
 
 
 

COMPLAINT NUMBER 17/144 

COMPLAINANT S Coney 

ADVERTISER Lotto 

ADVERTISEMENT Lotto, Television 

DATE OF MEETING 23 May 2017 

OUTCOME Upheld 

 
 
SUMMARY 
 
Lotto New Zealand’s Mother’s Day television advertisement shows a child asleep on a 
lounge floor in front of a television. A voiceover says: “Isn’t it amazing how your floordrobe 
returns itself to your wardrobe? How dinner just appears on your plate every night? And no 
matter where you fall asleep, you always wake up in bed.” The child is shown being carried 
to bed by his mother and it is revealed that she has done these things for him. The viewer is 
then urged to “Thank mum for the magic this Mother’s Day”.  
 
The Complainant said the advertisement was directed at minors and was concerned that 
children were being encouraged to gamble by buying a Lotto ticket. 
 
The Advertiser said the advertisement was “designed to celebrate the magic of mums and 
their seemingly invisible way of making things ‘magically happen’ for their families”. 
Although the advertisement featured a child, it was aimed at adult New Zealanders - 
prompting them to remember all the things their mothers had done for them. The Advertiser 
said the ‘story’ shown in the advertisement did not feature Lotto products or encourage 
children to play Lotto. 
 
The Advertiser said the advertisement did not appear in any programming “that could be 
deemed to be primarily targeted towards anyone aged under 18”.  
 
The Complaints Board accepted that the advertisement was not screened during children’s 
programming times, and did not directly target children. Therefore, the Complaint was not 
upheld under the Code for Advertising to Children. 
 
However, the Complaints Board agreed that the combination of language which could be 
interpreted as speaking to children and use of present-day images were likely to have 
strong and evident appeal to children. The Complaints Board said gambling advertisements 
are required to observe a high standard of social responsibility and in this instance the 
advertisement was in breach of Guideline 2(a) and Principle 2 of the Code for Advertising 
Gaming and Gambling. 
 
The Complaints Board ruled the complaint was Upheld. 
 
[Advertisement to be removed] 
 
Please note this headnote does not form part of the Decision. 
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COMPLAINTS BOARD DECISION 
 
The Chair directed the Complaints Board to consider the advertisement with reference to the 
Code for Advertising for Children, Principle 1, Guideline 1(j) and the Code for Advertising 
Gaming and Gambling, Principle 1 and Principle 2 Guideline 2(a). These state that 
advertisements should observe a high standard of social responsibility, should not promote 
gambling or gaming, should not be directed at minors or imply that minors shown will 
participate in gaming, and should comply with the laws of New Zealand.  
 
As a preliminary matter, the Chair noted that Principle 1 of the Code for Advertising Gaming 
and Gambling required the advertisements to comply with the laws of New Zealand.  As the 
Complaints Board was not in a position to determine legal compliance, this requirement 
would not be considered. 
 
The Complaints Board ruled the complaint was Upheld under the Code for Advertising 
Gaming and Gambling. 
 
The Complaint 
The Complainant said the advertisement was directed at minors and was concerned that 
children were being encouraged to gamble by buying a Lotto ticket for Mothers’ Day. 
 
The Complainant said the advertisement had screened on TV One at 7.19pm. This was a 
time when children could be watching and could get the idea that gambling was a 
‘desirable’, normal, and ‘a good thing to do for someone you care for’.  
 
The Response 
The Advertiser said the advertisement was promoting the Lotto Triple Dip Mother’s Day 
promotion. It was “designed to celebrate the magic of mums and their seemingly invisible 
way of making things ‘magically happen’ for their families”. Although the advertisement 
featured a child, it was aimed at adults - prompting them to remember all the things their 
mothers had done for them. The Advertiser said the ‘story’ shown in the advertisement did 
not feature Lotto products or encourage children to play Lotto. 
 
The Advertiser said the advertisement did not appear in any programming “that could be 
deemed to be primarily targeted towards anyone aged under 18”.  
 
Prior approval for this advertisement was obtained from the Television Commercial Approval 
Bureau with a GXC (General Except Children) classification. This means the advertisement 
cannot play during programming that is specifically allocated to child viewers. 
 
The Complaints Board Discussion 
The Complaints Board discussed the target audience for the advertisement and noted the 
Advertiser said the target audience was adults – prompting them to remember all the things 
their mothers had done for them.  
 
However, the Board noted that the voiceover appeared to address children, ie: “Isn’t it 
amazing how your floordrobe returns itself to your wardrobe? How dinner just appears on 
your plate every night? The Board said the use of a contemporary setting with children’s toys 
and a child asleep on the floor, placed the advertisement in the present, rather than evoking 
the past. 
 
The Board also discussed the screening times of the advertisement – taking into account the 
CAB’s GXC classification, which meant it couldn’t screen during programming that was 
specifically for children. The Board agreed that the advertisement had not been placed 
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during programmes directed at children and said that in this instance the advertisement was 
not in breach of the Code for Advertising to Children. 
 
The Complaints Board then turned to consider the advertisement under the Code for 
Advertising Gaming and Gambling. The Board agreed that the language and imagery used 
in the advertisement did have a strong and evident appeal to minors. The Board accepted 
that this wasn’t the intent of the Advertiser, however, it meant that the advertisement was in 
breach of Guideline 2(a) of the Code and not socially responsible. 
 
The Complaints Board ruled that the advertisement was in breach of the Code for 
Advertising Gaming and Gambling, Principle 2 and Guideline 2(a). 
 
  
 
DESCRIPTION OF ADVERTISEMENT 
 
Lotto New Zealand’s Mother’s Day television advertisement shows a child asleep on a 
lounge floor in front of a television. A range of everyday tasks such as tidying up, setting the 
table and tucking a child into bed happen as if by magic. A voiceover says: “Isn’t it amazing 
how your floordrobe returns itself to your wardrobe? How dinner just appears on your plate 
every night? And no matter where you fall asleep, you always wake up in bed.” The child is 
shown being carried to bed by his mother and it is revealed that she has done these things 
for him. The viewer is then urged to “Thank mum for the magic this Mother’s Day”.  
 
COMPLAINT FROM S CONEY 
 
I am complaining about a Lotto advertisement for Mothers Day which depicts a child of about 
7-8, able to be easily carried by her mother, showing all the things a mother does for her 
child, like food on the table, cleaning up etc. The toys shown and the child shown are very 
young.  The setting is contemporary showing that this is directed at children now. The viewer 
is then urged to buy a ticket for your mother for mothers day. As far as I can see this is 
contrary to the Code for Gaming and Gambling Principle 1 - comply with laws - in that the 
section 301 of the relevant act puts an age restriction of 18 on gaming and gambling. It is 
also contrary to Principle 2 - a high standard of social responsibility, and in particular, "not be 
directed to minors". When I went onto the Lotto website, I could also see that Mother's Day 
was being promoted for Lotto Powerball Strike.   
 
FURTHER COMPLAINT FROM S CONEY 
 
Further to my complaint on Monday, I would like to add the following. 
 
The advertisement was shown again on TV One at 7.19 pm on Tuesday 2 May 2017. 
 
The advertisement is for Lotto Triple Dip. 
 
My concern is that this is aimed at children. The advertisement shows a contemporary scene 
of a mother caring for her young child and carries the message to give mother a Lotto Triple 
Dip for Mother’s Day. 
 
I am concerned that this conveys the idea that gaming/gambling is something children 
should do. It introduces them to the notion of gambling as desirable – a good thing to do for 
someone you care for. It normalises gambling within the fabric of daily family life.  
 
As I said before this is socially irresponsible if not illegal. Children and gambling should not 
be associated. Even worse to direct the advertising to that demographic and locate it within a 
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social concept – Mother’s Day – which to the community means an opportunity to show your 
gratitude and appreciation of what our mothers do for their families. Usually, this is shown by 
making a meal or taking mother out, the idea that mother may end up with nothing, is 
particularly repugnant and probably not something a child would appreciate. 
 
Please add this to my complaint. 
 
CODE FOR ADVERTISING TO CHILDREN: 
 

Principle 1: Advertisements should be prepared with and observe a high standard of 
social responsibility.  
 

Guideline 1(j): Advertisements to children should not promote gambling or gaming. 

However, the responsible use of sales promotions schemes to children is permitted. 
 
CODE FOR ADVERTISING GAMING AND GAMBLING: 
 

Principle 1: Advertisements should comply with the laws of New Zealand. 
 

Principle 2: Advertisements should observe a high standard of social responsibility. 
 
Guideline 2(a): Advertisements should not be directed at minors, have strong or 
evident appeal to minors, nor portray minors participating in activities in which they 
are under the legal age. Minors may appear in situations in which they would be 
naturally found (e.g. a family meal), provided there is no direct or implied suggestion 
that they will participate in the gaming. 

 
RESPONSE FROM ADVERTISER: LOTTO 
 

A basic, neutral description of the 

advertisement  

Lotto NZ’s 30” Mother’s Day advertisement 

begins with a boy asleep on the floor of the 

lounge in front of the television. Through a 

series of different shots, the advertisement 

goes on to depict a range of everyday tasks 

such as tidying up, setting the table and 

tucking a child into bed happening as if by 

magic. Towards the end of the 

advertisement, the child is shown being 

carried to bed by their mother, revealing that 

she has been behind these tasks. The 

advertisement ends with a frame of the Lotto 

Mother’s Day Triple Dip Promotion prizes 

along with the Lotto and Lotto NZ logos. 

Date advertisement began Sunday 30 April 

Where the advertisement appeared  TV 

Digital placements 

Social media 

Is the advertisement still  The advertisement was available until 
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7.30pm Saturday 13 May 2017. 

Who is the product / brand target audience? Adult New Zealanders aged 24-54 are the 

target audience. 

Pre-vetting Approval number if applicable 70427014 

Clear substantiation on claims that are 

challenged by the complainant.  

Please refer to letter below from Lotto NZ 

Chief Executive, Wayne Pickup. 

A copy of the script Voiceover:  

Isn’t it amazing how your floordrobe returns 

itself to your wardrobe? 

How dinner just appears on your plate every 

night? 

And no matter where you fall asleep, you 

always wake up in bed. 

Thank mum for the magic this Mother’s Day.  

With a Lotto Triple Dip. 

CAB key number and rating LOT-30-101 

Rating – GXC  

 
Thank you for the opportunity to respond to the complaint to the Advertising Standards 
Authority with regards to Lotto NZ’s Mother’s Day promotion advertising.  
 
Following the complaint referred to in your letter, you have requested comments from The 
New Zealand Lotteries Commission (Lotto NZ) in regards to:  
 

 Principle 1 of the Code for Advertising to Children, Guideline (j)  

 Principle 1 of the Code for Advertising Gaming and Gambling, Guideline (a)  

 Principle 2 of the Code for Advertising Gaming and Gambling, Guideline (a)  
 
Lotto NZ believes that our Mother’s Day campaign, ‘The Magic’, complies with the Codes for 
Advertising to Children and Gaming and Gambling. Please find our considered response 
outlined below.  
 
Background  
 
Lotto NZ’s Mother’s Day advertisement was created to promote the Lotto Triple Dip Mother’s 
Day promotion, where 50 extra prizes were available to be won on Saturday 13 May. 
  
The advertisement was designed to celebrate the magic of mums and their seemingly 
invisible ways of making things ‘magically happen’ for their families. The advertisement aims 
to present a warm and genuine reflection of the role of motherhood in day-to-day life, by 
depicting a relationship between a mother and child.  
 



  17/144 

6 

While a child features in the advertisement, in order to show the magic happening, it is 
designed to appeal to adult New Zealanders by prompting them to remember all of the 
amazing things their mother did for them throughout their lives.  
 
Code for Advertising to Children, Principle 1 – Advertisements should be prepared 
with and observe a high standard of social responsibility  
 
Guideline (j): Advertisements should not promote gambling or gaming. However, the 
responsible use of sales promotions schemes to children is permitted.  
 
The advertisement was created as a heart-warming reminder of the little things that mother’s 
do for their children every day, such as tidying up their bedroom, preparing meals, and 
tucking them into bed. It is designed to appeal to adults, who are considering how to thank 
their mum this Mother’s Day and ends with the suggestion of getting mum a Lotto Triple Dip 
for Mother’s Day.  
 
While the advertisement features a child in order to show a mother in action, the story itself 
does not feature Lotto products, depict prizes or winning moments, or encourage minors to 
play.  
 
Code for Advertising Gaming and Gambling, Principle 1 – Advertisements should 
comply with the laws of New Zealand.  
 
Guideline (a): Advertisements should comply with the restriction on the sale of 
various gaming products and particularly age restrictions. The laws of New Zealand 
have various age restrictions for different gambling activities. Attention is drawn to 
the Racing Act 1971, Gaming and Lotteries Act 1997 and Casino Control Act 1990.  
 
All Lotto NZ’s advertising and marketing activities are prepared in compliance with New 
Zealand laws relating to lottery products. There is no age restriction on the sale or purchase 
of Lotto tickets. However, Lotto NZ has developed responsible gaming principles and 
processes to guide the development of our advertising and marketing campaigns, with the 
aim of promoting our products in a socially responsible manner.  
 
Over two million adult New Zealanders play our games every year. All television airtime for 
our advertising is targeted at views aged 25-54 and we ensure our advertising doesn’t 
appear in any programming that could be deemed to be primarily targeted towards anyone 
aged under 18.  
 
Code for Advertising Gaming and Gambling, Principle 2 – Advertisements should 
observe a high standard of social responsibility.  
 
Guideline (a): Advertisements should not be directed at minors, have strong or 
evident appeal to minors, nor portray minors participating in activities in which they 
are under the legal age. Minors may appear in situations in which they would be 
naturally found (e.g. a family meal), provided there is no direct or implied suggestion 
that they will participate in the gaming.  
 
While our Mother’s Day advertisement features a child, it is designed to appeal to adults by 
prompting them to remember all the amazing things their mother did for them throughout 
their childhood.  
 
As a reflection of everyday New Zealand life, the child featured in this advertisement is 
shown in everyday situations within a typical household, including falling asleep in the 
lounge and being carried to bed. The advertisement is set within a standard family home, 
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with typical furnishings and toys, to represent an everyday family that will resonate with 
many New Zealanders.  
 
While the advertisement ends with a prompt for viewers to thank their mum this Mother’s 
Day with a Lotto Triple Dip for our special Mother’s Day draw, the story itself does not 
feature any Lotto products, prizes or winning experiences and the child is not shown 
engaging with any of our games.  
 
In our view, the advertisement has been prepared with a due sense of social responsibility 
and in alignment with New Zealand laws. 
 
We thank you for the opportunity to respond to this complaint. 
 
RESPONSE FROM CAB 

CAB approved this Lotto commercial on 24/04/17 with a GXC classification. 
 
The GXC classification indicates a ‘general except children’ airtime, meaning the commercial 
cannot play during programming that is specifically allocated to child viewers. 
 
The complainant viewed the commercial at or after 8:00pm on TV1, a time and channel that 
is outside the range of children’s programming. It is a longstanding practice that parental 
guidance is recommended for all programming after 7:00pm. 
 
As noted in the complaint, Lotto tickets cannot be sold to anyone under the age of 18 years. 
Guideline 2(a) of the Code for Advertising Gaming and Gambling states that advertisements 
should not be directed at minors, but that minors may be portrayed in settings in which they 
would naturally be found – in this instance, the family home, cared for by an adult mother. 
 
The advertisement is connected to Mother’s Day, not to children, and the average viewer 
understands that few children have the either the funds or motivation to purchase lottery 
tickets – and if they tried to, they would be unable to due to the rules of sale for Lotto 
products. 
 
The advertiser has observed all applicable standards in the preparation of this commercial 
and met their obligation for a high standard of social responsibility. Subsequently, CAB does 
not see grounds for the complaint to be upheld. 
 

 


