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Addmg value* to advert ing - independence 

^ e r t i s i n g 

istng provokes strong reactions - that's, its job - and sometimes it provokes 
eonr)plaints. People disagree about what's acceptable, and when ads cause controversy 
the ASA is often at the eye of the storm. Some want a lighter touch, others a firmer 
hand, but we value our independence very highly and make.decisions solely on the 
content of the advertising, regardless of the product, service or cause; We have-to strike 
a balance - safeguarding commercial freedom of speech while ensuring that consumers 
aren't misled or offended, or competitors unfairly disadvantaged. The ASA is effective in 
maintaining, high standards - and this report .provides the evidence to back our claim. 
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Setting the standard - self-regulation 
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Protecting consumers 
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Protecting consumers 

In 2000, we handled more than 12,000 
k to get a result. We proactively checked' 

ispotting problems and securing changes fast, 
ugh, we referred bad advertising to the Office 

al action. We also showed our willingness to stand up to big 
Itests, telling advertisers to take down posters that broke the rules and. 

successtuny defending our decisions from legal challenge. We 'fast tracked' more cases 
the Ones that caused the most offence or harm - and published our Standards of 

Service so people know more about how we work. 
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Chairman's report 

The adjudications of the ASA are also subject t o judicial review, 
a process tha t can bring the Author i ty into the Courts. During my 
six years as Chairman, nine applications (out of many thousands of 
investigated complaints) were made for leave t o bring proceedings 
for a judicial review. None succeeded in overturning our decisions 
or exposing problems w i t h our procedures. It was particularly 
satisfactory that the ASA w o n a high profile case involving a 
decision of the Council t o uphold complaints against the advertising 
of Ribena Tooth Kind. 

When cases go t o the Independent Reviewer or t o judicial 
review it is o f ten the w o r k of the staff o f the ASA - n o w called 
'The Executive' - tha t is under closest scrutiny. Of its very nature, 
their w o r k must be rigorous, w i t h the text of adjudications accurate 
and precise. For this, I pay particular tr ibute t o Roger Wisbey, 
Director o f Investigations th roughout my Chairmanship, and to 
his managers for the quality of their w o r k and advice. 

The success of the ASA owes much t o all its staff, at every level. 
I referred last year t o the impending departure of Mat t i Alderson, 
Director General fo r 10 years, t o w h o m the Author i ty is greatly in 
debt. Her successor, Christopher Graham, has made an excellent 
start and, w i t h a career background in the BBC, is wel l equipped to 
lead the Author i ty through the years of technological change and 
media convergence, much faster moving than even six years ago. 

Another senior and long-serving member o f staff w h o left dur ing 
the year was Caroline Crawford, Director of Communicat ions. 
Hers was a most effective voice on radio and television and in the 
wider presentation of the Author i ty t o the industry, press and public. 

David McNair jo ined the Council at the beginning o f the year as 
one of the four members w i t h advertising experience. I was glad to 
establish a good work ing relationship w i th Winston Fletcher, a 
distinguished veteran of the advertising industry w h o became the 
new Chairman of the Advertising Board of Finance (ASBOF). It was 
ASBOF that appointed my successor. Lord Borrie, and it gives me 
very special pleasure to hand over the ASA, after this, my sixth and 
final year as Chairman, t o a fr iend I have k n o w n and valued for 
over 40 years. 

In this valedictory report, my thanks and appreciation go t o my 
PA and Secretary, Charlie Marks, w h o sustained me th rough most 
of my six years as Chairman and helped to make it a thoroughly 
enjoyable a l though demanding t ime. 

We can be proud of the ASA. It is an outstanding - some might 
say, rare - example of successful self-regulation, a model for this 
country and an example to the wor ld , it must be supported by the 
industry that created it and cherished w i t h care. 

Lord Borrie, QC, (below) took over f r om Lord Rodgers as 
ASA Chairman o n 1 January 2 0 0 1 . Here he pays t r ibute 
t o his predecessor. 

I a m honoured t o take over as Chairman of the ASA f rom 
Lord Rodgers, w h o has given such distinguished service t o the 
Author i ty and the self-regulation of non-broadcast advertising 
over the past six years. 

Lord Rodgers introduced many changes t o improve the work ing 
of the ASA, notably public advertisements fo r the appointment of 
new Council members and the establishment of an annual 
conference t o gauge the views of the public towards advertising. 
These are changes I wholeheartedly endorse. 

During his t ime as Chairman, he presided over a number of h igh 
profile and controversial cases, always acting w i t h calm authority 
and stressing the independence o f the ASA - such an important 
element o f the self-regulatory system. 

I a im t o w o r k as hard as he did t o ensure public and industry 
confidence in a system tha t is work ing we l l , but faces many 
challenges. I look fo rward t o giving my o w n report of our progress 
this t ime next year. 
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Free to surf? 
In recent years the number o f Internet Service Providers (ISPs), and 
the range of access packages available t o consumers, have g rown 
rapidly, w i t h the risk of people becoming more and more confused. 

A t the beginning of the year, the ASA received many complaints 
f r o m consumers w h o felt that advertisements offer ing 'Free Internet 
Access' were misleading, because in most cases the user was 
required t o pay either a subscription fee or a call charge for 
the t ime spent online. Initially the ASA Council and CAP's General 
Media Panel agreed that 'free' could be used in advertisements 
so long as one element of the service (e.g. subscription) was free 
and the body copy of the advertisement stated all other charges. 

However, as the year progressed, the ASA cont inued to receive 
complaints and decided that further simplification was needed. 
This took into account the fact that more complex access packages 
were entering the market and the possibility of completely free 
services in the future. The ASA Council took the v iew that 
advertisers should claim 'free' only if consumers were not expected 
to pay anything at all, or were required t o pay only for another 
completely separate i tem, e.g. subscription to a cable television 
service as part of the deal, in wh ich case that requirement should 
be clearly stated. 

More than 100 ISPs w h o had advertised a service in the previous 
year were informed of the ASA's position, as were the relevant trade 
associations and publishers. By providing comprehensive guidelines 
on acceptable and unacceptable claims for Internet packages, the 
ASA helped t o ensure a level playing field for advertisers and greater 
clarity for consumers. 

Can you taste the difference? 
As the appeal of organic food increases, it is becoming more widely 
available as producers and retailers expand their organic ranges. 
Many consumers choose organic because they expect it t o taste 
better and to be kinder to the environment and t o animals. 

Advertisers shouid claim their products are organic only if 
they come f rom farmers, processors or importers w h o fo l low 
the m in imum standards in EU Regulations, are registered w i th 
an approved inspection body and are subject to regular checks. 
The inspection bodies lay d o w n rules about the conditions under 
wh ich organic f o o d is produced, rules that must be at least as 
stringent as the EU regulations. Because the British Codes of 
Advertising and Sales Promotion require advertisers to hold 
evidence for all of their claims, the Codes w o r k wel l to ensure 
that consumers' expectations about organic products are not 
unfairly exploited by advertisers. 

Throughout the year, complaints t o the ASA about the advertising 
of organic foods showed that advertisers need to be careful not 
to exaggerate the benefits to consumers or to the environment 
of buying organic instead of conventional products. We upheld 
complaints against claims that products were 1 0 0 % organic and 
that no chemicals were used in product ion. Neither advertiser could 
substantiate those claims. 

In response t o the g rowth of this market, the Commit tee of 
Advertising Practice is preparing a Help Note to assist advertisers 
in ensuring that their advertisements for organic products adhere 
to the Codes. 
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Se l f- regu la t ion in court 
After a long-running investigation, the ASA upheld complaints 
about advertising for Ribena Tooth Kind, produced by SmithKline 
Beecham (now Glaxo SmithKline). Claims that the product 'does not 
encourage too th decay' and the implication that it actively benefited 
oral health were ruled as misleading, and the company was asked 
t o remove them. After an unsuccessful appeal t o the Independent 
Reviewer, the company sought a judicial review of 
the ASA's decision in the High Court . Following a day's hearing 
in December 2000 , the judge, Mr Justice Hunt, ruled in the ASA's 
favour early in the New Year. His ruling said that the ASA was 
no t only right, bu t 'duty bound ' t o come t o the decision it had 
reached. The judgement was seen as giving a boost t o the 
self-regulation of non-broadcast advertising and t o the ASA's 
procedures. 

In December, another advertiser, Matthias Rath, a t tempted 
to prevent publication o f the ASA's f indings against i t . 
The company also sought a judicial review o f the decision 
by the Independent Reviewer not t o reconsider the Authority's 
original decision, wh i ch to ld the company to w i t h d r a w a 
misleading mail ing for its range of vitamin-based dietary 
supplements. Mr Justice Turner refused the applications. 

Joined-up r e g u l a t i o n at home and abroad 
Throughout 2000, the ASA maintained contact w i t h other regulators 
and relevant bodies t o exchange ideas and share advice. 

We took part in a work ing group set up by the Financial 
Services Author i ty to consider the use of historic performance in 
advertisements selling financial products. We also had discussions 
w i t h the Food Standards Agency about the way f o o d and drink is 
promoted t o children. This ongoing exchange helps t o keep the 
ASA up t o date w i t h issues of concern 

The question of w h a t causes offence in advertising is one that w e 
are constantly grappling w i t h , and in 2000 the ASA joined w i t h the 
Independent Television Commission, the Broadcasting Standards 
Commission and the BBC to commission research into public 
attitudes towards offensive language. The conclusions of the Delete 
Expletives? report showed that opinion about this issue has changed 
little since a similar study published in 1997, a l though terms of racial 
abuse are n o w though t more offensive than previously. The research 
f ound that there was less tolerance o f offensive language in 
advertising than in TV programmes, and that poster advertisements 
were a particular source of concern. 

The ASA keeps in touch w i t h consumer groups, and in 2000 had 
significant input into the publications prepared by the National 
Consumer Council on Models of Self-Regulation and their draft 
guidelines for good practice in self-regulation. Throughout the 
year, individual cases were discussed w i t h the Local Authorit ies 
Co-ordinating Body on Food and Trading Standards (LACGTS) 
and the Medicines Control Agency. 

Video launch 
Consumer Affairs Minister, Dr Kim Howells MP, helped the ASA 
to launch a new video, ASA Investigated, in Apri l . Produced for 
consumer groups, schools, colleges and members o f the public, 
the 15-minute video explains h o w the ASA works t o protect 
consumers' interests. Order forms are available f r om the 
communicat ions team - 020 7580 5555. 

1 W h a t do you th ink? 
Delegates at the ASA's annua 
consumer conference in Belfast. 
2 Fighting decay: claims lor a 
children's soft drink w e n t all 
the way to the High Court . 
3. See for yourself: 
Dr Kim Howells, Minister for 
Consumers and Corporate 
Affairs, launches the ASA's 
new video. 
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Matti A lderson 
Matt i Alderson left the ASA on 31 March after 10 years as Director 
General. She first jo ined the Author i ty in 1974. w h e n it had fewer 
than 10 employees and some typewriters. As a Case Officer, she 
quickly displayed the qualities that made her the respected and 
formidable leader that she became 16 years later. 

Her ability t o bui ld relationships and pay at tent ion to detail, whi le 
keeping abreast o f the bigger picture, helped her t o develop the 
Author i ty in its many areas of activity, including research, 
moni tor ing , events, public and Government relations. By the t ime 
she left, i t was handling more than 12,000 complaints a year in a 
rapidly evolving advertising environment. 

During her t ime at the ASA, Mat t i wo rked w i t h no fewer than 
six editions o f the Codes and, as CAP Secretary, took a major role 
in the last t w o Code Reviews. As Director General, she worked w i t h 
three ASA Chairmen, Lord McGregor of Durris, Sir T imothy Raison 
and Lord Rodgers of Quarry Bank. 

Matt i Alderson made a significant contr ibut ion t o transforming 
the ASA into a highly effective and wel l-known regulatory 
body. She constantly took its message out t o the public and the 
industry, here and overseas. Recognising the importance of the 
Single Market, she encouraged the adopt ion of self-regulation 
on the UK model th rough the European Advertising Standards 
Alliance, of wh i ch the ASA was a founder member and she was 
a Vice-Chairman. She was also quick t o see the potential o f 
onl ine advertising and encouraged the development of the ASA's 
Internet role. 

Independent Rev iewer 
Any organisation making far-reaching and controversial decisions 
needs t o take measures t o ensure that its judgements are fair and 
its credibility maintained. One such measure is an appeals system. 
In the past, appeals against the Authority's decisions were handled 
by the Chairman, but in our last Annual Report, Lord Rodgers 
reported that Sir John Caines had been appointed in April 1999 to 
be the first Independent Reviewer of ASA Adjudications. He is fully 
detached f rom the day-to-day process by which complaints are 
investigated and judged and located away f rom the ASA's offices. 

A review procedure was developed and included in the 
t en th edi t ion o f the CAP Codes. Requests f r o m advertisers or 
compla inants for a review of a decision by the ASA wi l l be accepted 
by the Independent Reviewer only if they meet one of t w o criteria. 
These are: that they provide addit ional, relevant evidence, which 
was available at the t ime the advertisement appeared, or can 
demonstrate the existence o f a substantial f l aw in the adjudication. 

The precise terms and conditions of the review process can be 
read in ful l at section 68.36 of the British Codes of Advertising 
and Sales Promotion. This can be viewed at the ASA or CAP 
websites - www.asa.org.uk, or www.cap.org.uk 

The Independent Reviewer has the advice o f t w o Assessors, the 
Chairmen of the Advertising Standards Board of Finance and of 
the ASA. If he does not consider that a request meets either o f the 
t w o criteria specified in the Codes, he wi l l dismiss it. If he accepts 
a request, he wi l l then carry out an investigation. He reports the 
results of that investigation t o the ASA Council, which then 
reconsiders its original adjudication and decides whether or not 
t o change it in any way. The decision of the Council after such a 
process is f inal . 

Since he started work in Apri l 1999, the Independent Reviewer 
has received 107 letters of request. He accepted only 36 of these 
as meeting the criteria and merit ing reference back t o the Council. 
Of those 36, four resulted in the adjudication being overturned, 
10 resulted in changes to the word ing of the adjudication and five 
resulted in a decision that the ASA should re-open the case. The 
remaining 17 resulted in no change t o the original adjudication. 

2 3 

http://www.asa.org.uk
http://www.cap.org.uk
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Top 10 compla in ts in 2000 
Jin luelPkUll 

\ Yws Saint Laurent Beaute Ltd 948 Upheld 
?. Npower 219 Nut justified 
3 f Wda FaberoMld 217 Not iijphela 

A ni l Group Lid 175 Upheld 
5 Benetton (UlO Ltd 144 Not upheld 
6 Mar is & SfjerlQer p l i ; 124 Not justified 

V HwHitng'cton Life Sciences Ltd 93 Not upheld 

B' Keep the .Clause 88 Nat |ustiTied 
a ConrJe Mast PutoljcatKJni Ltd 84 Not upheld 
10 Gossard {Uk> Lid 76 Upheld 
Tola! 2.168 

Compla ints f igures 
MOO 

Co»i|i*rm Alhwlisementi 
nltod 

ftroudhl lorwaid 937 677 

ftecewed in year 12.362 8.45? 
Total considered 13.199 9.134 

Upheld 2,439 756 
Not upheld 1,113 275 
Resolved informally mi 

Total Invest igated 4,313 
No case 'to answer 2.939 2.934 
Withdrawn 1.427 1,425 
Outside remit 1.5G0 1.455 
Not Justified l.iTJB 527 
t o t a l n o t Invest igated 7,572 6.381 
Mail order 164 164 

Database 340 340 
Total d i rect marke t ing '504 504 
Total resolved 12.389 8i&47 
Ou ts t and ing a t year e n d 810 587 

3 El ida Faberge L td 
217 complaints - not upheld 
People objected tha t this poster 
advert isement for a shampoo was 
sexist and offensive. The ASA 
noted tha t a l though the poster 
m igh t o f fend in certain locations, 
it was unlikely to cause serious or 
widespread of fence, accepting 
tha t the poster showed a light-
hearted, humorous s i tuat ion. 

HPS HAIR | 
CO 1 I.! 
LONG. > 'OU'LL 
FORGET YOUR 
NATURAL ONE 
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Compet i tor compla ints 
In 2000 the ASA resolved 1,127 complaints made by competitors, 
relating t o 1,080 advertisements. Of these, 326 ads were f ound to 
break the Codes. 

Complaints by sector 
Advertisements f o r leisure-related products and services again 
accounted for the highest number of complaints - closely fo l lowed 
by ads for health and beauty products. However, the big increase 
in this sector was accounted for by the 948 complaints about the 
Op ium perfume advertisement and 217 complaints for the Organics 
shampoo ad. 

The increase in complaints about computer and telecommunications 
advertising seems t o reflect an intensely competit ive market, in which 
advertisers sometimes pushed their claims t o o far in order t o gain 
a competit ive advantage. However, the increase was partially 
accounted for by the 175 complaints about the four th most 
complained about advertisement of the year. 

The number of complaints about advertising by utilities companies 
also showed a big rise. However, if the 219 complaints on the 
grounds of offence concerning the second most complained 
about ad are discounted, this sector showed a net fall in the 
number o f complaints dur ing 2000. 

Cam p la ints resolved by sector 
3000 

Leisure 2,118 

Health anil beauty .2,055 
Computers and telecommunications l i s i a 
Publishing 645 

hnanoal 590 
Clothing B77 
Holidays and travel •577 
Mc|d ring 533 
Household 506 
NoiKcinimfn-ri i m 
Not specified 428 
Ernptoyrnejil 3B9 
Business 379 

...lilies 357. 
Food and drink 238 
(total) 272 
LleoriLdl appliances 179 
Alcohol \W 

Property 152 
fcduczitxn 72 
Industrial and engineering 47 

Tobacco. 32 
Agricultural 31 
Total 12,389 

M A i i n i i 

hallelujah! 
Introducing new sizing for teal women. 

rritrri-riVriftf-

6 Marks & Spencer p k 
124 complaints - not justified 
People objected t o this 
poster advertisement, which 
introduced ' new sizing fo r real 
w o m e n ' . Mos t complainants 
disliked the nudi ty wh i l e 
others f o u n d t he use of 
"ha l l e lu j ah " blasphemous. 
The ASA considered that 
the advert isement was 
unlikely t o cause serious or 
widespread offence. 

HiiTtrigdon 
I 1 fc>- Vr'Mflf l_J.it. JL Cin^i 

EBB 

www.huntingdon.com 

7 Hunt ingdon Life 
Sciences Ltd 
93 complaints - not upheld 
Members of the public and 
animal wel fare organisations 
made a number o f objections 
t o a one-off regional press 
advert isement, arguing that 
the claims made in it were 
misleading. A f te r examining 
the evidence, the Author i t y 
was satisfied that the claims 
could be substantiated and 
rejected all of the complaints . 

http://l_J.it
http://www.huntingdon.com
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Compla ints resolved by med i a t ype 
7000 

Poster 2.695 

fiancinal press 2,216 
Direct mali 2.059 
Maoanne 1,210 
fl__9iorral press i 371 
Media not specified 362 
Lfirfftet 506 
Internet 500 
Brochure 289 
Press general ?r>2 
Dlnxtory 184 
Catalogue m 
Point of sale 
Circular 95 
Packaging 93 
Arnhienl 
Etectnrik 56 
Facsimile 55 
Transport 5B 

Insert 47 
Mailing 37 

Cinema IS 

Computer games 1 
Video 0 

Sources of compla in ts 

a 9 1 % public 

b 9 % industry 

A r eas of compla in ts inves t iga ted by Code sec t ion 

Legality - 19 

Decency - 465 

Honesty - 189 

Truthfulness - 1648 

Substantiat ion - 990 

Comparisons - 145 

Denigrat ion - 39 

Exploitation - 17 

Imitat ion - 2 
The above table shows the number of times that key sections of the Bnli$h CodWOi AAwtii_n<) 
and Sale* Promotion were used to investigate advertisements Some cases were considered 
under multiple Code sections, eg substantiation and truthfulness. When this occurred, 
these advertisements were then counted inmotr- l lvm one lection. 

Copies o f all adjudications 
are available on the ASA 
website - www.asa .org .uk -
or by contact ing the Author i ty 's 
communicat ions team. 

10 Gossard (UK) Ltd 
76 Complaints - upheld 
Compla inants f o u n d a series 
of three poster advertisements 
for women ' s underwear 
offensive and t o o sexually 
explicit for the m e d i u m . 
The ASA agreed that t w o of 
the posters were t o o explicit 
as posters and were likely t o 
cause serious or widespread 
offence, and ordered that they 
be removed B r i n g h i m t o hps 

http://www.asa.org.uk
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The ult imate sanct ion 
When the Compliance team encounters problematic advertising, 
it usually persuades advertisers that it is in everyone's interest to 
br ing their advertising into line w i t h the Codes. However, t w o 
companies refused t o co-operate in 2 0 0 0 and both were referred 
to the Director General of Fair Trading under the Control of 
Misleading Advertisements Regulations. 

Clockwork Orange Ltd advertised a product called Fuel Cat, which 
it claimed could enable leaded petrol engines t o run on unleaded 
petrol. However, the company was unable to prove this claim. 
The ASA asked for an assurance that the claim w o u l d not appear 
again, bu t the advertisers ignored this request and continued to 
place misleading advertising. The ASA asked the Office of Fair 
Trading t o take action and the advertisers subsequently gave an 
undertaking t o the OFT that the misleading advertising w o u l d stop. 

The second company, Magno-Pulse Ltd, also k n o w n as Cromhall 
Farm and Magnetic Healthcare Products, claimed their magnetic 
devices could provide health benefits but could not prove it. 
The ASA tried to persuade the company to stop placing misleading 
advertisements but eventually had no choice but to ask the OFT 
to act. 

Throughout 2000, the ASA has f o u n d that the threat of referral 
to the OFT has been extremely effective in ensuring co-operation 
f rom previously intransigent advertisers. During the year, 
18 companies were identified as persistent offenders and were 
asked for assurances that demonstrated their commi tment to the 
self-regulatory system - usually that their advertising wou ld be 
checked w i t h the CAP Copy Advice team before it appeared. All of 
these companies, except for Clockwork Oraj J f l j^B^ Magno-Pulse, 
realised this was their final chance and ifiM^Hra m i r record. 

Positive steps 
During the year, the Compliance team took action t o ensure that 
advertising in specific sectors or product areas was in line w i t h 
the Codes. The Team looked at the fo l lowing; 

• 'No call ou t charge' 
The claim 'no call out charge' in advertisements for plumbers, 
electricians or other tradesmen can be misleading because some 
tradesmen of ten make a charge for a diagnosis of the problem. 
In 2000, the ASA's Compliance team wrote t o several advertisers, 
relevant trade associations and publishers, explaining the ASA's 
posit ion: if the claim appears in an advertisement, consumers should 
only pay fo r any remedial w o r k actually undertaken, not for t ime 
travelling t o and f r om the job, or for a diagnosis of the problem. 

• Advertising in children's magazines 
A survey of advertisements aimed at 3-19 year-oids was carried 
out in 2000 , w i t h an assessment of 180 advertisements f r om a 
random sample of 20 magazines. Just one of these was judged 
to breach the Codes. Most o f the advertisements were aimed 
at teenagers and the majority of those ads surveyed were 
promot ing websites. 

• Pest repellents 
Throughout the year the ASA continued t o moni tor advertisements 
for pest repellents. The team contacted companies in the market 
to advise them that the ASA had not seen sufficient evidence t o 
show that these devices could safely deter animals w i th in a specific 
distance. Publishers were advised t o contact the CAP Copy Advice 
team before accepting advertisements for products o f this type, 
By taking these steps, the ASA aims to prevent potential buyers 
being misled by claims that do not stand up to scrutiny. 

• Laser hair removal 
Advertisers of Laser and Intense Pulsed Light System (IPLS) hair 
removal devices w o u l d like you t o believe they offer permanent 
and painless removal of hair. The t ru th is that neither the ASA nor 
CAP have, as yet, seen sufficient evidence of this. It is acceptable 
for advertisers t o claim that certain specified products permanently 
reduce hair, bu t they should not suggest that the hair wi l l disappear 
completely. Over the last year the Compliance team has contacted 
22 advertisers and several publications w i t h this advice. It plans to 
keep a close eye on this area throughout 2001 as new products 
and more advanced techniques appear on the market. 

• Dentists 
One of the roles of the Compliance team is t o take proactive 
measures when an upheld complaint adjudication against a specific 
advertiser has an effect on an entire sector's advertising. When the 
ASA decided that t w o dentists should not advertise themselves as 
'Dr', because this implied they were medical practitioners, the team 
asked dentistry trade bodies to inform their members of 
the ruling and contacted local directories to ask for their help in 
enforcing the adjudication. 
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ASA Council members 

06 Lizzie Marsden 
Lizzie Marsden is the Head of King Alfred School in Hampstead, 
London, where she teaches English 'A' level. Middle School English 
and also manages to rotate t ime as a Class Teacher in the primary 
section o f the school. Her responsibilities include the pastoral 
welfare o f 500 students (aged 4-18), and the development 
and training of some 90 members of staff. She is also a Head 
Masters' Conference (HMC) Inspector. Appo in ted t o ASA Council 
in January 1998. 

07 Peter Mitchell 
Peter Mitchell is a Director of Capital Radio pic and Chairman of 
Mounta in V iew Group Ltd., a communicat ions company. He retired 
f rom Guinness pic in 1997 where he was Director of Strategic 
Affairs. Appo in ted t o ASA Council in June 1995. 

08 Martyn Percy 
Reverend Canon Dr Mar tyn Percy is Director o f the Lincoln 
Theological Institute at the University of Sheffield. Since his 
ordination in 1990, Dr Percy has occupied academic posts 
at Christ's and Sidney Sussex Colleges, Cambridge. He has 
worked as Academic Advisor on the Spirit Zone project in the 
Mi l lennium Dome and presently sits on the Church of England's 
Faith and Order Advisory Group as wel l as on numerous other 
academic and religious committees. Appo in ted t o ASA Council 
in September 1999. 

09 Harry Rich 
Harry Rich is Business Director at the Design Council . His 
background is as an entrepreneur, principally in industrial electrical 
distribution and retailing, in the Midlands and London. He trained 
as a solicitor, has been active in a variety o f voluntary organisations 
and is a Trustee of the Jewish Aids Trust. Appointed to ASA Council 
in January 1997. 

10 Len Sanderson 
Len Sanderson is Managing Director of Sales at the Telegraph 
Group Limited and is a member of its main Board. He is also a 
Non-Executive Director of Flying Brands pic. Appointed to 
ASA Council in June 1994. 

11 Pauline Thomas 
Pauline Thomas is a wr i ter and business consultant specialising 
in the market ing of professional service f irms, and is a Magistrate 
in Central London. She has worked in management roles for a 
number o f companies, including Grant Thornton, Lovell Whi te v 
Durrant and British Petroleum. She is a Non-executive Director of 
St. Mary's Hospital, Paddington, and Chairman of the hospital's 
Equal Opportunities Group. Her first novel was published in 1997. 
Appo in ted t o Council in June 1998. 

12 Norman Tutt 
Norman Tutt is Executive Director of Housing and Social Services 
(London Borough of Ealing). He was Principal Social Work 
Services Officer at the DHSS until 1979 w h e n he became 
Professor o f Appl ied Social Studies at the University o f Lancaster. 
From 1988-1992 he was Director of Social Services at Leeds 
City Council and f r om 1992-1999 Director of Social Information 
Systems. Appo in ted t o ASA Council in January 1996. 

13 Diane Yeo 
Diane Yeo is Chief Executive o f Sargent Cancer Care for Children. 
She began her career in BBC Radio. After work ing for several 
children's charities she became the first Director of the Institute of 
Charity Fundraising Managers and then a Charity Commissioner. 
Appointed t o ASA Council in June 1997. 

Directors 
01 Chr istopher Graham, Director General 
02 Tony Butler, Deputy Director General and CAP Secretary 
03 Roger Wisbey, Director of Investigations 
04 Phil Griffiths, Director of Finance and Support Services 
05 Guy Parker, Director of Advertising Practice and 

CAP Assistant Secretary 



http://vWwv.dSri.arg.uk


e DETR has t A s a result of submissions made in 1999; the DETR has published. 
Its new Green Ciaims Code, and fo l l owed CAP advice not t o extend 
It l o cover aoVertiS^g since the Green Claims' Code was writte'n 
mainly w i t h packaging and labelling in mind . Discussions have been 
held w i t h DETR about-research into young peoples att i tudes t o Car 
advertising and the extent to wh ich they in te jpre l h and acl upon, 
int imations o f speed; From a presentation given by DETR, it was 

iiderable further research was needed before any 
drawn about the-relationship between car 

l i a h d speed, and in particular discerning 
wh i ch could be l inked t o car chases 

• • 

ndards Agency has suggested that 
p romot ion o f foods l o children, 
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need for sur,h a code of practice: A l though 
.about advertising will come to the FSA f rom 
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and: of; complaints under these 

in 2000 was the publication on 
r s Wh i te Paper 'A New Future 

ASA had made submissions 

•AE'.CJI* unmii report 2W)0 

CAP is concerned t o ensure that advertisers comply immediately 
w u h The adjudications o f the ASA Where advertisers d o not, 
CAP sends 'Ad Alerts' to the newspaper and magazine industry, 

.among others,.requesting'that copy advice is obtained before 
furt l ier advertising space is provided to those companies. A review 
of the-system will be presented, and any proposed changes 
implemented, early In 2001.1 a m grateful.for the work undertaken 
by staff in the Copy Advice t eam; Much .o f the exceUent advice tiiat 
is give 

ited changes 
l ime t o time'.be 

is not dear h o w the ASA may adjudicate, a n d the t w o sides took 
different views over a high-profile advertisement by BarnardbV' 
TheASA adjudicatjon. the final arbitrat ion under the Codes-
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on:the Internet, CAP launched to the industry a 
, aefmark. on 24 October 2000 (see next page) 
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SO that they Can provide advice f r om their great 
uch quicker I anticipate i ha t 'we shall all h ^ e a busy 

i rme i r i ine-flays aneao. 
I krtuw CAP wi l l have a cont inu ing jnvotyement w ' l h Government, 

and particularly o i the international scene, w i t h all |he interesi 
that is being shown by the EC in.self-reguiatory and co-regulatory 
systems. Finally, therefore, may I thank Ihestaf f in Torrington Place 
and the members o f all CAP committees fo r their hard work , and 
I took fo rwa rd to an effective and productive year ahead: 
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Following Ihe launch 10 the trade. 15 companies have 50 far agreed 
to become founder mernhetsof admark.-CAP w o u l d like to thank: 
Rb;ai Mail. 24/7 Eujope, Engage; .Yellow Pages, the Inspiration 
Group; Nestle; Nickelodeon; Nat West; IBM; BT E-Telegraph: 
Guardian Unl imited; Associated New Media; Unilever and 
Sajnsbury s fo r commi t t i ng themselves'e'arty o n . 

A trade advertising campaign, making use of donated ' space, 
•shoulrj help to. boost membership m the coming year, and the 
scheme will-be launched to consumers in Spring 2 0 0 1 . 

The Panels 
CAP mns t w o standing panels 
interpret the Codes, both m mt 
The panels are composed o f ex 
associations,, w r th one. ASA Cos 
.and •very useful scrutiny of a rai 

Genera l Med ia Panel 
In 2000 the Gen 

U i a i r m a n : t i l is Watson -
Peter Batchelo'r - Brann 
Philip Cincus - Institute of Sales Promotion 
Mark Dugdale - Dial Home Shopping 
Colin Pricker - Direct Market ing Associatfor 
Lesley G o o d w i n - Readef s .Union 
David Payne - Payne Stracey 
Sue Short - institute of Sales Prod. 
Mrke-Slipoer - Van deh Bergh Fori 
Paul Wh i i e ing - ICSTIS 
Jo Wnyte - Direct Market ing Assoi 
Pauline Thomas - ASA Council 

From t ime to-time, CAP produces guidance t.o Ihe industr 
areas that seem to becaus ing confusion or particular prOL._ 
Help Notes take into account the nature of complaints f r om 
consumers and ASA decisions, and CAP seeks Lhe views of trade 
Lxrdies.anci other interested parties before publ icat ion. During 20DTJ 
t w o new Help No^es were produced.and one was updated. 

Far to go? 
Over the past f ew years, "the ASA has.upheld a number, of' 
complaints againstalr i ine company advertisements for f l ights ' that 
•specified departUfe-andftr i r iWinat ion cities, but omit ted the name 
of the airport . Some travellers felt misled because, cm arrival, they, 
still had a long journey f rom the airport to their destination, 

Because those cities were served by more than one'airport, the 
ASA ruled lhat the advertisements could indeed mislead. As a result, 
in May. 2000 , CAP issued a Help Note o n Travel Advertisements, 
wh ich 'updated the existing Help-Note o n the Indication of Flight 
and Cruise Prices, .to provide.guidance o n this issue. Tine guidance 
.applies.to.advertisements for f l ighis purchased direct^ f rom airlines. 

ii j ie ueunnure miuyui utrsiiikjuun.uiy rswiveu uv niui.e uktii uue 
airport, advertisements should state the airport name e g flighis t o 
or f r om London should be qualified to refer t o Heathrow, Gatwick, 
Stansied, Luton or City. Qualif ication is not needed if the departure: 
and/or destination cities are served by only one airport 'and that 
airport is in or close to the city, it is also unnecessary if the departure 
arid/br destlnation cities are served by more Irian one airport bu t 

risers have consumers are given a same-price choice between t h e m 
a n be The ASAs rulings and the guidance piovi.ded in the'Help Note. 

have brought greater clarity m advertisements, which is-good news 

Brookes - Newspaper Publishers Association 
S - CIA Medianetwark International Ltd 

r - Cinema Adver t ing 'Assoc ia t ion 
Insight. 

da FnenrJly S 

o f sale 
t o prowije teiunos o n books <n view ot the lact that they i 
cop ied .The Panel also played a major role in producing ihe LAP 
Help Mote o n Promotions vvith Prizes, which was published in Apri l . it-prsce fl ights t o 
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GAP members Advertising Association 

Advertising Clearafl.Qe.'Cgntre 

Cinema Advertising Association 

Direct Market ing Association 

Direct Selling Association 

incorporated Society o f British Advertisers 

Internet Advertising Bureau (\JK & Treland) 

institute o f fta'rationeis in-Advertising 

institute of Sales Promotion 

Mail Order Traders' Association 

Newspaper Publishers' Aswda t ton 

Newspaper Society 

Outdoor Advertising Association 

Periodica! Publishers' Association 

ftupnetary Association o f Great Britain' 

Radio Advertising.Clearance Centre 

Royal Mail 

Scottish Daily Newspaper Society 

Scottish Newspaper Publishers' Association 

Commlt teecr f A n ^ r t i s i n g Practice 

CAR Copy Adwce 





ASA A n . j d l report 20CO 
financial recon 

Year t o 31 D e c e m b e r 1999 
Last year's financial statement predicted an excess o f income 
over expenditure of £20,456 and anticipated a post-tax prof i t of 
approximately £250. Audi ted figures for 1999 conf irmed actual 
income of £3,738,548 and expenditure of £3,718,092: the profit 
before tax was £20,456, as reported, and the profit after tax 
was £233. Details of expenditure for 1999 are shown on the 
facing page. 

Year to 31 December 2000 
Audited income and expenditure figures for 2000 are given be low 
and on the facing page: these figures are reflected in the finalised 
accounts that were adopted by the Council of the Author i ty at its 
Annual General Meet ing on 6 April 2 0 0 1 . 

Income 
Compared w i t h 1999, income received f rom the Advertising 
Standards Board of Finance Ltd rose by £399,258 ( 1 0 . 8 3 % ) t o 
£4,086,207. Interest received rose by £15,000 and produced 
additional income of £66,599. The total income fo r 2000 was 
£4,152,806 - up 1 1 . 0 8 % on 1999. 

Expenditure 
The budget agreed for 2000 was £4,166m and represented an 
increase o f £448,000 ( 1 2 % ) over the actual costs incurred in 
1999. A significant increase in staff costs of £176,500 ( 8 . 6 % ) 
was budgeted and t w o major research projects were al lowed for: 
other budgeted items were in line w i t h the costs incurred in 1999. 
Actual expenditure for the year was £4,128,824. 

Legal fees exceeded the budget by £56,000 and this represented 
an increase of some 7 7 % on the legal costs incurred in 1999. 
The high legal costs were due largely to a Judicial Review in the 
last quarter o f the year and its outcome not being known at the 
end of the year. In the event, the Author i ty w o n and costs were 
awarded in its favour: these w i l l be credited to 2 0 0 1 . Staff costs 
exceeded budget by some £35,000 the majority of wh ich was due 
to recruitment costs fo l lowing the loss o f a number of key staff in 
the communicat ions area. However, the loss o f key staff in this area 
meant that a number of projects were cancelled or deferred and 
the major research tasks were not undertaken. The increased size 
of the Month ly Report meant that product ion and postage costs 
exceeded budget and higher than anticipated staff turnover resulted 
in increased training costs. Expenditure in other categories was 
close to that budgeted. 

Profit/loss 
The prof i t before tax was £23,982: the profit after tax refund 
was £29,727. 
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Team mandge's 

Team managers The ASA Council and CAP are served by an Executive of 69 people 
w h o carry out the day to day running of the office: 

Head of Strategic Affairs 
01 Grahame Fowler 

Operat ions Managers 
02 Jenny Graves 
03 Britta Griffiths 

Invest igat ions Managers 
0 4 Russell Gordon 
05 Joanne Poots 
06 Niamh McGuinness 
07 Claire Serle 

C o m p l i a n c e Manage r 
0 8 Ailsa Chater 

Information Manager 
09 Linda Wheeler 

CAP C o p y Adv ice Manager 
10 Ayesha Labrom 

Systems Manager 
11 Colin Hayward 

Head of Communicat ions 
12 Gary Ward 

Office M a n a g e r 
13 Richard Aubigne 






