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14/541

	COMPLAINT NUMBER
	14/541

	COMPLAINANT
	R. Williams and P. Walker

	ADVERTISER
	Aseleo Care

	ADVERTISEMENT
	Libra Poster

	DATE OF MEETING
	11 November 2014

	OUTCOME
	Upheld


SUMMARY

The poster advertisement for Libra Invisible promoted the increased absorbency of the sanitary pads.  The advertisement stated, in part: 

“Absorbs way more than you ever did in maths class …”
The Complainants said the advertisement insulted women’s intelligence, was demeaning and reinforced a sexist stereotype.
The majority of the Complaints Board said the advertisement employed gendered stereotypes that were sexist and offensive. 
While the Advertiser said: “The basis of truth for our attempt at humour here is that many people find maths a real challenge, regardless of gender,” the majority of the Complaints Board said the product and the placement of the advertisement in the women’s toilets meant the message was targeted at women only. Consequently, the majority said the advertisement was likely to cause serious or widespread offence to women on the grounds of their gender and was not saved by the provision for humour or satire. Therefore, the majority of the Complaints Board also found the advertisement had not been prepared with a due sense of social responsibility to consumers and to society.

In accordance with the majority, the Complaints Board ruled to Uphold the complaint.

[Advertisement to be removed]
Please note this headnote does not form part of the Decision.
COMPLAINTS BOARD Decision
The Chairman directed the Complaints Board to consider the advertisement with reference to Basic Principle 4 and Rule 5 of the Code of Ethics and Basic Principles 3 and 6 of the Code for People in Advertising. The Code of Ethics required the Complaints Board to consider whether the advertisement contained anything which in the light of generally prevailing community standards was likely to cause serious or widespread offence taking into account the context, medium, audience and product (including services) and whether it had been prepared with a due sense of social responsibility to consumers and to society.

Basic Principle 3 of the Code for People in Advertising said advertisements should not portray people in a manner which, taking into account generally prevailing community standards, is reasonably likely to cause serious or widespread offence on a number of grounds including gender. Basic Principle 6 of the same Code said humorous and satirical treatment of people and groups of people is acceptable, provided that, taking into account generally prevailing community standards, the portrayal is not likely to cause serious or widespread offence, hostility, contempt, abuse or ridicule.

The Complainants said the statement that Libra “Absorbs more that you ever did in maths class,” directly insulted women’s intelligence, was demeaning and reinforced a sexist stereotype that women were not proficient at maths.
The Complaints Board noted the Advertiser advised the advertisement was no longer running and would not be used again in the future. However, the Complaints Board was required to deliberate on the complaint before it.
When considering the content of the advertisement, the Complaints Board turned to the response from the Advertiser and noted where it stated: “Our intension when creating this advertisement was to be tongue-in-cheek. It was aimed at appealing to the sense of humour of our target market, which is women aged 18 – 25. It is never our intention to stereotype or denigrate the intelligence of women in our communications. Libra is about living fearless and being whoever you want to be. The basis of truth for our attempt at humour here is that many people find maths a real challenge, regardless of gender.”

The majority of the Complaints Board disagreed. 
While the majority of the Complaints Board acknowledged the Advertiser stated: “The basis of truth for our attempt at humour here is that many people find maths a real challenge, regardless of gender,” it said the product and the placement of the advertisement in the women’s toilets targeted the message at women only. 

It said the advertisement employed gendered stereotypes that were sexist and, as well as being offensive to women generally, the advertisement sent an unhelpful message to young women in particular.

Consequently, the majority of the Complaints Board said the advertisement was likely to cause serious or widespread offence to women on the grounds of their gender and was not saved by the provision for humour or satire provided for in Basic Principle 6 of the Code for People in Advertising. Consequently, it also found the advertisement had not been prepared with a due sense of social responsibility to consumers and to society.

Therefore, the majority of the Complaints Board ruled the advertisement was in breach of Basic Principle 4 and Rule 5 of the Code of Ethics and Basic Principles 3 and 6 of the Code for People in Advertising.
A minority disagreed. It said the Advertiser had used light-hearted humour to highlight the absorbency of the pads rather than ridiculing women and said such an association was unlikely to cause serious or widespread offence to its target market of women aged 18 – 25. Therefore, the minority of the Complaints Board said the advertisement did not reach the threshold to breach Basic Principle 4 or Rule 5 of the Code of Ethics or Basic Principles 3 and 6 of the Code for People in Advertising.
However, in accordance with the majority, the Complaints Board ruled to Uphold the complaint.

Description of Advertisement

The poster advertisement for Libra Invisible sanitary pads promoted the increased absorbency of the sanitary pads.  The advertisement stated, in part: 

“Absorbs way more than you ever did in maths class …Live fearless.”

Complaint from r. williams
I am writing to complain about a current Libra ad. I recently saw a highly offensive, degrading, insulting Libra ad on the wall of a women's toilet in Westfield Riccarton. It said the Libra product would "absorb more than I did in maths class". This is insulting to the intelligence of women everywhere. The ad was briefly discussed by all the women in the room in the queue for the toilet. All the women in the room found the ad offensive. We were of different nationalities, social status, age and education levels. This should show the ASA that the ad offends a large and diverse population of the New Zealand community and should be removed.
On a personal note I am a young engineer who has volunteered my time trying to promote maths and science education to young women via public speaking and offering free maths tuition. This sort of advertisement harms all the good work of volunteers and government funded programs like http://www.futureintech.org.nz/ that aims to promote Science, Technology and Mathematics (STEM) subjects to all New Zealand youths. I was so disappointed to see Libra trying to undo the good work of so many committed people who are trying to promote STEM as a great future for women as well as men.
Please take action to end this harmful, degrading treatment of women via advertisement.

Complaint from p. Walker

The advertiser claims their sanitary product 'absorbs more than you did in Maths class'. I do not appreciate the assumption that females (who are the only purchasers of sanitary products) are not good at Maths. As a former teacher I find this an extremely unhelpful and untrue stereotype.  I find this demeaning and confirming of the viewpoint that women are not good at Maths.
CODE OF ETHICS

Basic Principle 4: All advertisements should be prepared with a due sense of social responsibility to consumers and to society.
Rule 5: Offensiveness - Advertisements should not contain anything which in the light of generally prevailing community standards is likely to cause serious or widespread offence taking into account the context, medium, audience and product (including services).
CODE FOR PEOPLE IN ADVERTISING 

Basic Principle 3. Advertisements should not portray people in a manner which, taking into account generally prevailing community standards, is reasonably likely to cause serious or widespread offence on the grounds of their gender; race; colour; ethnic or national origin; age; cultural, religious, political or ethical belief; sexual orientation; marital status; family status; education; disability; occupational or employment status.

Basic Principle 6 - Humour and satire are natural and accepted features of the relationship between individuals and groups within the community. Humorous and satirical treatment of people and groups of people is acceptable, provided that, taking 
into account generally prevailing community standards, the portrayal is not likely to cause serious or widespread offence, hostility, contempt, abuse or ridicule
Response from Advertiser, asaleo care
We as Asaleo Care, we have a complaint regarding the Libra “Absorbs more that you ever did in maths class” advertisement and are hence providing our response.  . The complaint referrs to the issue of being offensive to girls who are talented at mathematics and implies women are not very intelligent.

 

The advertisement in question depicts a Polaroid photograph displaying an image of a Libra regular invisible pad featuring our new printed absorbency zone product innovation on a table with the tag line “Absorbs more that you did in maths class”.  The image also features a pack shot of Libra invisible 12 regular pads.  Please note, the advertisement only ran on the back of washroom doors.

 

Our intension when creating this advertisement was to be tongue-in-cheek. It was aimed at appealing to the sense of humour of our target market, which is women aged 18 – 25. It is never our intention to stereotype or denigrate the intelligence of women in our communications. Libra is about living fearless and being whoever you want to be. The basis of truth for our attempt at humour here is that many people find maths a real challenge, regardless of gender.

 

Please note the above mentioned advertisement is no longer infield. It was taken down on the 12th Oct 2014.  Further we do not intend to run the advertisement again in the future.

 

If you have any other queries regarding the matter, please do not hesitate to contact me.

Response from media, ADZ UP
The campaign comes down October 15 or thereabouts depending on availability of install staff.  I am not aware of any plans to repeat the campaign. 

The campaign has run for 8 weeks in Cinemas and Malls Nationally and this is only the second adverse complaint I have been made aware of.  I would estimate that over 500,000 female mall and cinema patrons have been exposed to this campaign across our network and I am unsure if it has run in other media.

Previous Libra campaigns have generated more complaints.  

I hope this is of assistance. 
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