
 
 
 

COMPLAINT NUMBER 18/131 

COMPLAINANT C. Parker 

ADVERTISER Keep New Zealand Beautiful  

ADVERTISEMENT Keep New Zealand Beautiful, 
Facebook and Bus Shelter  

DATE OF MEETING 22 May 2018 

OUTCOME Not Upheld 

 
SUMMARY 
 
The digital advertisement for Keep New Zealand Beautiful was a short video on Facebook 
which featured a “Mama Nature” character played by actor and comedian Dave Fane shown 
in a floral dress with a wig and foliage hair piece. Mama Nature is shown reclining on a park 
bench and a man is showing putting rubbish in a bin, to which Mama Nature says “Beautiful.” 
The advertisement featured the Keep New Zealand Beautiful Logo.  
 
The bus stop advertisement for Keep New Zealand Beautiful featured a static image of the 
Mama Nature character lying on their side covered in butterflies with the statement: “Mama 
Nature says KEEP NZ BE-YOO-DIFUL.” 
 
The Complainant said the advertisement was offensive because it made fun of transgender 
people and reinforced negative stereotypes. 
 
The Advertiser said Mama Nature is not a transgender character and the Mama Nature 
campaign and advertisements were developed to portray an anti-litter message in a positive 
and humorous way. The Advertiser said there was no intention to cause offence in any way 
to the transgender, or any community. 
 
The majority of the Complaints Board said there was nothing in the advertisements which 
drew any reference to the specific gender identity of Mama Nature and there was no 
comment on transgender people. The majority said a man dressed as a woman in order to 
portray a Mother Nature character and promote a social responsibility message about 
reducing littering in New Zealand, did not reach the threshold to be considered to negatively 
stereotype transgender people or cause serious or widespread offence. The majority of the 
Complaints Board ruled the advertisements were not in breach of Basic Principle 4, Rule 4, 
Rule 5 and Rule 11 of the Code of Ethics and Basic Principle 3, Basic Principle 4 and Basic 
Principle 6 of the Code for People in Advertising. 
 
A minority disagreed and said the advertisements were likely to cause serious offence to 
transgender people and that community standards where shifting away from humourous 
depictions of people dressed as the opposite gender. 
 
In accordance with the majority the Complaints Board ruled the complaint was Not Upheld. 
 
[No further action required] 
 
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 advertisements with reference to 
Basic Principle 4, Rule 4, Rule 5 and Rule 11 of the Code of Ethics and Basic Principle 3, 
Basic Principle 4 and Basic Principle 6 of the Code for People in Advertising. 
 
Basic Principle 4 required the Complaints Board to consider whether the advertisements had 
been prepared with a due sense of social responsibility to consumers and to society. 
 
Rule 4 Decency required the Complaints Board consider whether the advertisements 
contained anything which clearly offends against generally prevailing community standards 
taking into account the context, medium, audience and product (including services). Rule 5 
Offensiveness required the Complaints Board to consider whether the advertisement was 
likely to cause serious or widespread.  
 
Rule 11 Advocacy Advertising says that expression of opinion in advocacy advertising is an 
essential and desirable part of the functioning of a democratic society. Therefore such 
opinions may be robust. However, opinion should be clearly distinguishable from factual 
information. The identity of an advertiser in matters of public interest or political issue should 
be clear. 
 
Basic Principle 3 of the Code for People in Advertising required the Complaints Board to 
consider whether the advertisements portrayed people in a manner which, taking into 
account generally prevailing community standards, is reasonably likely to cause serious or 
widespread offence on the grounds of their gender; race; colour; ethnic or national origin; 
age; cultural, religious, political or ethical belief; sexual orientation; marital status; family 
status; education; disability; occupational or employment status. 

 
Basic Principle 4 of the Code for People in Advertising says that while stereotypes may be 
used to simplify the process of communication in relation to both the product offered and the 
intended consumer, advertisements should not use stereotypes in the portrayal of the role, 
character and behaviour of groups of people in society which, taking into account generally 
prevailing community standards, is reasonably likely to cause serious or widespread offence, 
hostility, contempt, abuse or ridicule. 

 
Basic Principle 6 of the Code for People in Advertising acknowledges that humour and satire 
are natural and accepted features of the relationship between individuals and groups within 
the community and humorous and satirical treatment of people and groups of people is 
acceptable, provided that, taking into account generally prevailing community standards, the 
portrayal is not likely to cause serious or widespread offence, hostility, contempt, abuse or 
ridicule.  
 
The Complaints Board ruled the complaint was Not Upheld. 
 
Complaint from C. Parker 
The Complainant said “I find the ad to be offensive as it makes fun of transgender people for 
advertising purposes by using the trope of a man in a dress. This should no longer be 
acceptable. It would not be acceptable to use other marginalised groups such as ethnicity, 
religion or disability in this way and it should not be okay to reinforce negative stereotypes of 
transgender people in this way.” 
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Response from Advertiser, Keep New Zealand Beautiful 
Keep New Zealand Beautiful responded to the Complainant’s concerns stating that “the 
Mama Nature advertising campaign reminds New Zealanders to dispose of their litter by 
creating a character that encourages them to do this, in a light-hearted and fun manner. A 
core message for New Zealanders with the campaign is a positive one, that all of us are 
responsible for keeping New Zealand beautiful. 
 
…As part of the campaign development, we were conscious that we did have a male actor 
in a dress and therefore consulted with a transgender commentator and shared the 
proposed campaign with her. Her view was that she did not find the Mama Nature 
advertisements offensive and that she saw the humour in the positive messages the Mama 
Nature character was trying to convey.” 
 
The Advertiser said “Mama Nature is not a transgender character, instead Mama Nature is 
a positive representation of 'mother nature' as a fictitious character and the campaign's 
central hero, fighting for an incredibly important cause — a beautiful and litter-free New 
Zealand. Our hope is that the viewer laughs with Mama Nature as she exacts revenge on 
those who litter. The humour is not directed at Mama Nature in any way.   
 
In summary, the Mama Nature campaign and advertisements have been developed to 
portray an anti-litter message in a positive and humorous way. There has absolutely been 
no intention to cause offence in any way to the transgender, or any community.” 
 
Complaints Board Discussion 
The Complaints Board noted the advertisements before it fell into the category of advocacy 
advertising. It noted a requirement of Rule 11 was that the identity of the Advertiser is clear. 
The Complaints Board confirmed the advertisements before it met the identity requirement 
of Rule 11 of the Code of Ethics noting the logo of the Advertiser, Keep New Zealand 
Beautiful in both advertisements. 
 
The Complaints Board considered the likely consumer take-out of the advertisements. It 
said the advertisements had a primary focus on educating people to reduce littering and 
used the Mama Nature character to convey the social responsibility message. The 
Complaints Board said ‘Mama Nature’ was a light-hearted representation of a New Zealand 
Mother Nature. The Complaints Board noted that Mother Nature was a common 
personification of nature and likened the character to the Tooth Fairy and Santa Claus.  
 
The Complaints Board considered whether the advertisements portrayed transgender 
people or a stereotype of transgender people in a way that was reasonably likely to cause 
serious or widespread offence, hostility, contempt, abuse or ridicule.  
 
The majority of the Complaints Board said the Mama Nature character did not represent a 
transgender person but was a light-hearted embodiment of a Mother Nature character. While 
the majority of the Complaints Board acknowledged the Complainant’s view a man dressed 
as a woman for the purposes of humour was offensive to them, it took into account the 
Advertiser said there was no intent to portray a transgender person.  
 
The majority said there was nothing in the advertisements which drew any reference to the 
specific gender identity of Mama Nature and there was no comment on transgender people. 
The majority said this was unlike previous Decisions (16/431 and 16/046) where the 
representation was clearly of a transgender woman and cisgender males were depicted 
recoiling in surprise in an offensive and transphobic manner.  
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The majority said a man dressed as a woman in order to portray a Mother Nature character 
to promote a social responsibility message about reducing littering in New Zealand, did not 
reach the threshold to be considered to negatively stereotype transgender people or cause 
serious or widespread offence, hostility, contempt, abuse or ridicule to people who identified 
as transgender. The majority of the Complaints Board ruled the advertisements were not in 
breach of Basic Principle 4, Rule 4, Rule 5 and Rule 11 of the Code of Ethics and Basic 
Principle 3, Basic Principle 4 and Basic Principle 6 of the Code for People in Advertising. 
 
A minority disagreed. It said it was sympathetic to the Complainant’s view and regardless of 
the Advertiser’s intent, it said the depiction was reasonably likely to cause serious offence to 
transgender people. The minority noted the role of the Complaints Board was to consider the 
advertisement against prevailing community standards and, in its view, harmful 
representations of transgender people, even unintentionally, was not acceptable.    
 
The minority ruled the advertisements were in breach of the Code of Ethics and the Code for 
People in Advertising and had not been prepared with a due sense of social responsibility to 
consumers and society and was in breach of Basic Principle 4 of the Code of Ethics. 
 
However, in accordance with the majority, the Complaints Board ruled the complaint was 
Not Upheld. 
  
 
DESCRIPTION OF ADVERTISEMENT 
 
The advertisement for Keep New Zealand Beautiful was a short video on Facebook which 
featured a “Mama Nature” character played by actor and comedian Dave Fane shown in a 
floral dress with a wig and foliage hair piece. Mumma Nature is shown reclining on a park 
bench and when she witnesses a man putting rubbish in a bin Mama Nature says 
“Beautiful.” The advertisement featured the Keep New Zealand Beautiful logo.  
 
The bus stop advertisement for Keep New Zealand Beautiful featured a static image of the 
Mama Nature character lying on their side covered in butterflies with the statement: “Mama 
Nature says KEEP NZ BE-YOO-DIFUL.” 
 
COMPLAINT FROM C. PARKER 
Keep New Zealand Beautiful have a video ad on their Facebook titled Mama says - they also 
are using an image related to the ad for outdoor advertising in bus shelters - a picture of the 
bus shelter ad is attached the video is a Facebook post on their Facebook page I find the ad 
to be offensive as it makes fun of transgender people for advertising purposes by using the 
trope of a man in a dress. This should no longer be acceptable. It would not be acceptable to 
use other marginalised groups such as ethnicity, religion or disability in this way and it 
should not be okay to reinforce negative stereotypes of transgender people in this way. 
 
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 4 Decency - Advertisements should not contain anything which clearly offends against 
generally prevailing community standards taking into account the context, medium, audience 
and product (including services). 
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Rule 5 Offensiveness - Advertisements should not contain anything which in the light of 
generally prevailing community standards is likely to cause serious or widespread offence 
taking into account the context, medium, audience and product (including services). 
 
Rule 11 Advocacy Advertising - Expression of opinion in advocacy advertising is an 
essential and desirable part of the functioning of a democratic society. Therefore such 
opinions may be robust. However, opinion should be clearly distinguishable from factual 
information. The identity of an advertiser in matters of public interest or political issue should 
be clear. 
 
CODE FOR PEOPLE IN ADVERTISING 
 
Basic Principle 3 - Advertisements should not portray people in a manner which, taking into 
account generally prevailing community standards, is reasonably likely to cause serious or 
widespread offence on the grounds of their gender; race; colour; ethnic or national origin; 
age; cultural, religious, political or ethical belief; sexual orientation; marital status; family 
status; education; disability; occupational or employment status. 
 
Basic Principle 4 - Stereotypes may be used to simplify the process of communication in 
relation to both the product offered and the intended consumer. However, advertisements 
should not use stereotypes in the portrayal of the role, character and behaviour of groups of 
people in society which, taking into account generally prevailing community standards, is 
reasonably likely to cause serious or widespread offence, hostility, contempt, abuse or 
ridicule. 
 
Basic Principle 6 - Humour and satire are natural and accepted features of the relationship 
between individuals and groups within the community. Humorous and satirical treatment of 
people and groups of people is acceptable, provided that, taking into account generally 
prevailing community standards, the portrayal is not likely to cause serious or widespread 
offence, hostility, contempt, abuse or ridicule. 
 
RESPONSE FROM ADVERTISER, KEEP NEW ZEALAND BEAUTIFUL 
Keep New Zealand Beautiful has taken the matters raised by C. Parker very seriously and 
never intended to offend anyone. 
 
Please find below our response to the Advertising Codes of Practice outlined in your letter.  
 
In response to Code of Ethics: Basic Principle 4, Rule 4 & 5, Rule 11: 
 
Keep New Zealand Beautiful is a not-for-profit organisation, which aims to reduce litter and 
keep the country beautiful. It does this through its marketing efforts, education programmes 
and also clean-up programmes. At its core, the organisation is all about social responsibility 
and as such, all of its advertisements are developed with this in mind. 
 
The Mama Nature advertising campaign reminds New Zealanders to dispose their litter by 
creating a character that encourages them to do this, in a light-hearted and fun manner. A 
core message for New Zealanders with the campaign is a positive one, that all of us are 
responsible for keeping New Zealand beautiful. 
 
Keep New Zealand Beautiful is clearly identified with its lo go in all Mama Nature 
advertisements, including the bus shelter example outlined by the complainant. On Keep 
New Zealand Beautiful Facebook page, information about the organisation is available on 
the Profile section and its ongoing litter reduction work features throughout the Newsfeed. 



  18/131 
 

6 
 

 

 

As part of the campaign development, we were conscious that we did have a male actor in 
a dress and therefore consulted with a transgender commentator and shared the proposed 
campaign with her. Her view was that she did not find the Mama Nature advertisements 
offensive and that she saw the humour in the positive messages the Mama Nature 
character was trying to convey. 
 
In summary, the Mama Nature campaign and advertisements have been developed to 
portray an anti-litter message in a positive and humorous way. There has absolutely been 
no intention to cause offence in any way to the transgender, or any community 
 
In response to Code for People in Advertising: Basic Principle 3, Basic Principle 4, 
Basic Principle 6: 
 
Mama Nature is not a transgender character, instead Mama Nature is a positive 
representation of 'mother nature' as a ficticious character and the campaign's central hero, 
fighting for an incredibly important cause — a beautiful and litter-free New Zealand. Our 
hope is that the viewer laughs with Mama Nature as she exacts revenge on those who litter. 
The humour is not directed at Mama Nature in any way.   
 
As part of the campaign development, we were conscious that we did have a male actor in 
a dress and therefore consulted with a transgender commentator and shared the proposed 
campaign with her. Her view was that she did not find the Mama Nature advertisements 
offensive and that she saw the humour in the positive messages the Mama Nature 
character was trying to convey. 
 
In summary, the Mama Nature campaign and advertisements have been developed to 
portray an anti-litter message in a positive and humorous way. There has absolutely been 
no intention to cause offence in any way to the transgender, or any community. 
 
RESPONSE FROM MEDIA, FACEBOOK 
We have investigated this matter and can advise that this page post does not violate our 
Page Policies. 

(Note: This is not a paid for advertisement subject to our advertising policies). 

We look forward to hearing the outcome of your investigation. 
 
 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. 


