
 

 

 

Case Report 

 

 

1 Case Number 0486/16 

2 Advertiser Hungry Jack's 

3 Product Food / Beverages 

4 Type of Advertisement / media Internet - Social 
5 Date of Determination 23/11/2016 
6 DETERMINATION Dismissed 
   

   

 

ISSUES RAISED 

 

2.3 - Violence Causes alarm and distress 
 

DESCRIPTION OF THE ADVERTISEMENT 
 

This snapchat advertisement features a young woman talking to her cat. We see a close up of 

the cat when suddenly the image changes to a close up of scary face which is screaming.  We 

then see an image of a Hungry Jack's burger being held up by a cartoon green hand and a 

man's voice says, "scarily good". 
 
 

THE COMPLAINT 

 

A sample of comments which the complainant/s made regarding this advertisement included 

the following: 

 

I object to the advertisement because it was unreasonably shocking and scary. The contrast 

between the puppy/kitten and zombie character was clearly designed to accentuate the shock 

and unnecessarily frighten the audience. I believe it would scare, frighten, shock, and cause 

harm to a person of normal fortitude and given the context was inappropriate. 
 

 

THE ADVERTISER’S RESPONSE 

 

Comments which the advertiser made in response to the complainant/s regarding this 

advertisement include the following: 

 



Snapchat as a medium is about sharing moments and having fun, this advertisement did not 

portray violence or intend to distress viewers. In Australia, users must be over 13 years of 

age to access snapchat. In accepting their terms and conditions the user does not have 

control over the content they receive from the people they subscribe to or to advertisers. 

Advertisers are held accountable for the content they produce by following strict content 

guidelines provided by Snapchat. The content is also audited and approved by Snapchat to 

ensure it follows guidelines before it goes live. 

 

Hungry Jack’s complies with Snap Inc (Snap Chat)s advertising policies both Terms of 

Service and Community Guidelines. The advertisement appeared in the users story or news 

feed. 

 

The advertisement was shot from first person perspective, and captures the girl getting 

spooked by the monster. When the advertisement appeared it was clearly labelled as an 

advertisement and therefore not real. Snapchat is a ‘real time medium’ and perhaps this is 

why it made the content seem ‘scarier’. 
 

 

THE DETERMINATION 

 

The Advertising Standards Board (“Board”) considered whether this advertisement breaches 

Section 2 of the Advertiser Code of Ethics (the “Code”). 

 

The Board noted the complainant’s concerns that the advertisement was overly frightening 

and inappropriate. 

 

The Board viewed the advertisement and noted the advertiser’s response. 

 

The Board considered whether the advertisement was in breach of Section 2.3 of the Code. 

Section 2.3 states: "Advertising or Marketing Communications shall not present or portray 

violence unless it is justifiable in the context of the product or service advertised". 

 

The Board noted that this snapchat advertisement features a young woman talking to her cat 

which is replaced by an image of a scary face and the sound of a scream. 

 

The Board noted that it had recently considered complaints about a similar online 

advertisement (0455/16) for the same advertiser. In this case the Board had noted: 

 

“This television advertisement features two men in a car. Writing on the screen says ‘we 

helped Adam prank his friends for Halloween’.  The car pulls into a drive through and there 

is no-one at the window. They continue to drive and all the lights in the drive-through go out. 

Someone in a frightening Halloween costume in the back seat of the car then sits up and 

touches the passenger on the arm, causing him to scream in alarm. The men are seen laughing 

at the end. 

 

The Board noted that while the monster in the back seat does intentionally scare one of the 

men, this is clearly done as a prank and the man is not being in danger. The Board also noted 

that the man who was being pranked initially screamed but then reacted by laughing and did 

not seem distressed by the incident. 

 



The Board further noted that while the scenes in the advertisement could be frightening, the 

advertisement is clearly described as a Halloween prank and is only accessible online. The 

Board also noticed the advertiser’s response that the advertisement was not targeted towards 

children. 

 

The Board considered that the advertisement did not present or portray violence and 

determined that the advertisement did not breach Section 2.3 of the Code.” 

 

 

The Board noted that the previous advertisement was clearly presented as a Halloween prank, 

however considered in the current advertisement viewers would not be expecting the 

frightening twist. 

 

The Board noted that the audience for Snapchat is people over 13 and as such the current 

advertisement is not directed at children. 

 

The Board noted that the current advertisement is alarming however considered that it was 

supposed to be, and that the humour of the unexpected scare is a well-known theme on 

Snapchat and on the internet. 

 

The Board considered in the context of a short advertisement which would only be seen by 

Snapchat users that the advertisement was not inappropriately alarming and was not likely to 

cause distress to most people who viewed the advertisement. 

 

The Board considered that the advertisement did not present or portray violence and 

determined that the advertisement did not breach Section 2.3 of the Code. 

 

Finding that the advertisement did not breach the Code on any other grounds, the Board 

dismissed the complaint. 
 

 

  

 

  

 

  

 


