
 
 
 

COMPLAINT NUMBER 18/103 

COMPLAINANT E. Duff 

ADVERTISER Asaleo Care Limited 

ADVERTISEMENT Purex, Television 

DATE OF MEETING 24 April 2018 

OUTCOME Not Upheld 

 
 
SUMMARY 
 
The Purex television advertisement shows different images at the Kawerau mill and states “if 
you want to make toilet paper that’s not only soft, but soft on the environment, Kawerau’s a 
pretty good place to do it.” 
 
The Complainant was concerned about the water quality of Tarawera river which they say is 
pristine before reaching the Kawerau mill and dirty and polluted when it leaves the mill 
meaning the environmental claims made in the advertisement were misleading. 
 
The Advertiser said its Kawerau site is required to meet all consent requirements handed 
down by the Regional Council and also voluntarily seeks assessment against the 
Environmental Choice New Zealand’s (ECNZ) standard which applies to its manufacturing 
process.  The standard naturally deals with the discharge of effluent from its paper 
manufacturing facility. 
 
The Board agreed the advertisement was making an environmental claim but said the 
Advertiser had provided sufficient substantiation for the general claim being made in the 
advertisement by demonstrating it had met the Regional Council requirements together with 
the voluntary ECNZ manufacturing standards. 
 
The Complaints Board ruled the advertisement was not likely to deceive or mislead the 
consumer and as such, had been prepared with the due sense of responsibility. Therefore, 
the Complaints Board found that the advertisement was not in breach of Basic Principle 4 or 
Rule 2 of the Code of Ethics. It also found that the environmental claim made in the 
advertisement had been substantiated and, therefore, the advertisement was not in breach of 
Principle 1 or Principle 2 and Guidelines 1(a) or 1(b) of the Code for Environmental Claims. 
 
The Complaints Board ruled the complaint was Not Upheld. 
 
[No further action required] 
 
Please note this headnote does not form part of the Decision. 

 
  
 
 
 
COMPLAINTS BOARD DECISION 
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The Chair directed the Complaints Board to consider the advertisement with reference to Basic 
Principle 4 and Rule 2 of the Code of Ethics and Principles 1 and 2 and Guidelines 1(a) and 
1(b) of the Code for Environmental Claims.  
 
This required the Complaints Board to consider whether the advertisement contained any 
statement or visual presentation or created an overall impression which directly or by 
implication, omission, ambiguity or exaggerated claim is misleading or deceptive, was likely to 
deceive or mislead the consumer, makes false and misleading representation, abuses the 
trust of the consumer or exploits his/her lack of experience or knowledge and if it had been 
prepared with a due sense of social responsibility, generally and in relation to any 
environmental claims. 
 
The Complaints Board were also asked to consider whether any absolute environmental 
claims are assessed on the complete life-cycle of the product and its packaging, taking into 
account any effects on the environment of its manufacture, distribution, use, disposal, etc. 
Examples include: environmentally friendly / safe / kind. 
 
The Chair also directed the Complaints Board to consider whether any qualified claims such 
as "environmentally friendlier/safer/kinder" require an ability to prove a meaningful 
environmental advantage over competitors or a meaningful improvement on a previous 
formulation, components, packaging, method of manufacture or operation and if it had been  
prepared with a due sense of social responsibility, generally and in relation to any 
environmental claims. 
 
The Complaints Board ruled the complaint was Not Upheld. 
 
The Complaint 
The Complainant was concerned about the water quality of Tarawera river which they say is 
pristine before reaching the Kawerau mill and dirty and polluted when it leaves the mill.  
Therefore, they implied the advertisement is misleading to claim its product to be “soft on the 
environment.” 
 
The Advertiser’s Response 
The Advertiser said the Purex TV commercial takes an environmental and local NZ focus 
highlighting the beauty of Kawerau and its unique geothermal capability used to manufacture 
Purex. 
 
The Advertiser said its Kawerau site is required to meet all consent requirements handed 
down by the Regional Council and voluntarily seeks assessment against the Environmental 
Choice New Zealand’s (ECNZ) standard that applies to its manufacturing process.  The 
standard naturally deals with the discharge of effluent from its paper manufacturing facility. 
The Advertiser also confirmed it had successfully met all ECNZ requirements and maintained 
accreditation at Kawerau for more than 14 years. 
 
The Media Response 
The Commercial Approvals Bureau (CAB) confirmed the advertisement had been given a ‘G’ 
general classification and said CAB seeks from advertisers an assurance that all claims, and 
those made by inference, are robust and supportable – as such they defer to the advertiser 
for specific details. 
 
The Complaints Board Discussion. 
The Complaints Board began by discussing the likely consumer takeout of the advertisement.  
It agreed the advertisement was saying consumers should buy the product because it was 
made in New Zealand and was kind to the environment. 
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The Board agreed the advertisement was making an environmental claim with the tagline ‘soft 
on the environment’. The advertisement showed images of a cute dog, sustainable forests, 
geothermal renewable energy and picturesque views “from the tea room”, all of which created 
the overall impression that it is an environmentally friendly product. The Board also observed 
that the advertiser was using a play on words with the product being soft paper.  
 
The Complaints Board said the Advertiser had provided sufficient substantiation to support 
the environmental claim made in the advertisement that the product was ‘soft on the 
environment”.  It accepted confirmation from the Advertiser that the Kawerau site had met all 
the requirements set by the Regional Council as well as the voluntary assessments of the 
Environmental Choice New Zealand (ECNZ).  The Complaints Board confirmed the ECNZ 
was the official New Zealand ecolabelling programme designed to recognise the increasing 
efforts of manufacturers to reduce the environmental impact of their products. 
 
Given the substantiation provided by the Advertiser to support the general claim being made 
in the advertisement, the Complaints Board found that the advertisement was not likely to 
deceive or mislead the consumer and as such, had been prepared with the due sense of 
responsibility. Therefore, the Complaints Board found that the advertisement was not in 
breach of Basic Principle 4 or Rule 2 of the Code of Ethics. It also found that the environmental 
claim made in the advertisement had been substantiated and, therefore, the advertisement 
was not in breach of Principle 1 or Principle 2 and Guidelines 1(a) or 1(b) of the Code for 
Environmental Claims. 
 
Accordingly, the Complaints Board ruled the complaint was Not Upheld. 
  
 
DESCRIPTION OF ADVERTISEMENT 
 
The Purex television advertisement shows different images at the Kawerau paper mill and 
says “Ah Kawerau – it’s a toilet paper makers paradise.  The ground here’s full of steam – so 
Purex use it to help power their factory.  They use sustainable forests – just look at them grow. 
And the view from the tea room’s not bad either.  Yep, if you want to make toilet paper that’s 
not only soft, but soft on the environment, Kawerau’s a pretty good place to do it.  Purex – 
made here in New Zealand for more than sixty years.” 
 
COMPLAINT FROM E. DUFF’ 
The Purex advert talks about the Kawerau paper mill near Rotorua 
It shows pristine water of the Tarawera river before it hits the mill. 
What you don't see is the water coming out of the mill which is disgusting dirty and polluted 
 
CODES OF PRACTICE 
 
ADVERTISING CODE OF ETHICS 
 

Basic Principle 4 All advertisements should be prepared with a due sense of social 
responsibility to consumers and to society. 
 
Rule 2 Truthful Presentation - Advertisements should not contain any statement or 
visual presentation or create an overall impression which directly or by implication, 
omission, ambiguity or exaggerated claim is misleading or deceptive, is likely to 
deceive or mislead the consumer, makes false and misleading representation, abuses 
the trust of the consumer or exploits his/her lack of experience or knowledge. (Obvious 
hyperbole, identifiable as such, is not considered to be misleading). 

 
CODE FOR ENVIRONMENTAL CLAIMS 
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Principle 1 Advertisements making an environmental claim should be prepared with 
a due sense of social responsibility to consumers and to society. 
 
Principle 2 Advertisements making environmental claims should not contain any 
statement or visual presentation or create an overall impression which directly or by 
implication, omission, ambiguity or exaggerated claim is misleading or deceptive or is 
likely to deceive or mislead the consumer. (Obvious hyperbole, identifiable as such, is 
not considered to be misleading) 
 
Guideline 1(a) Absolute environmental claims shall be assessed on the complete life-
cycle of the product and its packaging, taking into account any effects on the 
environment of its manufacture, distribution, use, disposal, etc. Examples include: 
environmentally friendly / safe / kind. 
 
Guideline 1(b) Qualified claims such as "environmentally friendlier/safer/kinder" 
require an ability to prove a meaningful environmental advantage over competitors or 
a meaningful improvement on a previous formulation, components, packaging, method 
of manufacture or operation. 

 
Definitions 
 
“Environment” includes ecosystems and their constituent parts, including people and 
communities; natural and physical resources; and the qualities and characteristics or 
locations, places and areas. 
 
“Environmental claim” means any statement, symbol or graphic that indicates an 
environmental aspect of a service, product, component or packaging and includes references 
to sustainability, recycling, carbon neutrality, energy efficiency, use of natural products or 
impact on animals and the natural environment. 
 
“Environmental impact” means any change to the environment, whether adverse or 
beneficial, wholly or partially resulting from an organisation’s activities or products. 
 
“Life cycle” means consecutive and interlinked stages of a product from raw material 
acquisition or generation of natural resources to final disposal or use, and recycling. 
 
RESPONSE FROM ADVERTISER, ASALEO CARE LIMITED 
 

Contact person for 

advertising complaints 

Sandi Harwood, Corporate Communications Manager 

 

Name and contact at 

creative agency 

Angela Watson, Asaleo Care Account Director, Colenso  

Name and contact at 

media agency 

Abby Parkin, Asaleo Care Account Director PHD  

A basic, neutral 

description of the 

advertisement  

Through the theme – A Toilet Paper Maker’s Paradise – the 

Purex TV commercial takes an environmental and local NZ focus 
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highlighting the beauty of Kawerau and its unique geothermal 

capability used to manufacture Purex. 

The TVC features Rolly along with Purex employee talent from its 

Kawerau factory. 

Date advertisement 

began 

7 May 2017 

Where the 

advertisement appeared 

(all locations e.g. TV, 

Billboard, Newspaper 

Website 

TV, Digital, Purex website 

Is the advertisement still 

accessible – where and 

until when? 

Yes, Purex website www.purex.co.nz 

TV and digital scheduled to recommence July and August 2018 

A copy of digital media 

file(s) of the 

advertisement – if the 

complaint relates to on-

screen graphic, please 

send a broadcast quality 

version. 

Purex Made in Kawerau 30 second can be viewed on the 

following You Tube link 

https://www.youtube.com/watch?v=lEWBM6mQHEM 

 

Who is the product / 

brand target audience? 

Please provide a copy of 

the media schedule. 

Household Shoppers 24 – 35 years old 

Media Schedule as attached 

Pre-vetting Approval 

number if applicable 

 

Clear substantiation on 

claims that are 

challenged by the 

complainant. Please see 

the Guidance Note. 

 

Asaleo Care’s Kawerau site is required to meet all consent 

requirements handed down by the Regional Council.  In addition, 

Asaleo Care voluntarily seeks assessment against the 

Environmental Choice New Zealand’s (ECNZ) standard that 

applies to our manufacturing process.  The standard naturally 

deals with the discharge of effluent from our paper manufacturing 

facility.  We have successfully met all ECNZ requirements and 

maintained our accreditation at Kawerau for more than 14 years. 

https://www.environmentalchoice.org.nz/assets/Specifications/ec-

13-15-sanitary-paper-products-specification.pdf 

 

http://www.purex.co.nz/
https://www.youtube.com/watch?v=lEWBM6mQHEM
https://www.environmentalchoice.org.nz/assets/Specifications/ec-13-15-sanitary-paper-products-specification.pdf
https://www.environmentalchoice.org.nz/assets/Specifications/ec-13-15-sanitary-paper-products-specification.pdf
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The response from the 

advertiser is included in 

the published decision.  

The ASA is not able to 

accept confidential or 

proprietary information.  

Please contact the 

Complaints Manager if 

this is an issue. 

 

For Broadcast 

advertisements: 

 

A copy of the script As attached 

CAB key number and 

rating 

CAB/030/00263, CAB/015/00259 

G rating 

 
RESPONSE FROM MEDIA, COMMERCIAL APPROVALS BUREAU  
 
PUREX TELEVISION ADVERTISEMENT 
COMPLAINT: 18/103   KEY: CAB 030 00263  RATING: G 
 
We have been asked to respond to this complaint under the following codes: 
Code of Ethics – Basic Principle 4, Rule 2; 
Code for Environmental Claims – Principle 1 and 2 and Guideline 1(a) and (b). 
 
CAB approved this Purex commercial on 03/05/18 with a ‘G’ general classification. It has 
played on-air for slightly less than a calendar year. 
 
A complainant has written to claim that the ‘water coming out of the [Kawerau] mill is disgusting 
dirty and polluted’. 
 
With regards to the detail of the complaint, Principle 2 seems to be the most relevant code: 
Advertisements should not create an overall impression, which by implication, is misleading 
or deceptive. 
 
The moot then is whether the footage of the Kawerau river is accurate in terms of its proximity 
to the mill.  
 
CAB seeks from advertisers an assurance that all claims, and those made by inference, are 
robust and supportable – as such we will defer to the advertiser for specific details. 
 
 
 
 

APPEAL INFORMATION 

According to the procedures of the Advertising Standards Complaints Board, all 
decisions are able to be appealed by any party to the complaint. Information on 
our Appeal process is on our website www.asa.co.nz. Appeals must be made in 
writing via email or letter within 14 days of receipt of this decision. 

 


