
 

 
 

COMPLAINT NUMBER 17/261 

COMPLAINANT I Correal 

ADVERTISER BurgerFuel  

ADVERTISEMENT BurgerFuel, Digital Marketing 

DATE OF MEETING 8 August 2017 

OUTCOME No Grounds to Proceed 

 
 
Advertisement:  The BurgerFuel Smack n Cheese Burger Facebook advertisement ran a 
competition saying “Want to feel like you have earned the same amount of Peso’s that Pablo 
Escobar made in 5 min?  Want to throw money around like a boss, while eating burgers for a 
year?  Well, you can…” 
 
The Chair ruled there were no grounds for the complaint to proceed. 
 
Complainant, I Correal, said:  Using Colombia’s past stereotypes and glorifying the drug 
conflict is irresponsible and offensive to say the least.  
 
The relevant provisions were Code for Advertising Food - Principle 1; Code for People 
in Advertising - Basic Principle 3, Basic Principle 4, Basic Principle 6.  
 
The Chair noted the Complainant’s concern that the advertisement used racial stereotypes 
and references to drug culture which was offensive. 
 
In considering the issue raised by the Complainant about drug culture and racial 
stereotyping, the Chair referred to a precedent decision, 17/154.  That decision considered 
the same advertising campaign series and was Not Upheld by the Complaints Board. 
 
That decision said in part 
 

“…The Complaints Board acknowledged the sincere concerns of the Complainant 
and the offence caused by portraying matters related to drug cartels in Colombia in a 
humourous or light-hearted way to sell burgers. 
 
The majority of the Complaints Board accepted the advertisement intended to parody 
the Narcos television series and not trivialise the damage that the drug culture has 
done in Colombia.  The majority of the Board agreed the placement of the 
advertisement in digital media targeted at the 18-34 age audience likely to recognise 
the parody meant the advertisement did not meet the threshold to cause serious or 
widespread offence. 
 
The Board noted that Basic Principle 6 of the Code for People in Advertising allowed 
for a level of satire within advertising.  In the Complaints Board’s view, the message 
in this advertisement was in bad taste, but its satirical content and the parody on the 
Netflix television series Narcos, would be recognised by the intended audience.  
Therefore, the advertisement did not breach Principle 1 of the Code for Advertising 
Food or Basic Principles 3 and 6 of the Code for People in Advertising….” 
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Turning to the advertisement before her, the Chair said that although the connection with 
Pablo Escobar and a drugs culture was not ideal, it was a fleeting reference that was unlikely 
to cause widespread offence. 
 
The Chair noted the associated competition had finished and the advertisement was no 
longer playing.  
 
Given the precedent decision and limited emphasis given to the Pablo Escobar reference, 
the Chair ruled the advertisement had been prepared with a due sense of social 
responsibility to consumers and there was no apparent breach of the Code for Advertising 
Food or the Code for People in Advertising. 
 
Accordingly, the Chair ruled there were no grounds for the complaint to proceed. 
 
 
Chair’s Ruling: Complaint No Grounds to Proceed  
 


