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15/184

	COMPLAINT NUMBER
	15/184

	COMPLAINANT
	T. Puklowski and E. Holgerus

	ADVERTISER
	Access Solutions

	ADVERTISEMENT
	Access Solutions Billboard

	DATE OF MEETING
	11 May 2015

	OUTCOME
	No Grounds to Proceed


Complaint:  The billboard advertisement for Access Solutions scaffolding hire featured a man on a scissor lift erecting a billboard in segments. The image the man was pasting onto the billboard was of a topless woman. The segment the the man was shown reaching up to place in position was of the woman’s breast. The accompanying text stated: “Access problems?”
Complainant, T. Puklowski, said the advertisement used the image of a woman’s body in an exploitative way to draw attention to an unrelated product.
Duplicate Complainant, E. Holgerus, shared similar concerns adding the advertisement was sexist, degrading and the high visibility of the medium meant children and older people would be exposed to the image.

The relevant provisions were Basic Principle 4 and Rule 5 of the Code of Ethics and Basic Principles 3, 5 and 6 of the Code for People in Advertising.

The Chairman noted the Complainants’ concerns the advertisement was sexist, degrading to, and exploitative of women, had used sex to sell an unrelated product and was socially irresponsible.

The Chairman referred to Basic Principle 6 of the Code for People in Advertising which said: “Humour and satire are natural and accepted features of the relationship between individuals and groups within the community. Humor 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 of widespread offence, hostility, contempt, abuse or ridicule.” 

The Chairman was of the view that the Basic Principle 6 applied to the complaint before her. She said the difficulty the man was shown having while placing the next part of the advertisement, that would obviously be the woman’s breast, coupled with the text “Access problem?” relied on a level of risqué humour and double entendre to provide a contextual link between the man’s plight and the product. 
While the Chairman acknowledged some people may find this type of humour distasteful, it was provided for under Basic Principle 6. Therefore, the Chairman was of the view the advertisement did not reach the threshold to have used sexual appeal to sell an unrelated product.

The Chairman then turned to E. Holgerus’ concerns it was inappropriate to expose children and older people to the image. 

When considering the image and the medium in which it appeared, the Chairman acknowledged the high visibility and indiscriminate reach of billboards as a medium. However, she said the image was not salacious and relied solely on suggestion rather than revealing anything explicit.
Therefore, given the provision for humour, the Chairman was of the view the advertisement did not reach the threshold to be considered sexist, exploitative or degrading to women. She also said the advertisement did not reach the threshold to cause serious or widespread offence to the majority of consumers or breach the requirement for Advertisers to observe a due sense of social responsibility.
In light of these observations, the Chairman ruled there was no apparent breach of the Code of Ethics or the Code for People in Advertising.  

Accordingly, the Chairman ruled that there were no grounds for the complaint to proceed.

Chairman’s Ruling: Complaint No Grounds to Proceed
2

[image: image1.png]