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Sex, bondage and horses ad okay, says Ad Standards Board
Complaints against a series of sexual advertisements featuring women with whips, handcuffs and horses have been dismissed by the Advertising Standards Board.

The advertisements, for a horse-racing carnival, considered at the Board’s March meeting, suggest sado-masochistic sex and drew complaints from viewers and readers who took offence.
“The ads were clearly tongue-in-cheek and a bit of fun,” said Advertising Standards Bureau Chief Executive Officer, Mark Jeanes.
“But any sexual references were only implied. The advertiser was being creative in the use of suggestion and innuendo.

A small number of people of viewers were clearly disturbed by the images, said Mr Jeanes, but the broader community was unlikely to take offence at the ads.

The television version of the advertisement features an attractive woman confronting a jockey trackside about the size of his riding crop. As she uncurls a much larger whip and wraps it round her body she says slowly (Crocodile Dundee-style) "That's not a whip - THIS is a whip".
Other print advertisements in the series feature attractive women brandishing handcuffs fashioned from horse shoes and photographs of frightened jockeys confronted by long-legged blonde women wielding whips.
“This campaign shows that sexual references in advertising need not be explicit and offensive to community standards be effective.”
In its determination on the ads, the Board agreed that that advertisement was humorous and that the reference to sado-masochistic sexual activity was “rather playful”.
“The Board members all have a good sense of humour. They do have a laugh and recognise humour as part of advertising where appropriate,” said Mr Jeanes.
Also at its March meeting, the Advertising Standards Board reaffirmed its view that community safety advertising occasionally needs to be hard-hitting to ensure the importance of the message has an impact on the public.

The Board considered complaints about the violence portrayed in a TV advertisement run by the Office of Road Safety in Western Australia, which was promoting the purchase of cars with a high safety rating.

The ad shows a man and his son in a number of scenarios on their way to and from various family and leisure activities, before they are hit side-on by another car at an intersection. The ad states that purchasing a car with a four-star safety rating or higher is likely to increase your chances of surviving a crash.

The Board found that the jolting image and sound of the sudden car accident in the ad was necessary in the context of the message it was conveying 
“The Office of Road Safety said it used more graphic imagery to ensure the message was not lost on the public and in light of such an important road safety issue, the Board found the use of shock tactics was justified and dismissed the complaints,” Mr Jeanes said.

Another ad involving cars which did concern the Board was the promotion by the Barloworld Sydney car dealership of its new Volkswagen model which was capable of “0-100 in just 7.2 seconds”.

The Advertising for Motor Vehicles Voluntary Code of Practice states that ads should not depict unsafe driving, including reckless and menacing driving. 
“In this case, the Board noted that although the ad in question did not depict such driving, the advertised acceleration rate conducted on a public road would likely be considered reckless and dangerous,” Mr Jeanes said.

The Board found the reference to acceleration was in contravention, and against the spirit, of the Code, and upheld the complaints. The Board acknowledged the responsible actions of the dealership in taking the ad off-air as soon as complaints were received.
The only other complaint to be upheld at the March meeting was against a print advertisement for Medibank Private which shows a pre-teen girl using an iron to straighten her frizzy hair, with the tag line, “We can’t stop kids being kids”.

The advertiser said the ad was promoting its health insurance product, was clearly not aimed at children, and was only run in an adult lifestyle magazine. However, the Board found the image depicted a practice which was unsafe and generally regarded by the community as contrary to prevailing health and safety standards.
The Board noted that the advertiser acted responsibly in removing the advertisement from circulation.
A full list of the advertisements considered by the Advertising Standards Board at its March meeting can be viewed on the ASB website: www.adstandards.com.au under ‘Case Reports’. 
Contact: Mark Jeanes, CEO (Interim), 02 6262 9822 or 0414 995 895
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