer bodies and the public.
Published cases receive extensive media
coverage and are also available through

a searchable database an the ASA% website.

Refusal of further advertising space
CAP can issue an Ad alert asking their meda
members (o enforce ther standard terms of
business that reguire compliance with the
Coddes. Publishers and media owners may
decide 1o refuse further space to advertisers
until the advertisement has been amended

Poster pre-clearance

Posters that are the subject of upheld
complaints on grounds of taste and decency
or social responsibility are subject 1o a
compulsory two year pre-vetting procedure
through the CAP Copy Advice service,

The ASA's website continues
to attract on average 500

visitors a day

www asa.org.uk

Removal of trade incentives

Both advertisers and ther agences may
jeopardise thesr membership of trade or
prifessional organisations, This could
result in the loss of financal and other

tradhing benefits.

Legal proceedings

Uitimately, the A5A can refer a misleading
advertisemant to the Office of Fair Trading
The OFT can abtain an mjunction in court

to prevent advertisers from using the same
or similar claims in fulure advertisements

COMPLAINTS

All complaints must be in witing and should
be accompanied, wherever possible, by a copy
of the advertisement and as much relevant
information as possible. Complaints shauld

e addressed 1o

The Advertising Standards Authority
2 Tarrngton Place
London WC1E THW

far further mformaton, telephone the
ASA enquiry desk on 0171 580 5555
The enguiry desk 5 open from 9,30am
1o 5.30pm on weekdays.
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About the Committee

O

The Committee of Advertising Practice is

the self-requlatory body that writes and
enforces the British Codes of Advertising

and Sales Promotion. CAF is made up of

21 trade and professional bodies representing
the advertising, sales promotion, direct
marketing and media businesses.

CAP COPY ADVICE

As part of their commitment to the

Codes and the ASA, CAP provides a free
pre-publication Copy Advice service to help
advertisers, agencies and publishers to check
advertisemnents in advance of publication,
Copy advice is confidential from competitors.
This service and the industry’s support for
the system of self-regulation help to maintain
the highest standards of non-broadcast
advertising, to the benefit of both consumers
and the industry.

CAP SANCTIONS

The organisations that make up CAP support
the operation of the self-requlatary system
and implement the sanctions to enforce
compliance with the Codes. Each of them
requires their respective members 1o abide
by the Cades and the ASA's adjudications
as a condition of membership or as part of
a contractual agreement. It i1s this support
that achieves compliance rates of 98% for
posters and 97% for press advertising.

- Advertising Practice

GENERAL MEDIA PANEL
Chairman
Mark Lund Delaney Fletcher Bozell

David Abraham 5t Luke'’s

Michael Bredie Broadchurch Communications
Bruce Koster Cinema Advertising Association
lan Markham ASA Council

Andrew Melsom Agency Insight

Chris Nadin UDV Ltd

Simon Rhodes PPF Healthcare

SALES PROMOTION &

DIRECT RESPONSE PANEL
Chairman

Ellis Watson News Group Newspapers

Lynn Ashman Brann Ltd

Philip Circus Institute of Sales Promotion
Mark Dugdale Dial Home Shopping
Colin Fricker Direct Marketing Association
Lesley Godwin Readers Union

Sarah Harrison |CSTIS

David Payne Payne Stracey

Harry Rich ASA Council

Sue Short Institute of Sales Fromaotion
Mike Slipper Van den Berghs Foods

Mote: Panel members as at year end 1998
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Team managers

1998 ASA/CAP STAFF:

The ASA Council and CAP are served by
a Secretanat of 65 people who carry out
the day to day running of the office;

Head of Strategic Affairs
Grahame Fowler

Head of Investigations
Mark Whitbread

Operations Managers
lenny Graves

Britta Griffiths

lpanne Poots

Complaints Managers
Russell Gordon
Niamh McGuinness

Clare Serle

Research Manager
Ailsa Chater

Infarmation Manager
Linda Wheeler

CAP Copy Advice Manager and
Assistant Secretary, CAP

Guy Parker

Systems Manager

Laura Fishiman

7
External Affairs Manager 1. Laura Fishman, Richard Aubigne 2. Russell Gordon, Niamh McGuinness,
Chris Reed Claire Serle 3. Grahame Fowler, Mark Whitbread 4. Ailsa Chater, Linda Wheeler

5. Chris Reed 6. Britta Griffiths, Joanne Poots, Jenny Graves 7. Guy Parker
Office Manager
Richard Aubigne Note: Managers are featured left to right in each frame.
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